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Societies have always had a need for heroes to define new heights of 
achievements, new thresholds of ability, endurance, and aspirations. It seems that 
celebrities have fulfilled modern societies’ need for heroes and role modelling guidance. 
As a result, celebrities have gained a prominent role in marketing communication 
strategies.  
Celebrities are ‘manufactured’ products of the media industry. They are 
strategically selected, developed and managed human brands who transmit important 
cultural meanings. Nonetheless, most of the marketing literature neglects the important 
cultural and symbolic meanings of celebrities. The issue of why and how consumers 
establish complex relationships with certain types of celebrities via impersonal 
exposures through mass media tools is under-researched.  
The socially influential meanings that celebrities disseminate have profound 
consequences on consumers’ identities and buying behaviour. The hypothesised 
celebrity influence on consumers’ decisions is an area of study which still presents 
numerous research gaps and offers possible benefits for marketing applications. Hence, 
this thesis goes beyond the existing celebrity endorsement perspectives and explores the 
complex relationships that consumers establish with celebrities, and the impacts these 
relationships have upon consumers’ aspirations and buying preferences. This research 
explores why certain celebrities’ attributes relate to consumers’ aspirations and buying 
preferences, which can have substantial implications upon consumers’ choices and, 
therefore, marketing communication strategies.  
This thesis uses a mixed methods approach. It starts with extensive qualitative 
research, which consists of an exploratory stage (observations and short interviews with 
people who work in Los Angeles), in-depth interviews with casting agents (based in 
Perth and Los Angeles); and, finally, in-depth interviews and focus groups with 
iii 
 
university students. The qualitative research assisted with the refinement of the 
quantitative instrument and development of the research model and hypotheses. The 
main research objectives are as follows: 
1. Identify the main personality characteristics of influential celebrities’ brands 
2. Explore and identify the complex relationships consumers’ develop with 
admired celebrities. 
3. Explore how consumers-celebrities relationships lead to consumers’ celebrity-
like aspirations and celebrity behavioural emulation.  
4. Understand possible multi-group differences that influence consumers-
celebrities relationships (according to gender, age and celebrity type). 
The quantitative research consists of a representative sample of students from 
four Western Australian universities (N=611). WarpPLS (Partial Least Squares – 
Structural Equation Modelling Software) was used to test the model and research 
hypotheses. The findings suggest that entertainment celebrities and consumer-celebrity 
relationships influence distinct areas of consumers’ aspirations, opinions, and 
behaviours. The PLS-SEM model indicates that different types of celebrities’ attributes 
have different effects upon consumers’ identities/aspirations and buying preferences. 
The PLS-MGA (partial least squares multi-group analysis) tested for significant multi-
group differences based on consumers’ age groups, consumer-celebrity gender, and 
celebrities from different fields of expertise (cinema, television, and music). The 
outcomes of this research provide robust empirical evidence of the important 
relationships between celebrity influences on consumers’ opinions and purchase 
intentions. The research findings provide useful suggestions for marketing, researchers, 
academics and practitioners. The managerial implications are especially relevant for 
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Chapter 1- Introduction: Understanding the 
Entertainment Celebrity Industry 
___________________________________________________ 
  
Chapter introduction  
This Chapter introduces the reader to the thesis and provides a succinct 
historical evolution and background of fame and entertainment celebrities over the 
centuries, which serves to highlight the relevance of the topic. In addition, it provides a 
discussion of celebrities’ theoretical perspectives, which are essential to the 
conceptualisation and understanding of celebrities. Figure 1.1 illustrates the structure of 
Chapter 1. 
Figure 1.1- Structure of Chapter 1 
1.1 Topic summary 
This thesis explores the complex relationships that consumers establish with 
entertainment celebrities and the impact that these relationships have upon consumers’ 
identities and buying preferences. In order to do so, this research analyses how certain 
celebrities’ perceived attributes relate to consumers’ aspirations and celebrity influence, 























Marketing researchers have mostly studied celebrities from a celebrity 
endorsement perspective based on traditional communications perspectives, which do 
not address the important role modelling function that celebrities have gained in modern 
societies. The socially influential role that celebrities’ meanings have upon consumers’ 
identities and buying behaviour still presents numerous research gaps and potential for 
fruitful research outcomes (Elliott & Wattanasuwan, 1998; Ligas & Cotte, 1999; 
McCracken, 1989; Mishra et al., 2015; Schindler et al., 2013; Spry et al., 2011). 
Consumers are emotionally connected to celebrities, and these connections have 
implications upon consumers’ identities (Banister & Cocker, 2013; Boon & Lomore, 
2001; Choi & Rifon, 2012). Hence, it is incumbent for marketing researchers to 
understand consumer-celebrity relationships and the complex implications that 
celebrities have upon consumers’ aspirations and buying preferences. 
1.1.1 Consumer-celebrities’ emotional connections 
Celebrities establish relationships with large numbers of consumers (Banister & 
Cocker, 2013; Rojek, 2012). Many people often express feelings, such as admiration, 
adoration or even hate towards media celebrity personalities. Positive emotions, such as 
admiration and adoration, are consumer self-projected feelings onto their favourite 
celebrities, which can be agents for personal change and self-development (Schindler, 
2014; Schindler et al., 2015; Schindler et al., 2013).  
1.1.2 Social Influence of Celebrities 
Celebrities are highly influential because of the symbolic meanings they 
represent in consumers’ minds (McCracken, 1989), and they seem to connect with 
consumers’ aspirations to build and improve their self-identities (Boon & Lomore, 
2001; Choi & Rifon, 2012; Escalas & Bettman, 2015). Consumers’ subjective focus on 
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cognitive and affective intangible attributes of certain celebrities can lead to pseudo 
perceptions of social connection (Cohen, 2014; Giles, 2002; Perse & Rubin, 1989; 
Turner, 1993). Consumers enjoy imagining alternative lifestyles, which help them to 
escape temporarily into another more desirable world (Houran et al., 2005). Escaping 
into a dream lifestyle world for some consumers provides temporary satisfaction and 
relief from their present life and problems (Houran et al., 2005). For some consumers, 
these imaginary social relationship perceptions influence their attitudes and 
consumption behaviour (Ariely & Norton, 2009; Choi & Rifon, 2012).  
Similarly to product brands, celebrities construct and present a set of brand 
personality and lifestyle attributes, which the audience considers attractive in the 
development of their personal identities (Lunardo et al., 2015). Consumers’ aspirations 
to be more similar to role models, such as celebrities, drive the search for better 
lifestyles and personal identities. Celebrities often provide powerful role modelling of 
new and exciting lifestyles and, consequently, they can fulfil consumers’ aspirational 
needs (Holmes & Redmond, 2006).  
Social influence is a major and key topic in social psychology. Thus, social 
psychology perspectives are used in this thesis to explain and provide a theoretical 
background for the process of social influence. Bandura’s social learning perspective 
and Festinger’s social comparison perspective are used to explain the influential role of 
celebrities.  
1.2 Scope of the thesis 
This thesis focuses on consumer-celebrity relationships as they can be important 
determinants of an effective use of celebrities in marketing communications. It 
addresses the complex relationships consumers develop with entertainment celebrities, 
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and how these relationships are influenced by different entertainment celebrities’ 
attributes and consumers’ aspirations. In order to do so, this research study focuses on 
the role modelling function of admired entertainment celebrities in an Australian 
context.  
This study does not focus on the use of celebrities as endorsers of products or 
brands, but attempts to explore the social influence of celebrities, and how this can be 
useful to marketing academics and practitioners. Additionally, this thesis does not link 
celebrity influence with particular products or brands; instead, it focuses on the general 
influential role of celebrities, which future studies can extend to different industries.  
1.3 Thesis contributions  
 This doctoral thesis will contribute to bridging the following gaps in the 
literature: 
• Celebrity endorsement studies focus on celebrities in a limited manner (Erdogan, 
1999; Hackley & Hackley, 2015; Kerrigan et al., 2011). This doctorate thesis 
illustrates that celebrity meanings can be important in the process of identity 
construction, in particular in the process of consumers’ aspirations, which are an 
important aspect of marketing communications messages. 
• Celebrity role modelling function: this study contributes to a better 
understanding of the role modelling function of celebrities, and how they can be 
used in marketing messages. 
• Consumer-celebrity emotional connections: this study contributes to the 
understanding of the important role that emotions can play in the process of 
‘celebrity consumption’ and influence. 
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• Celebrities as human brands: this study contributes to human brands 
underpinning theories. In particular, this study has approached the perceived 
attributes of influential celebrity brands, and how certain celebrities’ attributes 
can be explored to develop and construct relevant and strong celebrity brands. 
1.4 Thesis research objectives 
There are four main research objectives in this doctoral dissertation:  
1. Identify the main personality characteristics of influential celebrities’ 
brands. 
2. Explore and identify the complex relationships consumers develop with 
admired celebrities. 
3. Explore how consumers-celebrities relationships lead to consumers’ 
celebrity-like aspirations and celebrity behavioural emulation.  
4. Understand possible multi-group differences that influence consumers-
celebrities relationships (according to consumers’ age, consumer/celebrity’s gender, and 
celebrity type). 
1.5 Thesis Structure  
This thesis contains six chapters. As previously mentioned this Chapter 
(Chapter 1) introduces the reader to the topic, and provides a succinct historical 
evolution and background of fame and celebrities over the centuries. 
 Chapter 2 presents a detailed literature review of topics which are the building 
blocks for the development of the research model. The literature review starts with the 
celebrity endorsements in the marketing literature and then addresses research areas 
beyond celebrity endorsement perspectives. The Chapter presents evidence that 
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celebrities are influential human brands with whom consumers develop meaningful 
bonds. Social psychology perspectives, such as Bandura’s social learning theory and 
Festinger’s social comparison perspective, provide a strong theoretical background in 
explaining the influential role of celebrities and implications to the marketing discipline. 
The literature review forms the basis for the provisional research propositions and 
research model, which are refined in Chapter 4 (Qualitative Findings). 
 Chapter 3 starts with an overview of ontological and epistemological 
approaches relevant for this study and justifies the research philosophy adopted in this 
thesis. The second part of Chapter 3 provides an overview and discussion of the 
research design of this work. The third and fourth parts of this chapter address the 
different stages of the data collection and data analysis methods applied in this research. 
Figure 1.2 summarises the research process used in the thesis.  
Chapter 4 presents the findings of the qualitative stage of this research. 
Additionally, this Chapter presents the final refined research model and hypotheses, 
which will be tested in Chapter 5. The main objectives of the qualitative research are to: 
1) refine the provisional research questions and propositions, initially developed from 
the literature review; 2) gain a more detailed understanding of what are the main 
celebrity brand personality attributes and how do they influence consumer’s decision 
making; 3) understand the complex relationships that consumers develop with 
celebrities; 4) explore the relationship between consumers’ aspirational goals and their 
favourite celebrities; 5) gain a better understanding of how consumers’ opinions and 
purchase intentions are influenced by their favourite celebrities; and 6) refine and 





Figure 1.2 – Diagram of the research design (Adapted from Creswell et al., 2003). 
 
Chapter 5 presents the quantitative findings (N=611) using a range of 
multivariate analysis techniques including exploratory factor analysis and Partial Least 
Squares Structural Equation Modelling (PLS-SEM). 
 Chapter 6 provides a critical discussion and analysis of the research findings 
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communities. In addition, this Chapter discusses the research limitations and provides 
recommendations for future studies. 
1.6 Topic relevance and background 
Throughout the last three decades the phenomenon of celebrity has increased 
enormously in popularity (Cashmore, 2006; Gamson, 1994; Lawrence, 2009; Scott, 
2005). A number of authors have documented the growth of the celebrity industry, 
which resulted in celebrities resembling mass-manufactured physical products and 
brands (Currid-Halkett & Scott, 2013; Gabler, 1998, 2001; Gamson, 1994, 2011; Rojek, 
2001, 2012; Scott, 2005; Turner, 2014; Turner et al., 2000). 
The end result of a well-organised celebrity industry is the creation of 
influential celebrities with high numbers of admirers (potential consumers), which is 
clearly illustrated by the millions of followers who are engaged with celebrities through 
social media channels (Table 1.1). Consequently, the influential social power of 
celebrities becomes a powerful tool for marketers to use in communication messages. 
For example, Justin Bieber, who currently has over 70 million followers on Twitter, is 
the main endorser of Calvin Klein underwear and  in two weeks he attracted more than 
3.5 million of new social media followers for Calvin Klein’s social media pages; 1.8 
million of twitter mentions; and more than 20 million of Calvin Klein online page views 
(Strugatz, 2015). Table 1.1 demonstrates the power of celebrities in attracting millions 
of potential consumers in their Twitter accounts, which can be leveraged to direct these 





Table 1.1- The ten Twitter accounts with the highest number of followers 
(TwitterCounter, 2016) 
Rank Tweeter Account Number of followers 
1 Kate Perry (Music celebrity)  81.913.439 
2 Justin Bieber (Music celebrity) 78.073.298 
3 Taylor Swift (Music celebrity) 73.838.674 
4 Barrack Obama (American President) 71.538.430 
5 YouTube (Social media site) 60.940.798 
6 Rihanna (Music celebrity) 57.950.067 
7 Lady Gaga (Music celebrity) 57.968.979 
8 Ellen DeGeneres (television celebrity) 56.516.731 
9 Twitter (Social media site) 53.945.280 
10 Justin Timberlake (Music celebrity) 53.170.179 
 
1.6.1 Historical background of fame and celebrities 
 The history of fame and celebrities provide substantial evidence of the unique 
importance of celebrities in contemporary societies. In addition, the historical 
background of fame illustrates how celebrities became an influential product during the 
20th and 21st century. According to Cashmore (2006: 2), celebrity culture “didn’t pop 
out of a vacuum: there were conditions, triggering episodes and deep causes”. Hence, 
the types of celebrities that have emerged in the 20th century are the end result of many 
historical, social and cultural changes.   
1.6.1.1 Changing perceptions of fame 
Societies have always had a need for heroes to define new heights of 
achievements, new thresholds of ability, endurance , and aspirations (Braudy, 1997). As 
a result, famous people have frequently taken on this complex role. The first use of the 
word fame recorded in literature is in the work of Homer in Ancient Greece, as ‘Kleos 
afhition’ which translates to ‘imperishable fame’ (Giles, 2000: 3). However, since the 
Homeric times, perceptions of fame have changed considerably over the aeons. One of 
the major changes is the perceived declining correlation between fame and merit as 
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before the advent of the twentieth century, fame was the outcome of hero-like 
behaviours (Braudy, 1997; Cowen, 2000; Harmon, 2005).  
Nonetheless, Milner (2005) believes that merit has never been the main reason 
for someone to become famous. Milner argues that although “Alexander the Great was 
undoubtedly a brilliant military leader, he did have a king for a father and Aristotle as a 
tutor” (Milner, 2005: 72). Therefore, fame was easier for Alexander the Great because 
he inherited ascribed titles from his king father and vicariously benefited from the 
famous philosopher Aristotle as his tutor. During Alexander the Great’s time, famous 
people were often related to various divine beings, but over the millennia this theocratic 
connection has almost disappeared.  
During the 20th and 21st centuries, contemporary fame perceptions are often 
outcomes of powerful commercial forces and strategic marketing planning  (Boorstin, 
1987). The phenomenon of famous entertainment celebrities appeared in the first 
decades of the 20th century in North America and Europe. Since then, the number of 
celebrities has increased exponentially, and the various ways of becoming a celebrity 
also increased enormously (Cashmore, 2006; Harmon, 2005; Rojek, 2012).  
Cashmore provides a succinct summary of contemporary celebrity culture 
characteristics: “Like it or loathe it, celebrity culture is with us: it surrounds us and even 
invades us. It shapes our thought and conduct, style, and manner. It affects and is 
affected by not just hard-core fans but by entire populations whose lives have been 
changed by the shift from manufacturing to service societies and the corresponding shift 
from plain consumer to aspirational consumer”(Cashmore, 2006: 6).  
The evolution of what types of famous people exist in various societies is 
historically tabulated in the Pantheon project, which is based on 11.341 online 
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biographies available in more than 25 languages (Yu et al., 2016). It estimates the 
Historical Popularity Index (HPI) ratings, which have been found to be valid measures 
of global visibility, and, therefore, act as a reasonable index of fame (Yu et al., 2016). 
Table 1.2 summarises the dramatic changes to the concept of fame and the transition 
from the merit to the banal based attributes of famous personalities. The evidence from 
the Pantheon project indicates that entertainers gained a much higher social importance 
during the last decades over and above traditional famous people like royalty, 
politicians, generals, religious leaders and famous scientists.  
Table 1.2- Globally known people born between 4000BC-1920 in comparison to famous people born 
between 1920- 2010 (Yu et al., 2016) 
 












1 Politician Government ↓ Actor Film And Theatre ↑ 
2 Writer Language ↓ Soccer Player Team Sports ↑ 
3 Religious Figure Religion ↓ Politician Government ↓ 
4 Philosopher Philosophy ↓ Singer Music ↑ 
5 Military Personnel Military ↓ Musician Music ↑ 
6 Composer Music ↓ Writer Language ↓ 





8 Painter Fine Arts ↓ Tennis Player 
Individual 
Sports ↑ 
9 Chemist Natural Sciences ↓ Physicist 
Natural 
Sciences ↓ 




 The significant changes in the process of becoming famous seem to be a 
reflection of major social changes and a consequence of the evolution of mass 
communication media technologies. The history of fame and history of communication 
media seem to be closely related. Advancements in communication media technologies, 
especially visual image and information reproduction, have contributed to the 
proliferation of famous names and faces throughout the world (Gamson, 1994). The 
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diminishing social interaction and frequent family unit breakdowns have contributed 
negatively towards the creation of fractured multiple self-identities observed in 
contemporary postmodern western societies (Turner, 2004). Individuals do not live in 
traditional social class organised structures, and, therefore, the search for a social and 
personal image can be challenging. The following sections provide a brief overview of 
how fame and celebrities have evolved since the Roman Republic to the present day.  
 1.6.1.2 Evolution of fame and celebrity perceptions from the Roman 
Republic to the Middle Ages  
 The Roman Republic played an important role in the history of fame. Braudy 
(1997: 57) suggests that “Rome would infect the world with the desire of social 
recognition” because of the new phenomenon of the proliferation of numerous famous 
Roman figures, such as Gaius Marius and Augustus. Never before, Rome and their 
predecessors in the Hellenic world produced so many famous public figures (Braudy, 
1997).  
The birth of Jesus Christ changed people’s perception of fame (Braudy, 1997). 
During the Roman Empire, fame was the consequence of being part of Rome’s public 
life, while fame during early years of the Christian religion was a sign of recognition 
and eternal transcendental existence after death (Braudy, 1997). The ‘fame portrait’ of 
Jesus was framed on the characteristics of vulnerability, marginality, and powerlessness, 
which were the opposite of the vulgar, powerful and socially prominent Roman heroes 
(Braudy, 1997).  
During the Medieval ages (AD 500 to late 15th century), the high religious 
component of this period’s literature, led to a decline in the traditional classical and 
Roman conception of fame (Braudy, 1997). The invention of the printing press in the 
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15th century enabled more people to read some of the classics and religious texts 
(Braudy, 1997). There was an increase in the literature in local languages, other than 
Latin, which allowed other European nations to create their own heroes (Braudy, 1997). 
In addition, portrait engraving gained popularity among privileged individuals, who had 
the resources to have their appearances remembered by posterity (Giles, 2000). 
1.6.1.3 Fame during the Renaissance Period 
During the Renaissance, powerful people and state rulers started to lose the 
absolute control and power they once had over the dissemination of information and 
mass communications (Braudy, 1997). A powerful artistic movement started to rise, and 
the re-birth of theatre represented a new way of self-realisation (Braudy, 1997). In 
addition, significant advancements in printing technologies took place during the 16th 
century (Gamson, 1994), which made it possible for printers and visual portrait painters 
to create a new market of ‘enhancing’ people’s personal and social reputation (Braudy, 
1997). These developments changed the image of monarchy, who were no longer 
portrayed as divine individuals (Giles, 2000). Powerful individuals from the church, 
government and commerce would commission painters to produce family portraits and 
paintings of their properties to showcase their achievements and to publicly promote 
themselves.  
During the 16th and 17th centuries, Europe witnessed the start of mercantilism, 
and the first signs of widespread capitalism, which had profound impacts on how 
individualism and freedom to seek individual desires, pleasures and fame were 
perceived (Dyer, 2013).  
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1.6.1.4 ‘Democratisation’ of fame 
The early years of what Braudy (1986: 313) refers to as ‘democratisation of 
fame’ took place in the late 17th century. During this period there was an increase in the 
number of self-made individuals who achieved financial success and public recognition 
through their own efforts instead of inherited titles or money (Braudy, 1997; Marshall, 
1997). The development of printed newspapers and increase in contributed to the wider 
social distribution of fame to more diverse groups of individuals (Raymond, 1998). 
People could now have access to names and pictures of many people in far afield places, 
whom they had never met in their local communities. Likewise, in the 17th century, the 
popularity of the theatre continued to increase, which contributed to the social diffusion 
of fame, and had a profound influence in how monarchs and the social environment 
were perceived (Braudy, 1997). 
The industrial revolution, which started in the 18th century, increased fame’s 
desirability for those who did not belong to a ‘privileged’ class (Braudy, 1997; 
Marshall, 1997). As social visibility and fame became feasible amongst the meritorious 
classes, the privileged ruling classes lost their unchallenged images of ‘divine rulers’ 
and exclusive fame (Braudy, 1997; Rojek, 2001). Traditional orders of societies 
changed and people had more individual freedoms to pursue social influence and power. 
As a result, the number of individuals who gained public visibility increased 
considerably during this period (Braudy, 1997).  
The 18th century French and American revolutions enabled the liberalization of 
individual rights and led to changes in how fame was perceived (Braudy, 1997; 
Marshall, 1997). These two revolutions gave birth to a “free market of fame” (Braudy, 




Nonetheless, there was a concentration of media power; thus, a few individuals 
controlled the majority of the media outlets and; therefore, these individuals had great 
power upon selecting people to be in the spotlight. As a result, the wealthy ruling 
classes and media barons controlled and influenced the types of people who could 
become famous (Braudy, 1986). Gradually, more European societies loosened the 
traditional ruling classes grip on power, and allowed more democratic processes in the 
selection process of capable leaders, with the ability and charisma to provide national 
direction (Marshall, 1997). Consequently, politicians and public officials gained high 
levels of public recognition. 
The development of halftone photography and steam-powered cylinder presses, 
which took place in the 19th century, led newspapers to become increasingly popular, 
and people were fascinated with the quality of image reproduction (Gamson, 1994). 
During the 19th century, cultural critics, such as Ralph Waldo Emerson and Thomas 
Carlyle, already noticed the first signs of the possibility of any individual to gain fame 
(Marshall, 1997).  
During the same period, the United States’ perspective of fame gained 
popularity. Social visibility was associated with being free, being heroic and being 
American (Braudy, 1986b). In other words, public recognition was part of the core 
American values. The American libertarian ideas of individual freedom enabled several 
individuals to become renowned (famous) due to distinctive personality and physical 
characteristics triggering feelings of popular admiration. Additionally, the United  
States redefined the concept of entertainment by simplifying Shakespearean plays for 
the masses, introducing new genres like acrobats, comic opera, singers, dancers and 
many other popular acts (Gabler, 1998). Furthermore, Americans started to place greater 
value on graphic and visual entertainment (Gabler, 1998). 
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1.6.1.5 The development and growth of entertainment celebrities 
In the last years of the 19th century and throughout the 20th century, the types 
of famous personalities changed from politicians, military leaders, and religious 
preachers to entertainers and sports figures (Cowen, 2000). Löwenthal (2006) compared 
the types of biographies published between 1901 and 1941 and documented a large 
increase in the number of biographies of business and entertainment personalities (see 
Table 1.3). Hence, self-made individuals in professions such as entertainment became 
the new popular kings in many western societies during the 20th century.  
Table 1.3- Published biographies in ‘The Saturday Evening Post’ and ‘Collier’s’ from 1901-1941 
(Löwenthal, 2006: 126) 
                 Years 
Field 
1901-1914 
N  (5 years) 
1922-1930 
N  (6 years) 
1930-1934 
N  (4 years) 
1940-1941 
N  (1 year) 
Political Life 
 
81 (46%) 112 (28%) 95 (31%) 31 (25%) 
Business and 
Professional 
49 (28%) 72 (18%) 42 (14%) 25 (20%) 
Entertainment 
 
47 (26%) 211 (54%) 169 (55%) 69 (55%) 
Total Number 
 
177 (100%) 395 (100%) 306 (100%) 125 (100%) 
Yearly average of 
biographies 
36 66 77 125 
N= Number of publications 
 
I) The rise of cinema celebrities 
In 1894 the world’s first kinetoscope movie screen theatre opened in New York 
City (Gamson, 1994). The first motion picture was launched in 1907, and soon after that 
the film industry gained strength and became a major form of entertainment (Marshall, 
1997; May & May, 1980; Scott, 2005). Motion pictures “touched people’s subconscious 
minds, operating almost like a dream” (May & May, 1980: 39).  
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With the rise of entertainment celebrities, the first sign of a celebrity publicity 
act, which later would gain substantial importance in the celebrity industry took place in 
1910 (Turner, 2014). In this year, a publicity act created a false story about a movie 
actor, Florence Lawrence, to attract public attention and commercial benefits (Turner, 
2014).  
The personality attributes of famous individuals changed considerably in the 
‘20s, and traits like being genuinely noble and heroic became almost irrelevant (Rojek, 
2001). This is because actors were assets “owned and operated as studio commodities” 
(Gamson, 1994: 25). Hence, powerful studios and the media industry decided who 
would become famous or not, and actors’ contracts specified how they were supposed 
to behave (Braudy, 1997; Gamson, 1994). 
Nonetheless, the audience believed that actors were famous due to their natural 
talents, and failed to consider celebrities as artificial studio creations (Marshall, 1997). 
Celebrities changed their names and redefined their identities, reflecting the immigrant 
mentality in the United States (Marshall, 1997). The consumer’s perspective of famous 
actors was influenced by the prevailing capitalist success criteria of material success and 
financial independence (Marshall, 1997). The audience admired actors because of their 
position of social and financial power; thus, they were connected to ordinary people’s 
aspirations (May & May, 1980). During the Great Depression, Hollywood stars gained 
importance because they provided an escape from people’s daily problems, and sold 
hope of happy lifestyles through their movies (Gundle, 2008). 
II) The rise of music celebrities 
Technological advancements, which took place between 1900 and 1910 led to 
the mass reproduction of songs. As a result, by 1910 about one million music sheets 
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were sold (Marshall, 2006c). However, the songs were more famous than the musicians. 
The advent of radio broadcasting in the ‘40s generated an increase in the FM radio 
stations as well as the number of local radio announcers, referred to as ‘deejays’. Radio 
deejays gained popularity amongst the listeners, and they had the power to select the 
music that would be spread to the audience (Leblebici et al., 1991). 
Music personalities emerged as a new breed of professionals and started to gain 
fame. Johnnie Ray is considered a transitional figure in the music scene because he was 
not a fantastic singer, but he became famous because of his personality characteristics 
(Marshall, 2006b). Thus, his personality features were the main reason behind his fame. 
Like the movie studios, music studios had great control over music celebrities (Turner, 
2014). The studios wanted to discover new exciting singers who could connect 
emotionally with their audiences, and, as a result, aspiring singers lined up in front of 
studios for an audition (Turner, 2014). In the ‘50s, Elvis Presley achieved 
unprecedented levels of fame, which would be matched by ‘The Beatles’ in the ‘60s 
(Turner, 2014). 
III) The rise of television and perceived celebrity intimacy 
After World War II, television gained popularity and changed people’s 
relationships with celebrities. Television brought celebrities into people’s homes, 
achieving unprecedented levels of intimacy between the audience and their idols (Giles, 
2000; Langer, 2006). Langer (2006) proposes that television and cinema operate quite 
differently, because cinema creates ‘stars’, while television creates ‘personalities’. 
People believe that they are closer and more familiar with television celebrities, while 
people believe that cinema celebrities are in a higher and more ‘untouchable’ position 
(Langer, 2006). The spread of television in the ‘50s resulted in substantial changes in 
the Australian context. Television opened up the whole world and facilitated the 
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widespread phenomenon of international celebrity fame. As a result, Australians started 
to gain a fascination over what Turner et al. (2000: 47) refers to as an ‘internationalising 
modernity’, and young Australians became fascinated by rock and roll, television and 
cinema celebrities.  
In addition, during the ‘50s magazines started to report in details the personal 
lives of celebrities (Gabler, 1998; Gamson, 1994). As a result, ‘ordinary’ people became 
supposedly better informed and familiar with the personal lives of celebrities. The mass 
audiences began to see a more human side of celebrities, and there was a greater 
perceived connection between the audience and celebrities.  
Because of the increasing popularity of television, cinema studios lost their 
dominant power. Unlike the previous decades, the ‘50s cinema celebrities gained more 
independence from studios and took charge of their own public image and careers by 
relying on professional public relations specialists (Gamson, 1994). Casting agents at 
this time had already recognised that there was a special ‘star’ quality about some 
people who managed to portray personality attributes, which the audience wanted to see 
(Gamson, 1994). 
As a result of the changes which took place in the ‘50s, there was a rise in a 
more complex facet of public relations, which concentrated on creating celebrity stories 
perceived as ‘sincere’ by members of the audience (Gamson, 1994). However, 
‘sincerity’ was a superficial perception of the audience as this period was the “golden 
age of glamour” (Cashmore, 2006: 19). Celebrities often appeared in public promotions 
to display perfect lives in a splendid world (Cashmore, 2006). The marketing of 
celebrities became more complicated as the audience’s perception of celebrities’ 
personality attributes needed to be shaped and developed by public relations and 
marketing specialists (Gabler, 1998). Celebrities’ public appearances were very well 
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rehearsed, and it was possible for a celebrity to have more control over the media stories 
(real or fictitious) which would be released to the public, and which would not 
(Cashmore, 2006).  
Furthermore, this period was when celebrity marketing promotions increased 
considerably in popularity and celebrities started to endorse many types of products 
(Gamson, 1994). Celebrities, through their lifestyles, redefined the concept of luxury 
products (Cashmore, 2006). More people slowly adopted exclusive and expensive 
products and fashion items were no more the preserve of the few.  
In the ‘60s and ‘70s, the number of television channels increased, which 
contributed to the spread of a celebrity culture (Rojek, 2012). Paparazzi photographers 
emerged in the ‘60’s, and people became more familiarised with the celebrities’ lifestyle 
(Cashmore, 2006). Celebrities of this period endorsed a relatively new mentality of free 
expression, and those perceived as sincere and open about their emotions had a more 
admirable character (Rojek, 2012). The increasing number of paparazzi led to the 
widespread of gossip columns and tabloid newspapers in the ‘70s, showing more of the 
allegedly ‘true’ lives of the celebrities (Gamson, 2011). In 1974 the first magazine 
solely dedicated to reporting private stories of celebrities and famous people appeared in 
the United States called ‘People Magazine’ (Gamson, 1994). 
Celebrities who were perceived as more approachable, such as Oprah Winfrey 
(television talk show host), gained popularity in the ‘80s (Gamson, 1994; Marshall, 
1997). Oprah, in particular, changed the television talk show scene because she covered 
more controversial issues, and managed to make audiences feel familiar with her 
personal problems and achievements (Gamson, 1994; Marshall, 1997). Because of her 
perceived proximity with members of the audience, she had an unprecedented influence 
over people’s opinions and behaviours (Marshall, 1997). Therefore, members of the 
20 
 
audience believed they knew Oprah’s personal life story, and many could identify with 
certain aspects of her life.  
In Australia, the visibility and coverage of celebrities gained substantial 
importance during the ‘80s (Turner et al., 2000). As a result, celebrities’ public relations 
activities gained strength and social functions, which only celebrities or social elites 
were invited, such as movie premieres, were highly covered by communication media 
(Turner et al., 2000). This led to a higher visibility of the advantages associated with 
Australian celebrities’ lifestyles.  
1.6.1.6 Fame and celebrity fascination 
Since the last decade of the 20th century and first years of the 21st century, there 
has been a fascination over fame and celebrities which is unique in the history of fame 
(Choi & Berger, 2009; Maher et al., 2013; Rowlands, 2008). During these decades, 
entertainers became substantially more involved in a wide variety of fields, which are 
beyond the entertainment industry, and this increases the influential role of celebrities 
(Choi & Berger, 2009; Street, 2004). For example, celebrities are constantly and 
actively engaged in political, social and sustainable causes, such as United Nations 
committees and many NGOs around the world. 
In addition, the demand of ordinary people to become famous has increased 
considerably, which is in line with the growing supply of media opportunities and new 
technologies available for the masses to gain fame (Gountas et al., 2012; Turner, 2006). 
People who grew up in the ‘90s became used to the idea that anyone can be famous 
without any required skills or talent (Gountas et al., 2012; Halpern, 2007). This new 
increase of mass desire for fame seems to be captured precisely by the term ‘vfame’ (a 
new variant of fame), which translates to “fame unconnected to any form of excellence 
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or achievement” (Rowlands, 2008: 23). Holmes and Redmond capture the new 
phenomenon in the following sentences which could be the basis of a rap song: “I want 
to be a celebrity. I want to be adored. I want the glitz, the glamour, the sparkle and the 
existential glow. I want the red carpet treatment. I want VIP champagne parties. I want 
TV chat show hosts to fawn (fall) over me… I want to be on the cover of ‘Hello’ 
magazine. I want fame” (Holmes & Redmond, 2006: 23). 
A number of researchers in the media and culture literature suggest two main 
reasons for the increase of ‘vfame’: reality television and Web.2.0 internet technology 
(Gamson, 2011; Rojek, 2012; Stefanone et al., 2010).  
I) Reality television 
Television networks ran into financial difficulties in the ‘90s, and reality 
television was a cheaper and more viable format of television (Couldry, 2002; Gamson, 
2011). Due to the advantages of reality television shows, the media communication 
industry once again developed an interest in the process of ‘manufacturing’ celebrities 
(Turner, 2014). Reality television celebrities become famous through an entirely 
different process than traditional celebrities as they do not go through the same training 
and polishing of acting and performing skills as traditional types of celebrities do 
(Turner, 2014). 
Reality shows continued to attract not only ordinary people seeking their 
fifteen minutes of fame, but also an increasing number of celebrities willing to 
participate in reality television shows. Celebrities are motivated to participate in a 
reality television show to gain the audience’s attention, even if the over-exposure may 
damage their image (Holmes, 2006). Celebrity reality television shows (e.g. The 
Osbornes, Celebrity MasterChef) created a strong impression that celebrities are more 
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approachable and ‘ordinary’, and gave the audience more opportunities to see more of 
the celebrity’s character.  
I) Social media 
The internet is a powerful enabling tool responsible for the increasing 
importance of global celebrities in the 21st century (Bird, 2011; Choi & Berger, 2009; 
Marwick & Boyd, 2011; Meyers, 2012). Social media has changed how people relate 
with famous celebrities as the private lives, and the personal characteristics of 
celebrities are easily shared through social media channels (Bird, 2011; Marwick & 
Boyd, 2011; Meyers, 2012). The instant and continuous connection via social media 
tools (often managed by professions) mistakenly lead many fans to the illusory feelings 
of ‘closeness’ with their favourite celebrities. Fans subjectively perceive direct 
interaction with celebrities through social media sites, such as Facebook and Twitter. 
However, some celebrities, such as Tom Cruise, openly admit that they do not write 
their own social media messages and employ competent professionals to manage their 
social media interactions (Turner, 2014). Thus, the perception that celebrities’ social 
media messages are authentic turns out to be false. Celebrities carefully manage and 
control their valuable public image which is part of their individual personal brand sold 
to their audiences/consumers (Holmes & Redmond, 2014).   
Additionally, social media channels have increased unauthorised and less 
regulated celebrity information (Marwick & Boyd, 2011). Message filtering mistakes 
sometimes happen, and celebrity images can be damaged (Holmes & Redmond, 2014; 
Marwick & Boyd, 2011; Rojek, 2012). Marwick and Boyd propose that social media 
“requires celebrity practitioners to navigate skilfully the performative friendships, feuds, 
and negotiations with others, all in front of their fans and the mainstream media” 
(Marwick & Boyd, 2011: 156). Furthermore, user-friendly blogging has increased the 
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number of celebrity gossip blogs, such as perezhilton.com, and for this reason, ordinary 
web users have now entered the market of celebrity production (Meyers, 2012).  
Social media changed not only the way people relate with celebrities, but also 
people’s perception of fame. Gamson (2011) proposes that because of social media 
everyone is already famous within a certain degree and social network. Social media 
provides the means to make one’s private life become a public commodity (Marshall, 
2006d). As a result, there is an increase of ‘micro-celebrities’ (Marwick & Boyd, 2011; 
Senft, 2008). A micro-celebrity is someone who is famous on a particular electronic 
subculture; thus, this person has a ‘niche’ audience (Marwick & Boyd, 2011). As a 
consequence, the old and traditional mass media ‘gatekeepers’ (e.g., studios and large 
media organisations) are no longer able to control who gets public exposure and for 
how long.  
1.6.2 Consequences of a Celebrity Culture 
Celebrity admiration and worshiping have become a compulsive preoccupation 
for many and appear to be a relatively new form of mass population addiction (Choi & 
Berger, 2009; Rojek, 2012; Rowlands, 2008). This rising need for celebrity news, 
admiration, and worshipping create a global pseudo-information industry trading gossip 
and spurious storytelling content in various formats (Gabler, 1998). The effects on the 
millions of fame victims are not known, but a number of researchers are working on it.   
McCutcheon et al. (2002) developed the Celebrity Attitude Scale to measure 
differing levels of celebrity worship. Behaviours such as reading, watching and learning 
about celebrities for entertainment motives characterize the lowest level of celebrity 
worshipping; while obsessive-compulsive behaviours characterize the highest intensity 
level of celebrity worshipping. Thus, high levels of celebrity worship can be associated 
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with psychological disorders (McCutcheon et al., 2002). Although high-intensity 
relationships with celebrities can lead to more serious implications, even low levels of 
celebrity admiration and worship can have consequences upon one’s identity (Rojek, 
2012). Rojek proposes that “it encourages a culture of dependency as fans become 
addicted to stars and celebrity genres that uproot or replace primary relationships. It 
proliferates narcissistic tendencies as audiences imitate the bad behaviours of stars. 
Typical consequences are the production of cultures of entitlement, exaggerated 
opinions of self-worth, disassociation, mania, fastening upon life packed with incident 
and emergency and rejecting ordinary life as routine and uneventful” (Rojek, 2012: 47-
48). 
As a result, it is believed that celebrities play a major role in the development of 
high levels of narcissism amongst younger generations which can spread like a virus 
(Twenge, 2014; Twenge & Campbell, 2009). Twenge et al. (2008) conducted a cross-
temporal meta-analysis and found evidence of the increase in narcissism over time. It 
seems that young generations believe that they are entitled to the best things in life, such 
as luxury cars and houses, and have higher levels of self-importance (selfism and 
narcissism) (Ashe et al., 2005; Twenge et al., 2008). For example, a survey conducted 
in 2005 found that 31% of high school teenagers expected to become famous one day 
(Twenge & Campbell, 2009). Lawrence (2009) hypothesised that the desire of young 
people to become famous suggests that they are not prepared to face the challenges of 
adulthood. Thus, celebrities can continue to behave like immature teenagers, and expect 
that easy money will make life even more exciting.  
Scholars have also shown evidence that celebrities can have a substantial role 
modelling function upon many aspects of one’s identities. Celebrities seem to propagate 
the idea that consumers can ‘buy’ happiness (Maher et al., 2013), which can be 
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detrimental to one’s identity. Reeves et al. (2012) found that high levels of celebrity 
worshipping are related to self-concept deficits, high materialism and low levels of life 
satisfaction. In addition, celebrity worshiping has a positive relationship with elective 
cosmetic surgeries acceptances and body alteration procedures (Maltby & Day, 2011; 
Swami et al., 2009). Thus, celebrities create unrealistic parameters of luxury and beauty, 
which most ‘ordinary’ people are encouraged, but most will never achieve.  
On the other hand, Chia and Poo (2009) suggested that low levels of celebrity 
worshipping can be used as an escape from daily stress and can have a positive 
relationship with life satisfaction. Furthermore, celebrities can help young individuals to 
develop their identities in positive ways (Boon & Lomore, 2001; Yue & Cheung, 2000). 
Wen and Cui (2014) proposed that celebrities can be positive role models because 
celebrity admirers are more likely to be socially and politically engaged and to display a 
greater interest in social causes and political engagement.  
In conclusion, celebrities are important opinion leaders, role models and 
influential figures with whom consumers develop strong relationships. The 
consequences of today’s celebrity culture seem to highlight the influential role of 
celebrities. From the marketing research point of view, it is important for consumer-
celebrity relationships and their social impacts upon consumers’ aspirations and buying 
preferences to be better explored and understood.  
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1.7 Celebrity: definitions, theoretical approaches, and 
typology 
To understand celebrities, it is important to gain a better understanding of their 
definition, theoretical approaches and typologies. This section will provide an overview 
of these topics.  
1.7.1 Celebrity definition 
The definition of the word ‘celebrity’ seems to be open for discussion and 
interpretation as it appears to vary according to the users and audiences.  For example, 
popular communication media outlets (e.g., newspapers, television, radio, and social 
media) refer to celebrities as a group of ‘special’ people; while the academic literature 
provides a wider range of definitions with extensive critical discussions of what 
constitutes a celebrity (see Table 1.4).  
Table 1.4- Celebrity definitions by the most cited researchers 
Source Celebrity definition 
Turner (2014: 10)  “Celebrity is a genre of representation and a discursive effect; it is a 
commodity traded by the promotions, publicity, and media industries that 
produce these representations and their effects; and it is a cultural formation 
that has a social function we can better understand”. 
 
Rojek (2001: 10) “… the attribution of glamorous or notorious status to an individual within 
the public sphere’”. 
Boorstin (1987: 57) “…a person who is known for his well-knowness” 
Gabler (1998: 8) “Celebrity is the modern state of grace – the condition  in the life movie to 
which nearly everyone aspires…We live in a movie dreaming of celebrities” 
Nayar (2009: 27) “A celebrity is an individual who possesses both a commercial and a 
sociocultural value” 
Turner et al. (2000: 9) “Celebrities are people the public is interested in; if the public is interested 
in this person, they are a celebrity; therefore anyone the public is interested 
in is a celebrity” 





1.7.1.1 Celebrities as ‘fabricated’ products 
Scholars in the field of celebrities and media studies seem to agree that 
celebrities are ‘manufactured’ media products (Table 1.4). However, Boorstin (1987) 
arguably has one of the most critical views of celebrities as he describes them as 
average individuals who have not achieved anything meaningful, but are fabricated by 
the media and portrayed to be ‘extraordinary’. According to Boorstin (1987), modern 
societies do not differentiate between heroes and celebrities, even though these two 
terms have very distinct meanings. This lack of meaning differentiation can be 
problematic because entertainment celebrities should not be (national) heroes. Heroes 
are remembered by their achievements, exceptional actions, and valuable character; 
while celebrities are remembered by their personality and ‘trademark’ (Boorstin, 1987). 
In addition, heroes are self-created; while celebrities are fabricated by the media 
(Boorstin, 1987). Still, the mass audiences (consumers) fail to recognise that celebrity 
admiration is based on a “largely synthetic product” (Boorstin, 2006: 73).  
On the other hand, many authors do not share Boorstin’s critical view of 
celebrities because some celebrities have achieved remarkable accomplishments in the 
entertainment industry due to their personal and professional skills and talents (Gabler, 
1998, 2001). However, talent and skills are not sufficient to distinguish one potential 
celebrity from another, but instead celebrities’ perceived lifestyle and personal attributes 
are responsible for grabbing the audiences’ attention and interest (Cashmore, 2006; 
Gabler, 1998, 2001). Gabler emphasises the importance of a celebrity’s personal story 
narrative and states that “celebrity narratives can reinforce fears and dreams, instruct 
and guide us, transport us from daily routine, reassure us that we are not alone in what 
we think and feel, impose order on experience” (Gabler, 2001: 12). Consumers of 
celebrity narratives can emotionally connect with the personal celebrity stories. As a 
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result, according to Gabler (2001), celebrities are people who create and portray a 
socially compelling story (a narrative) which attracts mass audiences because 
celebrities’ narratives provide entertainment in societies where people are desperately 
looking for new entertainment options.  
Nonetheless, scholars seem to agree that celebrities are cultural fabrications as 
they become influential, and maintain their social status through effective marketing 
strategies (Gabler, 1998, 2001; Gamson, 1994, 2011; Rojek, 2001, 2012; Turner, 2014; 
Turner et al., 2000). Hence, the entertainment industry seems to have mastered the 
process of creating and managing strong and influential celebrities (human brands) 
through a well-developed and structured industry. According to Rein et al. (2006: 26), 
“person marketing is an institutionalised form of life, the accepted way that highly 
visible persons are created in the entertainment sector”. More specifically, “celebrity 
making is clearly, then, an established commercial enterprise, made up of highly 
developed and institutionally linked professions and sub-industries such as public 
relations, entertainment law, celebrity journalism and photography, grooming and 
training, managing and agenting, novelty sales” (Gamson, 1994: 64). Hence, fame in 
today’s society is a financial construct. Celebrities are commercial means to achieve 
financial results and to influence people’s (consumers) opinions. Celebrities are 
identified, created, managed and promoted according to well-developed marketing 
strategic plans to successfully fulfil customer expectations. 
As a result, the concept of a physical or service product brand has been extended 
to include the human (celebrity) brands (Luo et al., 2010; Rein et al., 2006; Thomson, 
2006). Human celebrity brands, such as popular entertainment celebrities, are often 
capable of influencing consumers’ perceived emotional product benefits. Product 
branding theoretical perspectives need to be adapted and extended because celebrities 
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have real human personalities, living, breathing, walking, and sentient human beings 
and, therefore, are more interesting and different from inanimate product brands. 
Marshall suggests that “branding public identity is a clear translation of a personality 
into a commodity which is brokered and exchanged throughout the extended 
entertainment industry” (Marshall, 2006a: 6). Chapter 2 of this doctoral thesis provides 
a more detailed discussion of celebrities as human brands.  
1.7.1.2 Celebrities as Symbolic Representations of Social Values and Brands 
Besides being human brands, it is important to recognise that celebrities are 
symbolic representations of the values celebrated in a particular society (Marshall, 
1997; McCracken, 1989). Celebrities are very powerful sources of cultural meaning 
because they are reflections of consumer values considered important in a capitalist 
society (Marshall, 1997; McCracken, 1989). Their achievements usually reflect the 
cultural values of materialism, social recognition, respect, and hedonism of their 
respective audiences. McCracken states that people are “active consumers of the 
meanings that are made available by the celebrity world” (McCracken, 1989: 318). The 
dominant cultural values of material success and hedonic lifestyles are publicly role 
played and endorsed by celebrities. Through the celebrity endorsement consumption 
process, cultural values and product meanings are transferred to the consumer’s 
lifestyles via the advertising industry and mass communication media outlets (Escalas & 
Bettman, 2015; Turner, 2014). Chapter 2 of this thesis provides a detailed discussion of 
celebrity endorsement perspectives and celebrities’ symbolic meanings. 
1.7.2 Theoretical conceptualisation of celebrities 
   Researchers have conceptualised the celebrity phenomenon in a variety of 
ways. This section will outline some of the dominant conceptual models. Rojek (2001) 
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proposed three broad celebrity theoretical approaches: subjectivism, structuralism, and 
post-structuralism.  
1.7.2.1 Subjectivism 
According to Rojek’s subjectivism, celebrities are famous because of their 
remarkable natural talents (Rojek, 2001). Subjectivists believe that celebrities have an 
‘extraordinary’ talent, which is what makes them unique (Rojek, 2001). In this 
approach, talent cannot be fully explained or rationalised because of its extraordinary or 
supernatural characteristics (e.g., God-given talent). This perspective is visible in 
Michael Jackson’s statements, who describes his ability to sing and perform “as natural 
to me as drawing a breath and exhaling”, and “I suppose I got my singing ability from 
my mom and, of course, God” (Marshall, 1997: 3).  
Subjectivists propose that celebrities become famous because of their own 
merits and tend to overestimate the importance of an ’extraordinary’ natural talent 
(Rojek, 2001). As a result, this perspective does not account for celebrities who become 
famous because of their family background (e.g., The Kardashians and Paris Hilton) or 
reality television shows (e.g., Big Brother). Subjectivism fails to recognise the 
importance of talent refinement, and the support and influence of a well-established 
entertainment industry responsible for the marketing planning of celebrities. In addition, 
this perspective does not consider a person’s personality attributes as an important 
factor for fame and celebrity status.  
1.7.2.2 Structuralism 
Structuralism approaches emphasise social structures and contexts, which 
influence the creation of different types of celebrities (Rojek, 2001). Longhurst (2007) 
argues that structuralism emphasises the authoritative influence and power of mass 
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media producers in the creation of celebrities. Structuralism is divided into three 
different perspectives: ‘culture industry’, ‘governmentality’, and ‘type theory’ (Rojek, 
2001).  
I) Culture industry 
The culture industry theory has its roots on the social criticism of the Frankfurt 
School of Thought, and it raises questions in regards to the status quo and 
empowerment of individuals (Kincheloe & McLaren, 1998). Hence, this approach 
perceives celebrities as a form of social control and tools for social influence (Rojek, 
2001). As one of the main premises of capitalism is to place work at the top of social 
priorities, this perspective believes that celebrities provide entertainment that helps 
people to carry on with their social roles in society (Rojek, 2001). Therefore, celebrities 
have the important role in capitalism of providing pleasure and a possibility for 
‘ordinary’ people to escape from their daily routine and problems (Marshall, 1997; 
Rojek, 2001). 
II) Governmentality 
According to this perspective, celebrities are a social construction of mass 
media and government organisations (Marshall, 1997; Rojek, 2001). Therefore, 
celebrities are important social tools that shape people’s lives in ways which are 
financially and socially beneficial for those in power, such as financial, media and 
political organisations (Marshall, 1997; Rojek, 2001). Marshall is one of the leading 
authors who defends this perspective; for instance, he links the rise of the celebrity 
industry in the 20th century to crowd control objectives (Marshall, 1997; Rojek, 2001). 
The political role of celebrities as powerful means of crowd control is controversial, and 
it is not within the objectives of this thesis to explore this topic any further. However, 
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research shows that celebrities can have a putatively important role in teaching 
audiences adaptable behaviours which are socially acceptable and rewarded (Escalas & 
Bettman, 2003).  
III) Type theory 
According to Rojek (2001), Orrin Klapp and Ervin Goffman are the two main 
proponents. These authors consider celebrities to be “foundational types of character 
and embodiment in a society” (Rojek, 2001: 40). Hence, based on this perspective, 
celebrities represent social ‘types’, which are considered to portray iconic societal 
values and behaviours. Klapp (1962) postulates that celebrity types can carry forward 
and communicate important social symbolic meanings of certain types of character 
attributes which make a ‘hero’, a ‘villain’, a ‘fool’ or a ‘successful person’, for instance. 
Goffman (1959) provides valuable insights on how social presentation is the result of 
manipulated actions by the celebrities and the media industry infrastructure supporting 
them. This highlights the importance of impression management in the creation, 
management and promotions of the celebrity human brands. 
It seems reasonable to assume that celebrities influence people’s perceptions of 
certain social types and character traits, but social types tend to be more complex in real 
life and do not always fit neatly into simple categories. Social ‘types’ can be the 
outcome of contemporary interpretations of what constitutes socially desirable celebrity 
personality attributes and characters (Lunardo et al., 2015). The entertainment industry 
seems to have a great understanding of the main social-cultural types and character 
roles, which are likely to connect with an audience.  
In summary, the three perspectives of structuralism (culture industry, 
governmentality and type theory) provide valuable insights of the important roles that 
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celebrities have as influential social figures. However, these theories have not been 
empirically tested, and they tend to neglect the active role that fans play in the 
development of relationships with celebrities as they are a reflection of consumers’ 
tastes and culture (Rojek, 2001). Celebrities are not simply ‘sold’ to an audience by 
powerful industry agents, but it seems that there is a constant dynamic interaction 
between the audience and producers that create celebrity brands (Rojek, 2001).  
1.7.2.3 Post-structuralism approach  
Post-structuralism emphasises the importance of studying celebrities as figures 
who are created and developed by mass media, but who exist because there is a demand 
for them (Dyer, 2006; Rojek, 2001). This theoretical perspective considers the active 
role of consumers in establishing (vicarious) relationships with celebrities and in the 
construction of celebrities. Dyer (2006), a prominent post-structuralist, suggests that 
celebrities are human reflections of what it is like to be a human being. In other words, 
celebrities portray real human characteristics and events, and guide ordinary people on 
how to live their lives and how to make sense of their mortal existences (Rojek, 2012). 
This is because celebrities are the embodiment and representation of complex images of 
symbolic meanings (Dyer, 2006, 2013).  
According to this perspective, the celebrity industry is “a field of production, 
representation, and consumption” (Rojek, 2001: 45). Hence, this perspective seems to 
be present in the work of Turner (2014) and other authors who perceive celebrities as 
products with a high demand designed to achieve financial objectives.  
In summary, celebrities are modern day social and commercial opinion leaders, 
who act as roles models for ‘ordinary’ people to emulate and imitate. The 
conceptualisation of celebrities should consider a broad range of perspectives which 
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address the role that the celebrity industry plays in the existence of dominant socio-
cultural types, and the consumer perspective which suggests that fans play an active role 
in the creation of celebrities and their relationships with celebrities.  
1.7.3 Levels of fame and celebrity typologies 
Giles (2000) proposes that fame can be achieved in four levels, which take into 
account different celebrities’ geographic and expertise domains (see Table 1.5). For 
example, a celebrity may be known internationally (e.g., Madonna), or someone might 
be famous on smaller local scales (e.g., University vice-chancellor). Celebrities who 
achieve international fame require a substantial involvement of mass communication 
media and sophisticated marketing strategies, in comparison to individuals who are 
famous on a smaller local scale. However, due to the rapid expansion of social media 
usage, becoming a global celebrity brand, is more feasible for some skilful individuals 
who do not have the support of mass media and powerful financial sponsors (Marwick 
& Boyd, 2011).  
Giles’s (2000) position is that fame does not follow a hierarchical order 
because some individuals might become famous on many levels (e.g., at a local, 
national and international level simultaneously). For example, American movie and 
television shows are released on national and international levels; thus, people who are 
part of them achieve fame at both, a national and an international level.  
As previously mentioned, the Massachusetts Institute of Technology (MIT) has 
produced a comprehensive online dataset of all kinds of famous people known as the 
Pantheon Mapping Historical Cultural Production (http://pantheon.media.mit.edu). The 
Pantheon dataset calculates the number of online biographies and determines the level 
of fame for each individual and, therefore, provides a more accurate perspective of how 
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famous someone really is (Yu et al., 2016). This is an alternative method of determining 
different levels of fame, and relies more on the number of online mentions as the key 
variable of fame ranking. 
Table 1.5- Levels of fame (Giles, 2000) 
Level of Fame Description 
1-Domain-specific fame This type of fame is achieved within members of a particular area (e.g., 
education, science). Someone may be famous within a particular field 
(e.g., an acclaimed physician) 
2- Fame in a local 
community 
This level of fame incorporates those who are famous in a specific local 
geographical or institutional area and level. An example is a local radio 
presenter. 
3- National fame This level of fame covers people who are famous on a national level. In 
this case, mass communication media plays a major role in the creation, 
maintenance and development of the famous human brand. Every country 
would have its own list celebrities who are not famous in other countries. 
For instance, many ‘Home and Away’ (a well-known Australian television 
show) actors and actresses are mostly only famous in Australia. 
4- International fame This category represents individuals who are famous on an international 
level. This level is the hardest to achieve and in most situations is a 
consequence of global mass media organisations and financial 
sponsorships. For instance, Hollywood celebrities, such as Angelina Jolie 
and Brad Pitt, are famous on an international level and enjoy the powerful 
backing of financial institutions and media organisations with global 
reach. 
 
1.7.4 Three Alternative Fame Typologies  
A number of alternative fame typologies have been developed, but the three 
most frequently cited ones were developed by Giles (2000), Rojek (2001) and Gamson 
(2011). They adopt different criteria and, therefore, present a useful framework to 
develop a synthesis of fame typology (Table 1.6). Gamson (2011) introduced a typology 
which recognises different types of celebrities in an online environment, while Giles 
(2000) and Rojek (2001) provide simple categories of different types of celebrities 
without differentiating between social media and traditional celebrities. However, there 
are some unaccountable cases of fame, which are not fully included in these three 
classifications of fame. 
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Table 1.6- Synthesised fame Typology (Gamson, 2011; Giles, 2000; and Rojek, 2001) 
Author Synthesised fame Typology (based on Rojek, Giles, and Gamson typologies) 
 
Rojek (2001) 
Ascribed, inherited and meritocratic fame typology 
1) Ascribed celebrities (not meritorious): celebrities who follow a bloodline of 
biological descendants; for example, queens and kings (inherited titled individuals). 
2) Achieved (meritorious) celebrities: celebrities who receive/earn the title of 
celebrities because of personal accomplishments; namely, talented artists and sports 
people are good examples of achievement based celebrity status. 
3) A hybrid of Ascribed and Attributed by proxy celebrities: celebrities who are 
members of the ordinary audience, and achieve the status of celebrity for reasons such as 
being married to someone famous or being the tallest person in the world. 
Giles (2000)  
Public figures, meritocratic, show business and accidental fame typology 
1) Public figures based celebrity: people who are famous because of their prominent 
public role in a society. Kevin Rudd and Julia Gillard are both good examples of public 
figures that are famous at all levels (local, national and international). 
2) Meritocratic, skills based fame:  people who are famous because of exceptional 
skills in a particular field or activity. For example, famous sportspeople and musicians fit 
into this category. However, it is important to highlight that it might be a complicated 
task to determine how much of people’s fame is determined by a relevant skill or talent. 
3) Show business (entertainment industries) famous stars: this category covers 
Hollywood stars, famous musicians, some globally known sports celebrities, reality 
television participants and other performing artists. In many occasions, it can be difficult 
to differentiate between show business stars and meritocratic fame because it is not easy 
to assess the reasons for a celebrity achieving fame.  
4) Accidental and notorious fame: this category covers people who become famous 
because of causes that they could not predict or control. They become famous by 
‘accident’, as this has never been their goal, e.g., someone accidentally committing a 
public gaff, an outrageous mistake or even a criminal offence and the media makes it a 
big story. 
 Gamson (2011) 
Online celebrities typology 
1)  Anti-celebrity: a person who achieves online fame for unexpected reasons, the 
‘Charlie bit my finger’ on a YouTube video that received over five hundred million of 
clicks, is a very good example of this category.  
2) Self-made celebrities: people who manufacture and sell themselves without the need 
of music recording labels, no backing by television channels or film studios. Everyone 
nowadays can be their own self-made famous global celebrity through skilful social 
media publicity and internet communications.  
 
Nonetheless, there are some unaccountable cases of fame which are not fully 
included in existing fame typologies (e.g. Gamson, 2011; Giles, 2000; Rojek, 2001). 
Overall, assigning meritocratic fame status to a contemporary celebrity can be difficult 
because often famous celebrities are very different in their characteristics making it 
impossible to use a common yardstick of fame status assessment. For example, it is 
impossible to deny the talent and, therefore, a merit-based status of Cristiano Ronaldo 
37 
 
(soccer player). But Ronaldo’s promotional activities outside the football pitches can 
also position him as a show business celebrity.  Therefore, it is possible for celebrities to 
belong to a broad range of fame categories. Invariably, celebrities in the same field 
(footballers or pop singers) may have similar attributes. It seems that if the three 
typologies are amalgamated (Gamson, 2011; Giles, 2002; Rojek, 2001) they can lead to 
a more fluid, inclusive and comprehensive typology of celebrities. Table 1.7 proposes 
an adapted new fame typology.  
Table 1.7- Adapted new fame typology 
A New Synthesis of Fame Typology (based on the literature review typologies)   
 Ascribed, Inherited Fame (non-meritorious, birth accident): this category of fame is the most 
selective and restricted group of inherited titles and fame. The term ‘inherited fame’ was used by 
Turner (2004) and is what Rojek (2001) refers to as ascribed celebrities. For example, various royal 
titles without any merit basis, e.g., Prince William. 
  
 Position of power and public authority (meritorious public office): this category is very similar to 
the public figures, who excel in their roles based on their skills as identified by Giles (2000). It takes 
into consideration that people in this category have actual power to make decisions that will affect 
society. E.g., Barack Obama, Vladimir Putin, Kevin Rudd, Julia Gillard, etc. 
  
 Talent in a field (meritocratic achievement): this category is very similar to what Giles (2000) refers 
to as meritocratic fame. However, it is important to notice that show business stars might or might not 
be talented in their field. E.g., Cristiano Ronaldo, Pele, Madonna, Rolling Stones, Brad Pitt, Angelina 
Jolie, etc. 
  
 Fame for perceived talent and skills: this category covers those perceived as being talented and 
idolised by their target audience. However, for some audiences, their talent is not equally recognised 
and in some aspects it is questionable. E.g., One Direction, Liam Gallagher from Oasis, Shane Warn, 
Robin Williams, etc. 
  
 Crazy for attention (no talent and no meritocratic) fame: the crazy for attention category is related 
to those who are famous just for the sake of being famous through frequent appearances on mass 
media outlets. For instance, Paris Hilton, the Kardashian girls. 
 
Infamous notoriety (negative reasons for becoming well known, famous): this is a more serious 
category of negative fame, as it incorporates mass killers and terrorists. According to Lankford (2011), 
fame is one of the reasons why some mass killers commit such terrible acts. 
 
Famous by association (non-meritocratic, vicarious): this category incorporates those who do not 
necessarily aim for attention, but that receive fame because of being associated with someone famous 
for reasons such as marriage or friendship.  
 
Online celebrity: this is the category identified by Gamson (2004) for contemporary social media and 
internet users, who share online content, or who deliberately create an online persona aiming to create 
a following and become famous on social media. Bloggers are good examples of online celebrities and 
various self-publicists and self-promoters creating a variety of visual, audio and text online contents 
for others to enjoy free and follow them. 
 
Accidental fame: this category of fame consists of people who become famous because of a gaff, or 





 1.8 Chapter conclusion   
The objective of this Chapter was to introduce the reader to the history and 
background of the celebrity industry. In doing so, the topic relevance seems to become 
apparent. It is evident that celebrity influence is a new and important phenomenon to 
research in more depth. Celebrity popularity has important implications for marketing 
because consumers develop a variety of relationships with these influential media 
personalities. Celebrities have gained a great influential power that requires a more 
detailed understanding and, forms the core aims of this thesis. The literature review 
section of this thesis will highlight (Chapter 2) the influential and aspirational roles of 
celebrities which have significant marketing implications for marketing academics and 













Chapter 2- Literature Review: Theoretical 




This chapter presents a literature review of topics which are the building blocks 
for the development of the research model and hypotheses. Throughout this literature 
review Chapter, research gaps are identified. As a result, research propositions are 
created to address the research gaps which are within the scope (see Page 3) and 
objectives (see Page 5) of this thesis.  
 Figure 2.1 illustrates the main themes addressed in this literature review. The 
first part of this Chapter addresses the celebrity endorsement research literature, which 
provides evidence of the important role that celebrity endorsements have in marketing 
messages, and assists with the understanding of existing research gaps and pathways to 
be explored in future studies. The second part of this Chapter highlights the relevance of 
research studies which consider a wider and more complex role of celebrities in 
marketing. The third part of this Chapter uses social psychology perspectives which 
address the underlying psychological processes behind celebrity influence which 
provides a strong theoretical background to this study. The fourth part of the Chapter 
discusses some existing psychometric measures which are relevant to this thesis. The 
last section of the Chapter presents a conclusion with a conceptual model and research 
propositions which will be explored and refined in the qualitative stage of this research. 
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Figure 2.1 – Structure of Chapter 2 
2.1. Part I- Celebrity endorsements 
McCracken defines a celebrity endorser as “any individual who enjoys public 
recognition and who uses this recognition on behalf of a consumer good by appearing 
with it in an advertisement” (McCracken, 1989: 310). Organisations have been using 
celebrities to endorse products since the second half of the nineteenth century (Erdogan, 
1999; Gamson, 1994). Since then, celebrities have progressively gained a larger role in 
marketing communications and are now one of the leading forms of advertising 
(Agrawal & Kamakura, 1995; Erdogan, 1999; Seitz et al., 2007). In the United States, it 
is estimated that celebrity endorsements are used in about 14% of advertising messages, 
a percentage which can be considerably higher in other countries, such as India and 














































2.4.2  Desire 



















2.1.1 The positive and negative sides of celebrity endorsements 
Celebrities can bring fruitful outcomes to an endorsed brand, but the celebrity 
endorsement process requires careful planning and strategic implementations. This 
section will address the main advantages and risks of celebrity endorsements. 
2.1.1.1 Advantages of celebrity endorsements 
The multiple benefits celebrities generate to a brand or product justify the 
widespread use of celebrity endorsements (see Table 2.1). The research literature 
suggests that, in general, celebrity endorsements can be advantageous to a brand and be 
more effective than non-celebrity endorsed brands (Erdogan, 1999). The advantages of 
celebrity endorsements can be illustrated by the high remunerations that brands pay to 
have their images linked to a celebrity. For example, Kim Kardashian, a reality 
television star, is offered 10 thousand American dollars to write a simple Tweet about a 
brand (Escalas & Bettman, 2015); and 50cent, a hip-hop celebrity, received 100 million 
American dollars to endorse Vitaminwater (Greenburg, 2015).  
Table 2.1- Advantages of celebrity endorsements 
Advantages of celebrity endorsements 
 
Studies published (indicated by Author References only) 
I) Celebrity endorsements can lead to 
outstanding financial results and 
increase in sales; 
 
Agrawal and Kamakura (1995); Elberse and Verleun (2012); 
Farrell et al. (2000); Louie et al. (2001); Mathur et al. (1997) 
II) Celebrity endorsements can increase 
attention and effectiveness of 
advertising messages; 
Ambroise et al. (2014); Amos et al. (2008); Choi and Rifon 
(2012); Erdogan (1999); Kamins et al. (1989); O‘Mahony 
and Meenaghan (1997); Ohanian (1990); Ross et al. (1984); 
Spry et al. (2011) 
 
III) Celebrity endorsements can 
improve and shape attitudes towards a 
brand; 
Chen et al. (2013); Escalas and Bettman (2015); Khatri 
(2006); McCracken (1989); Mishra et al. (2015); Mohd Suki 
(2014); O‘Mahony and Meenaghan (1997); Spry et al. 
(2011); Till et al. (2008); White et al. (2009)  
 
IV) Celebrity endorsements can 
enable/enhance global marketing 
communications campaigns. 
Erdogan (1999); Holt, Quelch, and Taylor (2004); Luo, 




I) Celebrity influence on sales and financial outcomes 
Many studies suggest that celebrity endorsements can lead to outstanding 
financial results (Agrawal & Kamakura, 1995; Elberse & Verleun, 2012; Mathur et al., 
1997). Agrawal and Kamakura (1995) found that endorsed firms had an average 44% 
increase in stock market returns when celebrity endorsement contracts were announced. 
Mathur et al. (1997) examined the profitability of celebrity endorsements using Michael 
Jordan’s return to the Chicago Bulls in 1995 after his attempt to become a baseball 
player as a case study event. Their findings confirmed that his return to basketball 
triggered outstanding financial results for his endorsed firms (Mathur et al., 1997). 
Elberse and Verleun (2012) used a database of publicly listed companies to identify the 
impact that celebrity endorsements have on product sales, and the authors found that 
celebrity endorsers, in general, lead to an increase in endorsed brands’ sales (Elberse & 
Verleun, 2012). On the other hand, the financial results of celebrity endorsers have been 
questioned by a minority of studies which suggest that results generated by non-
celebrity are similar to those generated by celebrities (Mehta, 1994; Tom et al., 1992).  
In addition, researchers have focused on the involvement of celebrities with 
different types of publicity events and the impact that this has on the financial results of 
celebrity endorsements (Farrell et al., 2000; Keel & Nataraajan, 2012; Knittel & Stango, 
2013; Louie et al., 2001). Louie et al. (2001) demonstrated that the involvement of 
celebrities with negative events may lead to positive or negative financial results. More 
specifically, if the celebrity is considered highly culpable for the negative publicity, this 
is more likely to result in negative financial results; while the opposite takes place if a 
celebrity is seen as lowly culpable for negative publicity (Louie et al., 2001). 
Furthermore, Farrell et al. (2000) identified that Tiger Woods good performance in golf 
championships had a direct impact on the financial value of an endorsed sports brand. 
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Nonetheless, a more recent study found that brands endorsed by Tiger Woods (after the 
negative publicity) had a drastic drop in their market value after his involvement in 
several negative scandals in 2009 (Knittel & Stango, 2013).  
II) Celebrities increase attention and effectiveness of advertising messages 
Consumers pay more attention to products which are endorsed by celebrities 
(Amos et al., 2008; Choi & Rifon, 2012; Erdogan, 1999; Kamins et al., 1989; Ross et 
al., 1984), and in a cluttered marketing communications scenario, consumers’ attention 
is an important part of an effective advertising message (Erdogan, 1999). Ross et al. 
(1984) experimental study found that teenagers are more attentive to products endorsed 
by celebrities and are more likely to be influenced by marketing communications which 
have the participation of celebrities. The authors found that celebrities are more 
influential because they are perceived as more trustworthy than ordinary people (Ross et 
al., 1984). Hence, some consumers believe that celebrities genuinely appreciate the 
products that they endorse (Atkin & Block, 1983; Ross et al., 1984). However, the 
approach adopted in these studies seems to be rather simplistic considering that the 
effectiveness of celebrity endorsers depends on the inter-connections between celebrity, 
consumer and product (Boon & Lomore, 2001; Ohanian, 1990; Silvera & Austad, 
2004). 
In addition, some studies suggest that consumers are not only more likely to pay 
more attention to marketing communications endorsed by celebrities, but are also more 
likely to recall the messages (Erdogan, 1999; Ohanian, 1990), and to increase endorsed 





III) Celebrities shape consumer attitudes towards brand symbolic meanings  
Academic research has provided evidence that celebrity endorsers can shape 
and improve consumers’ attitudes about an endorsed brand (Ambroise et al., 2014; 
Atkin & Block, 1983; Carrillat et al., 2014; Choi & Rifon, 2012; Erdogan, 1999; Khatri, 
2006; Mohd Suki, 2014; White et al., 2009). Choi and Rifon (2012) insightful study 
explored the relationship between consumers’ self-concept and the perceived attributes 
of celebrity endorsers. The authors identified that celebrities are more likely to influence 
consumers’ attitudes when there is a match between the consumer’s self-concept and the 
celebrity endorser (Choi & Rifon, 2012). A match between consumers’ self-concept and 
the celebrity endorsers’ attributes has direct and indirect effects towards consumers’ 
intention to buy (Choi & Rifon, 2012). 
Symbolic meanings transferred from celebrities to products is the most well-
accepted explanation to why celebrities can improve consumers’ attitudes towards a 
brand or product (Halonen-Knight & Hurmerinta, 2010; McCracken, 1989). This takes 
place because perceived celebrities’ personality and lifestyle attributes can be 
inspirational and important factors in the development of consumers’ identities 
(McCracken, 1989). Furthermore, celebrities can increase brand awareness, brand 
associations, perceived brand quality and brand loyalty (Spry et al., 2011). 
IV) Celebrities facilitate global marketing communications campaigns 
 Celebrities are capable of transcending cultural borders and, therefore, can act 
as effective international marketing catalysts supporting global marketing campaigns 
(Choi et al., 2005; Erdogan, 1999; Holt et al., 2004; Luo et al., 2010). Global celebrities 
with a high number of consumer followers are capable of effectively communicating 
with many cross-cultural consumers (Luo et al., 2010). Many celebrities are known 
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globally due to the integration of communication companies, in which music, television 
shows and cinema are popular in many market segments throughout the world. 
Similarities among global middle-class consumers around the world enable global brand 
managers to target them with homogenous promotions and globally recognised celebrity 
endorsements (O'Cass & Lim, 2002). Hence, celebrities are part of the “lingua franca 
for consumers all around the world” (Holt et al., 2004: 2), and marketers can take 
advantage of this important role of celebrities. Nonetheless, it is important to highlight 
that a certain caution is needed as celebrities’ cultural symbolism might differ 
considerably across nations (Choi et al., 2005; Paek, 2005).   
 2.1.1.2 Disadvantages and risks of celebrity endorsements 
In some circumstances, celebrity endorsements can be disadvantageous to the 
celebrity endorser and endorsed brand (Erdogan, 1999). If the potential risks of celebrity 
endorsements (see Table 2.2) are understood in the early stages of a strategic marketing 
decision plan, a marketer can address and avoid adverse outcomes (Till, 1998).  
Table 2.2- Risks associated with celebrity endorsements 
Risks of celebrity endorsements 
 
Studies published (indicated by Author References only) 
I) Celebrity endorsements can be more 
costly than other forms of advertising; 
 
Erdogan (1999); Miciak and Shanklin (1994) 
II) Celebrity endorsers can be involved 
in negative events and publicity; 
Amos et al. (2008); Carrillat et al. (2014); Knittel and Stango 
(2013); White et al. (2009); Zhou and Whitla (2013) 
 
III) Celebrity endorsers can 
overshadow the brand, ‘vampire 
effect’; 
 
Erfgen et al. (2015); Evans (1988) 
IV) Celebrity endorsers can be 
involved in multiple endorsements; 
Ilicic and Baxter (2014); Ilicic and Webster (2011); Ilicic 
and Webster (2014) 
 
V) Celebrity endorsers can negatively 
influence the reputation of the brand. 







I) Celebrity endorsements are more costly than other forms of advertising 
 Celebrity endorsements are costly as famous individuals, obviously, charge more 
money than 'ordinary’ people to have their images associated with a product (Choi et 
al., 2005; Erdogan, 1999; Miciak & Shanklin, 1994). For example, it is estimated that 
Cristiano Ronaldo was paid 27 million of American dollars for his 2015 celebrity 
endorsement contracts (Forbes, 2015). Consequently, a marketer needs to be careful in 
the celebrity selection process in order to maximise celebrity endorsements’ returns.  
II) Celebrity involvement in negative events and publicity 
Celebrities can be involved in negative publicity, which can lead to negative 
consequences for their endorsed brands or products (Amos et al., 2008; Knittel & 
Stango, 2013; White et al., 2009; Zhou & Whitla, 2013). An example is the involvement 
of Lance Armstrong, Olympic cyclist, accused of using drugs and avoiding anti-doping 
authorities, which caused great damaging spillover effects to his endorsed brands 
(O'Leary, 2012). Another negative example is the drop in the stock value of brands 
endorsed by Tiger Woods after the media reported some of his private life scandals 
(Knittel & Stango, 2013). Interestingly, Carrillat et al. (2014) identified that celebrity 
scandals negatively influence consumers’ attitudes towards the endorsed brand and also 
consumers’ attitudes towards the direct competitors of the endorsed brand.  
III) Celebrity endorser can overshadow the brand or product 
Evans (1988) introduced the ‘vampire effect’, which takes place when a 
celebrity overshadows the endorsed brand. This term was used because the celebrity can 
“suck dry the life-blood of the product” (Evans, 1988: 35). Thus, the audience can recall 
the celebrity of an advertising message, but is not able to recall the endorsed product. 
Erfgen et al. (2015) experimental research findings demonstrated that the vampire effect 
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is a real concern. However, the consequences of the ‘vampire effect’ can be minimised 
when there is a certain match between the celebrity and the endorsed product (Erfgen et 
al., 2015; Evans, 1988). Additionally, a long-term relationship between a brand and a 
celebrity can lead to a strong celebrity-brand cognitive connection, which also decreases 
the negative impact of the ‘vampire effect’ (Erfgen et al., 2015).   
IV) Multiple endorsements  
Celebrities can endorse many different products or brands. For instance, 
Jennifer Anniston, who became famous for her participation in the television show 
Friends, endorses Aveeno (cosmetics) and Emirates (airlines). Previously, she has also 
been involved with the endorsement of Glaceau (soft drink), Eau de Parfum (perfume), 
Living Proof (hair products) and The Debut Fragrance (perfume). Research suggests 
that celebrities’ multiple endorsements can have an adverse impact on the effectiveness 
of a marketing message by negatively influencing consumers’ purchase intentions and 
attitudes towards advertising messages (Ilicic & Webster, 2011; Ilicic & Webster, 
2014).  
On the other hand, celebrities themselves might benefit from multiple 
endorsements because they gain free publicity and media exposure (Turner, 2014). 
Additionally, Chen et al. (2013) used a classical conditioning perspective to 
demonstrate that as long as there is a consistency between the images of multiple 
endorsed brands associated with a celebrity endorser, all brands endorsed by the same 





V) Celebrities may negatively influence the reputation of endorsed brands 
If a celebrity’s perceived attributes are neither relevant nor desirable to a 
marketing message, an endorsement strategy can damage the image of a brand and 
consumer-brand attachment (Ambroise et al., 2014; Campbell & Warren, 2012; Khatri, 
2006). Such negative outcomes are more likely to take place when a credible congruent 
connection between the image of a celebrity and the endorsed brand does not take place 
(Khatri, 2006). As a consequence, it is essential for the celebrity and endorsed brand 
image to be consistently congruent. Otherwise, the endorsed brand might not benefit 
from the celebrity spokesperson because the celebrity endorser might be perceived as 
non-authentic, which will increase consumers’ perceptions that celebrities endorse a 
particular brand only due to financial incentives (Erdogan, 1999). In addition, Campbell 
and Warren (2012) argued that negative meanings associated with a celebrity are more 
likely to be transferred to a brand than positive meanings. Thus, the study by Campbell 
and Warren (2012) illustrate the importance of selecting a celebrity with whom the 
target market has a positive emotional connection and associations. 
2.1.1.3 The positive versus negative outcomes of celebrity endorsements 
In summary, as this section discussed celebrity endorsements’ advantages and 
risks, it becomes clear that an effective celebrity endorsement depends on a well-
developed and appropriately executed marketing communications campaign (Choi et 
al., 2005). Famous celebrities endorsing a brand can be very expensive. Thus, a 
marketer needs to carefully analyse how to optimise the potential benefits of the 
celebrity endorsement (Choi et al., 2005). The selection of the right celebrity seems to 
be of crucial importance.  
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Table 2.3 presents a range of scenarios in which celebrity endorsements are 
usually more effective (Till, 1998). None of the scenarios focuses on the relationships 
between consumers and celebrities, and on the possible importance of congruence 
between consumers’ ideal self-image and the image of the endorsing celebrity. A 
congruence between consumers’ self-image and celebrity image is an under-researched 
topic (Choi & Rifon, 2012), which is critical for marketers and media communications 
researchers to understand and, therefore, a very relevant research area to thoroughly 
investigate. 
Table 2.3- Factors influencing the effectiveness of celebrity endorsers (Adapted from Till, 1998: 406) 
Celebrity endorsements are more effective when: 
 
I) Used consistently over time to increase the strength of the link between the celebrity and the endorsed 
brand; 
 
II) The ad execution is simple, clean and free of irrelevant design elements. Focus on the celebrity and 
the brand together; 
 
III)  Using a celebrity who is not already strongly associated with another product or service; 
 
IV)  Using a celebrity with a high “fit”, “congruence”, or “belongingness” with the endorsed brand; 
 
V) Celebrity is used to reinforce and/or create an image for a product or service; 
 
VI) Potential brand/celebrity combinations are used to ensure that the impression and image of the 
celebrity are positive for the target audience; 
 
VII) Celebrity endorsement is appropriate when brands are not yet well known; 
 
VIII)  Used with brands for which consumers have limited knowledge/facts; 
 
IX) Celebrity endorsement is integrated across the elements of the marketing mix; 
 
X)  Conduct research and use caution in the choice of the right celebrity endorser. 
 
 
2.1.2 Celebrity selection theoretical perspectives 
 The selection of the right celebrity endorser is one of the most crucial aspects in 
the development and execution of an endorsement communication strategy (Temperley 
& Tangen, 2006). The selection of the right celebrity endorser has been analysed mostly 
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based on three conceptual perspectives: source credibility model, source attractiveness 
model and the product ‘match-up’ hypothesis (Keel & Nataraajan, 2012).  
2.1.2.1 Source Attractiveness and credibility model 
The celebrity attractiveness and credibility models have been extensively used to 
analyse the impact of certain celebrity attributes upon the effectiveness of advertising 
messages. These two theoretical perspectives dominate how celebrities’ attributes have 
been addressed in the current marketing academic literature. The source attractiveness 
model focuses on the importance of the celebrities’ physical attributes, while the source 
credibility model mostly focuses on celebrities’ trustworthiness and expertise as the two 
essential underpinning factors of an effective celebrity endorser (Keel & Nataraajan, 
2012).  
I) Source attractiveness model 
McGuire (1985) introduced the source attractiveness model. According to this 
theoretical perspective celebrities’ physical features play an important role in the 
effectiveness of celebrity endorsements (Kahle & Homer, 1985; Kamins, 1990; Silvera 
& Austad, 2004). According to McGuire (1985), attractiveness was not only based on 
celebrities’ physical appearance, but also on other celebrity features, such as lifestyle 
choices and intellectual skills. However, it is clear that most of the academic literature 
in this field has disregarded this wider definition of celebrity attractiveness. 
Celebrities who are more attractive lead to more positive attitudes towards a 
brand (Kamins, 1990) and increase consumers’ intentions to purchase (Kahle & Homer, 
1985). Erdogan (1999) believes that the positive effects of celebrities’ attractiveness are 
a consequence of the ‘halo effect’; according to which, people who excel in one 
dimension are expected to be similarly as good in other dimensions. However, the 
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importance of celebrities’ attractiveness is controversial and has been questioned in the 
academic literature (Erdogan, 1999; Till & Busler, 1998). For example, Till and Busler 
(1998) identified that celebrity endorser’s attractiveness is not a strong predictor of 
purchase intentions. Additionally, Bower and Landreth (2001) demonstrated that 
celebrity endorser’s attractiveness is relevant for products that are related to physical 
attraction and beauty (e.g., cosmetics, make-up and fashion items), but it may not be 
relevant for non-beauty related product categories.  
As previously mentioned, McGuire’s original work did not only focus on 
celebrity endorsers’ attractiveness, but also on their likeability, familiarity and 
similarity. ‘Similarity’ is defined as the alikeness/congruity between the celebrity 
endorser and consumer (McGuire, 1985). ‘Familiarity’ is the degree of awareness or 
knowledge about a celebrity endorser (Erdogan, 1999). ‘Likeability’ refers to consumer-
celebrity affections. Research under this theoretical perspective addresses similarity, 
familiarity and likeability based on the physical features of celebrities (Amos et al., 
2008; Erdogan, 1999; Silvera & Austad, 2004). For example, celebrity ‘likeability’ was 
associated with attractiveness because attractive individuals have been found to elicit 
more positive feelings (Reinhard et al., 2006).  
Erdogan et al. (2001) found through a study conducted with a sample of 
advertising agencies’ managers and directors that marketing practitioners consider 
likeability, familiarity and similarity to be important dimensions in the process of 
celebrity endorser selection. In order to determine celebrities’ likeability and familiarity, 
marketing managers very commonly use a database, referred to as the performer ‘Q 
ratings’ (Khatri, 2006). This commercially available database provides data collected 
through surveys of a representative sample of the American population (Erdogan, 
1999). Marketing Evaluations Inc. calculates the 'Q ratings', and they reflect the 
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popularity of about 1800 celebrities among survey respondents (Marketing Evaluations 
Inc., 2015). The ‘Q ratings’ is not a reflection of how many people know particular 
celebrities, but, instead, the ‘Q ratings’ calculates the extent to which consumers’ like a 
celebrity (Marketing Evaluations Inc., 2015). Even though the ‘Q ratings’ is very 
popular among marketing practitioners, its full potential has not been explored by 
academic researchers due to its high price and limitations, which are because it only 
measures the popularity of celebrities, ignoring other possible factors. 
II) Source credibility model 
Ohanian (1990: 41) defines source credibility as a “term commonly used to 
imply the communicator’s positive characteristics that affect the receiver’s acceptance 
of a message”. The source credibility model initially focused on the endorsers’ 
trustworthiness and expertise (Hovland & Weiss, 1951), but Ohanian (1990) developed 
the source credibility scale which also incorporates source attractiveness. The source 
credibility model suggests that celebrity expertise and credibility increase purchase 
intentions, lead to positive spills over effects on the respective brand, and generate 
positive feelings towards a brand (Spry et al., 2011).  
Trustworthiness is the perceived honesty of a celebrity endorser (Erdogan, 
1999). Research suggests that celebrity endorsers’ perceived trustworthiness can be 
important in shaping consumers’ opinions (Hovland & Weiss, 1951). However, 
Ohanian (1991) found that trustworthiness does not account for consumers’ behavioural 
actions, such as the intention to purchase a product because most consumers probably 
know that celebrities are paid spokespeople and promoters. 
According to Deshpandé and Stayman (1994), consumers’ personal 
characteristics have a substantial impact upon celebrities perceived trustworthiness. For 
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example, consumers are more likely to trust celebrities who they perceive to be 
culturally and ethnically similar to themselves (Deshpandé & Stayman, 1994). As a 
result, congruence between the celebrity endorser and receiver of a message is an 
important issue to explore in future studies (Deshpandé & Stayman, 1994). There is 
very little research available which fully explains this phenomenon and provides 
answers to the questions of why, how and when this is likely to occur, and whether it is 
relevant for all kinds of brand categories and marketing segments. 
Celebrity expertise is the degree of authority that a celebrity has in a particular 
type of product and a particular field of endeavour (Erdogan, 1999; Ohanian, 1990). 
Researchers found that endorsers’ expertise is more important than trustworthiness and 
attractiveness in determining consumers’ purchase intentions (Ohanian, 1991; Till & 
Busler, 1998). 
 In summary, the source attractiveness and credibility models make valid and 
important contributions to the understanding of potential implications of selected source 
attributes upon the effectiveness of communication messages. However useful these two 
models are, they also have some serious limitations. According to McCracken, “there is 
reason to think that these models cannot fully explain endorsement’s fundamental 
features” (McCracken, 1989: 311). The main criticism of these two models is that they 
advocate a simplified perspective of a complex phenomenon, and they do not account 
for the cultural symbolism of celebrities. Both of these perspectives place too much 
emphasis upon a limited range of celebrities’ personal attributes, and they do not 
address the many symbolic cultural meanings associated with celebrities’ images. They 
do not address complex situations and scenarios in which other celebrity attributes have 
an impact on consumers’ perceptions and, therefore, influence the endorsers’ overall 
persuasion effectiveness (Erdogan, 1999; Halonen-Knight & Hurmerinta, 2010; 
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McCracken, 1989). In addition, these models do not fully address the reasons why 
different consumers identify with particular celebrities which suggest that more research 
is needed. Finally, they do not seem to consider how different celebrities can be more 
appropriately matched with different brands and more effectively used to endorse 
certain types of products but not others. This particular limitation is partly addressed by 
the product and celebrity match-up hypothesis model. Hence, celebrities have gained an 
important and influential role in the consumer decision-making process which is not 
adequately addressed by communication source models. 
2.1.2.2 Product and celebrity ‘match-up’ hypothesis  
The ‘match-up’ hypothesis investigates the characteristics of the celebrity 
endorser which are consistent with the attributes of an endorsed brand or product (Misra 
& Beatty, 1990). Marketing studies suggest that advertising messages are more effective 
and believable when there is congruence between the endorsed product and celebrity 
spokesperson (Fleck et al., 2012; Kamins & Gupta, 1994; McCracken, 1989; O‘Mahony 
& Meenaghan, 1997; Till & Busler, 1998, 2000; Till et al., 2008).   
 The roots of the ‘match-up’ hypothesis lie in the source attractiveness model 
(Erdogan, 1999). Consequently, it originally focused on the congruence between 
products used to enhance one’s attractiveness (e.g., perfumes and fashion items) and the 
physical appearance of the celebrity endorser (Erdogan, 1999). Kamins (1990) 
experimental study analysed the effects of an attractive-unattractive endorser of 
products that are sold to enhance one’s physical appearance and style (e.g., fashion 
items), and non-appearance related products (e.g., computers). The findings confirmed 
that an attractive celebrity endorser leads to more positive attitudes towards the 
advertising message in the case of products sold to enhance one’s appearance and style, 
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while there were no significant differences between an unattractive and attractive 
celebrity in the case of non-appearance related products (Kamins, 1990).    
Since the first ‘match-up’ hypothesis articles were published, this line of study 
has extended its scope beyond the attractiveness of a celebrity. This led to studies which 
questioned the relevance of attractiveness in the ‘match-up’ hypothesis (Till & Busler, 
1998, 2000). Till and Busler (1998, 2000) consecutive studies found that celebrity 
expertise is more important than attractiveness when matching a celebrity with a 
product. 
 Furthermore, studies under the ‘match-up’ hypothesis have analysed the types of 
products which are more suitable for celebrity endorsers. Nonetheless, some of the 
findings are contradictory. For example, Callcott and Phillips (1996) suggested that 
celebrity endorsements are more efficient for low involvement products, which is not 
consistent with Karasiewicz and Kowalczuk (2014) who found that celebrities are more 
suitable for durable goods instead of convenience items. Additionally, scholars propose 
that celebrity endorsers are more appropriate for products which are high on social and 
psychological risks (Kamins et al., 1989); and high on symbolic value (Packard, 1957).   
Recent studies found complexities in ways consumers perceive a match-up 
between the product and celebrity (Fleck et al., 2012; Ilicic & Webster, 2014). Fleck et 
al. (2012) compared the importance of celebrity likeability upon the perceived 
congruence between celebrities and endorsed products. The authors identified that 
celebrities who consumers like are perceived to be more congruent with the endorsed 
product than those who they dislike (Fleck et al., 2012). Consequently, Fleck et al. 




Recently, Mishra et al. (2015) extended the scope of the match-up hypothesis by 
analysing the congruence between the personality attributes of the celebrity endorser 
and the endorsed product. Their findings propose that a fit between personalities’ 
attributes of a celebrity endorser and product increases the believability of advertising 
messages (Mishra et al., 2015). Congruence, in this case, was measured as perceived 
match between the celebrity endorser and endorsed brand; thus, this study did not focus 
on any specific personality attributes.  
In addition, a fit between the celebrity and the endorsed product/brand is 
important to avoid some of the celebrity endorsements’ risks (Evans, 1988; Ilicic & 
Webster, 2014). For example, if a ‘match-up’ does not take place, it is more likely for 
the celebrity to overshadow a brand, which is commonly referred to as the ‘vampire 
effect’ (Evans, 1988). Ilicic and Webster (2014) suggest a more complex scenario. They 
found that consumers who are strongly attached to a celebrity tend to react more 
positively to a message when the celebrity overshadows a brand, and, in this case, a 
match between the celebrity and the endorsed brand does not influence the effectiveness 
of celebrity endorsements (Ilicic & Webster, 2014).  
 Similarly to the source models, the ‘match-up’ hypothesis was criticised by 
Erdogan (1999) for disregarding the cultural symbols which are part of celebrities. 
Additionally, the ‘match-up’ hypothesis tends to over-simplify the topic by providing 
very broad guidelines about which celebrities’ attributes are important for each product 
category, and disregards that the perceived congruence between the celebrity and 
endorsed product lies in the eyes of the consumers (Fleck et al., 2012). As a result, 
consumers’ and celebrities’ personal characteristics, such as aspirations and personality 
attributes, should be analysed to identify ways in which they influence the way 
consumers perceive a match between a product and a celebrity.  
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2.1.3 The Meaning Transfer Model (MTM)  
According to McCracken (1989: 312), “the effectiveness of the endorser 
depends, in part, upon the meanings that he or she brings to the celebrity endorsement”. 
This perspective is consistent with conceptual or symbolic consumption. Conceptual or 
symbolic consumption is a psychological consumption of meanings perceived on a 
brand or product, which are key determinants of consumers’ buying preferences and 
attitudes (Ariely & Norton, 2009; Hirschman & Holbrook, 1982; Levy, 1959). 
According to Levy (1959: 119), “modern goods are recognised as essentially 
psychological things which are symbolic of personal attributes and of social patterns 
and strivings”. Meanings are important because consumers’ manage their identities and 
present themselves to others through their brand preferences and buying behaviour 
(Ariely & Norton, 2009; Escalas & Bettman, 2003; Escalas & Bettman, 2015; 
Hirschman & Holbrook, 1982; Levy, 1959). 
 The Meaning Transfer Model (MTM) proposes that celebrities are influential 
cultural symbols, and, as a result, consumers associate celebrities with certain 
personality and lifestyle attributes which they consider important (McCracken, 1989). 
Due to celebrities and other role models’ symbolic attributes, they can positively 
contribute to the creation of brand meanings and equity (Escalas & Bettman, 2003; 
Escalas & Bettman, 2015). Hence, consumers buy the meanings of the lifestyle and 
personal characteristics of celebrities by consuming endorsed items, and they hope to 
use these symbolic meanings to enhance and build their self-identity (McCracken, 
1989).  
The complexities and relevance of the MTM have been displayed in many 
empirical studies, which highlight the importance of celebrities’ symbolic attributes 
(Escalas & Bettman, 2015; Langmeyer & Walker, 1991; Miller & Allen, 2012; 
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Newman et al., 2011). Firstly, Langmeyer and Walker (1991) found that celebrities 
communicate a variety of meanings which are beyond those communicated in 
marketing messages. The study by Langmeyer and Walker (1991) used Cher, a music 
celebrity, and Scandinavian Health Spas to analyse how the meanings of a celebrity are 
transferred to an endorsed product. Their findings showed that not only the celebrity 
meanings which were included in the advertising message, were transferred to the 
endorsed brand but also other features of Cher were transferred towards the endorsed 
product (Langmeyer & Walker, 1991). 
The underlying principle of the MTM was analysed in the work of Newman et 
al. (2011) and Miller and Allen (2012). Newman et al. (2011) experimental study 
proposed that contagion is an important reason why consumers buy items which have 
been owned by celebrities. Contagion is when a consumer believes that immaterial 
symbolic meanings of a product are ‘magically’ transferred to the physical product 
(Belk, 1988). Using a similar product as a celebrity creates the vicarious notion that 
they are similar to the celebrity in other aspects too. Miller and Allen (2012) used an 
evaluative conditioning approach to determine if the assumptions of the MTM are 
truthful. This study found that the mere co-occurrence of a celebrity with a brand is 
enough to shape consumers’ opinions about a well-known brand (Miller & Allen, 
2012).  
An interesting study by Escalas and Bettman (2015) found that celebrities play 
an important role in the process of consumers’ identity development, which is 
substantially more important when there is a match between consumers’ ideal self and 
the celebrities portrayed attributes (Escalas & Bettman, 2015).  
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 2.1.3.1 Stages of the MTM 
There are three stages in the MTM (see Figure 2.2). 
Figure 2.2- Meaning Transfer Model (McCracken, 1989: 315) 
I) Stage 1 
 Firstly, cultural meanings become part of a celebrity. There are many cultural 
meanings that are diffused by celebrities, such as lifestyle choices, belonging to tribes, 
personality traits and demographics characteristics (McCracken, 1989). Celebrities gain 
meanings through many appearances in the media (movies, interviews, public relations, 
etc.), and, as a result, celebrities and their respective marketing and management teams 
have an active role in the development of a celebrity’s public profile and symbolic 
meanings (McCracken, 1989).  
The consolidation of the process of meaning creation takes place through 
consumers’ active engagement and interest in celebrity news (Ariely & Norton, 2009). 
Hence, as consumers are exposed and familiarised with certain celebrities’ personality 
and lifestyle attributes, celebrities become reference points of achievements and 
personality characteristics which consumers aspire to emulate and achieve (Amos et al., 




II) Stage 2 
The main objective of an advertising campaign is to use the existing cultural 
meanings of a celebrity, instead of creating new ones (McCracken, 1989). Hence, the 
second stage of the MTM consists of transferring the meanings from a celebrity towards 
an endorsed product (McCracken, 1989). Consequently, a marketer is required to 
identify the meanings of a celebrity, and to be able to develop a communication strategy 
that can transfer these meanings from a celebrity towards an endorsed product 
(McCracken, 1989). This is more likely to be achieved by a well-developed and 
sophisticated marketing plan. For this stage to be effective, it is essential for the 
celebrity and the product to portray similarities in their meanings (McCracken, 1989), 
which is consistent with the ‘match-up’ hypothesis. 
As a result of the second part of the MTM, “the consumer suddenly sees the 
similarity between the celebrity and the product, and is prepared to accept that the 
meanings in the celebrity (by dint of long and found acquaintance) are in the product” 
(McCracken, 1989: 316). Hence, the consequences of this stage are in line with studies 
that found which perceived attributes of celebrity endorsers are transferred towards 
products or brands (Ambroise et al., 2014; Langmeyer & Walker, 1991; Miller & Allen, 
2012; Newman et al., 2011; Silvera & Austad, 2004).  
III) Stage 3 
 The third and final stage consists of the transfer of meanings from the product 
or brand towards the consumer (McCracken, 1989). This stage represents “how the 
process of celebrity endorsement help consumers get meanings out of the product into 
their lives” (McCracken, 1989: 316). The end result of this stage is clearly evidenced by 
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studies which found that the mere exposure to celebrity endorsements is a determining 
factor in how consumers perceive a brand (Fleck et al., 2012; Miller & Allen, 2012).    
 2.1.3.2 MTM usefulness and limitations  
This thesis uses a similar approach as the MTM as it focuses on the symbolic 
meanings of celebrities, but it considers that consumer-celebrities relationships have an 
important influence upon how the meanings are transferred from celebrities towards 
consumers. The perspective of this thesis considers that celebrities have a substantial 
influence on consumers’ identities and self-concepts construction. According to Escalas 
and Bettman (2015: 31), “celebrities come to personify various characteristics that may 
be useful to consumers for building selves, and these symbolic properties can become 
associated with brands via celebrity endorsers”. Therefore, this thesis explores the 
principle of MTM by analysing the congruence between the celebrities’ perceived 
characteristics and consumers’ aspirations to emulate the lives and attributes of 
celebrities.  
  Nonetheless, the MTM has its limitations. According to the MTM, meanings 
are only transferred in one direction (from the celebrity towards a brand or product), and 
it does not recognise that meanings can be transferred from a brand towards a celebrity 
brand (Hackley & Hackley, 2015; Halonen-Knight & Hurmerinta, 2010; Seno & Lukas, 
2007). Authors who consider a reciprocal exchange of meanings between a celebrity 
and an endorsed brand contemplate that celebrities are a form of human brands. The 
existing literature suggests that the role of celebrities in marketing is beyond what has 
been analysed in the existing celebrity endorsement literature.  
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 2.2 Part II- Beyond the celebrity endorsement process 
It is evident that the majority of the celebrity research in marketing focuses on 
the role and effectiveness of celebrity endorsers (Keel & Nataraajan, 2012). According 
to Kerrigan et al. (2011: 1511), “celebrity endorsement, although a legitimate 
consideration for marketers, focuses on celebrity in a limited sense; the celebrity ‘has’ 
celebrity status and bestows this on a brand/product in order to enhance the product’s 
position in the marketplace”. It seems relevant and important for future marketing 
studies to consider a more complex perspective that recognises celebrities as influential 
human brands who are important cultural and opinion leaders, and with whom 
consumers build meaningful relationships (Banister & Cocker, 2013; Choi & Berger, 
2010; Kerrigan et al., 2011; Moulard et al., 2015).  
 2.2.1 Celebrities as human brands  
A celebrity brand is “a clearly defined personality and reputation of a well-
known or famous person who professionally labels, manages and promotes him or 
herself to consumers or other stakeholders for the purpose of commercially leveraging 
this unique image” (Kowalczyk & Royne, 2013: 212). Thus, celebrities are 
professionally managed, which is consistent with the celebrity studies’ perspectives 
discussed in the first Chapter of this thesis, and this provides a strong theoretical support 
for celebrities to be considered as brands (Haig, 2006; Kowalczyk & Royne, 2013; Luo 
et al., 2010; Moulard et al., 2015; Rein et al., 2006; Thomson, 2006). The fact that there 
are many marketing and public relations professionals who specialise in celebrity image 
management (Weisman, 2012) and charge US$ 4,000,00 as a minimum price per month 
(Cieply & Barnes, 2011) illustrates the level of business relevance of the thesis topic.     
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 2.2.1.1 Celebrity endorsements from a brand alliance perspective 
If celebrities are human brands, it is appropriate for a celebrity endorsement to 
be considered a form brand alliance, which is established through a co-branding 
relationship (Ambroise et al., 2014). There are many similarities between brand 
alliances and celebrity endorsements, such as both parties gain potential financial and 
image benefits, and both parties are exposed to possible risks (Halonen-Knight & 
Hurmerinta, 2010; Seno & Lukas, 2007). Co-branding is characterised by two 
independent brands which become associated, such as the celebrity endorser’s personal 
brand and the endorsed product (Seno & Lukas, 2007). According to this theoretical 
approach to celebrity endorsements, meanings are not only transferred from the 
celebrity endorser towards the endorsed brand but are also transferred from the endorsed 
product towards the celebrity endorser (Ambroise et al., 2014; Halonen-Knight & 
Hurmerinta, 2010; Seno & Lukas, 2007). Figure 2.3 illustrates the reciprocal exchange 
of meanings proposed by Halonen-Knight and Hurmerinta (2010). 
 
Figure 2.3 - Celebrity /brand reciprocal exchange of brand meaning perspective  
(Halonen-Knight & Hurmerinta, 2010: 456) 
 
Seno and Lukas (2007) were among the first authors to approach celebrity 
endorsements as brand alliances in a conceptual paper which provided useful guidelines 
and directions for future celebrity endorsement studies. Halonen-Knight and Hurmerinta 
(2010) analysed newspaper stories about the partnership between Jamie Oliver, British 
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celebrity chef and Sainsbury’s supermarket, one of the largest retailers in the United 
Kingdom. This study revealed that meanings are indeed also transferred from an 
endorsed brand towards a celebrity endorser (Halonen-Knight & Hurmerinta, 2010). 
Ambroise et al. (2014) used a co-branding approach to address how celebrities’ 
personality characteristics are transferred towards an endorsed product and influence 
consumers’ buying decisions. The findings of this quantitative study suggest a high 
relevance of celebrities’ personality attributes in the process of celebrity endorser 
selection (Ambroise et al., 2014). In addition, this study provides evidence that if a 
celebrity’s attributes are not relevant, nor desirable, a celebrity endorsement can damage 
consumers’ attachment to a brand (Ambroise et al., 2014). Celebrity personality and 
product brand personality were measured using a brand personality barometer 
(Ambroise & Valette-Florence, 2010), which was not particularly designed for human 
brands (Ambroise et al., 2014), which is a limitation of this study and relevant to 
explore in future research projects. 
In summary, the co-branding celebrity endorsement literature provides a strong 
theoretical background for celebrities to be considered brands and highlights the 
limitations of traditional celebrity endorsement perspectives. Ambroise et al. (2014: 
277) propose that the co-branding perspective offers three major advantages: 1) it 
recognises a broader range of meanings associated with celebrities; 2) it provides a 
more comprehensive view of the topic; 3) it considers consumers-celebrity emotional 
attachments.  
 2.2.1.2 Impression management and attributes of a celebrity brand 
 Impression management is believed to be a key ingredient in a successful 
celebrity brand (Kowalczyk & Royne, 2013). The creation of a unique celebrity brand is 
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an important aspect for celebrities to be noticed in today’s overcrowded entertainment 
field (Kowalczyk & Royne, 2013). Impression management is “the process by which 
people control the impressions others form of them” (Leary & Kowalski, 1990: 34). 
Yet, in the eyes of the majority of the audience, a celebrity is perceived as authentic, 
instead of the end result of impression management and marketing experts (Turner, 
2014). As a result of today’s overcrowded celebrity environment and relevance of 
celebrities’ perceived characteristics, marketing studies have recently started to focus on 
the personality attributes required for a strong celebrity brand to stand out (Ambroise et 
al., 2014; Lunardo et al., 2015; Mishra et al., 2015; Moulard et al., 2015; Yue et al., 
2010). 
 Rein et al. (2006) argue that when a person becomes famous for positive 
reasons, this person has already succeeded in the creation of a distinct brand image. The 
creation of a socially influential and successful celebrity is a complex process and can 
be more challenging than traditional product brands because they are living, breathing 
and walking sentient human beings (Rein et al., 2006). Luo et al. (2010) draw a strong 
distinction between celebrity brands and traditional product brands by suggesting that 
celebrity brands depreciate faster than traditional product brands; thus, celebrities need 
to be regularly involved with professional projects and ensure media appearances to 
postpone human brand depreciation. As a result of substantial differences between 
human brands and traditional product brands, existing measures of brand personality 
(e.g., Aaker, 1997; Ambroise & Valette-Florence, 2010) should be overhauled to take 
into account the complexities of human brands, especially considering that human 
brands have social relationships and emotional traits which are far more intricate than 




I) Attributes of a strong celebrity brand 
Celebrities’ attributes, such as charisma and social intelligence, can be complex 
to comprehend and measure because abstractness is an essential part of their nature. One 
question that seems relevant to the understanding of human brands is: Are there some 
people with special attributes that draw more intense emotional responses from others? 
The answer seems to be that some individuals can establish interpersonal connections 
more easily, without much effort, while for others interpersonal connectivity is more 
challenging (Rein et al., 2006).   
Not many research studies have conceptualised celebrity brand attributes, and, as 
a result, many researchers used traditional brand personality scales to measure the 
personality characteristics of human celebrity brands (Ambroise et al., 2014; Lunardo et 
al., 2015). For example, Lunardo et al. (2015) used data collected by a market research 
company and adopted Aaker’s (1997) brand personality dimensions (sophistication, 
excitement, sincerity, ruggedness and competence) to analyse celebrity brands. They 
found that all of Aaker’s brand personality dimensions, except ruggedness, have a 
positive relationship with celebrity brand appeal (Lunardo et al., 2015).  
Recently, Moulard et al. (2015) explored the role of authenticity as part of a 
strong celebrity brand, and the factors which impact consumers’ perception of celebrity 
authenticity. The authors first defined celebrity authenticity and developed a scale 
consisting of two dimensions: rarity (talent, discretion and originality) and stability 
(consistency, candidness and morality) (Moulard et al., 2015). The findings propose that 
there are group differences that influence how a celebrity is perceived. Celebrity rarity 
is significantly more important for a younger demographic of consumers; while 
celebrity stability is significantly more important for an older demographic of 
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consumers (Moulard et al., 2015). This is one of a limited number of studies that 
conceptualised the attributes of celebrity brands. 
Two studies conducted by Yue and colleagues provided empirical evidence of 
the relevance of celebrity segmentation as different types of celebrities can lead to 
different relational outcomes. Firstly, Yue et al. (2010) contrasted the relational 
outcomes of celebrities who are perceived to be glamorous with celebrities who are 
perceived to encourage people’s engagement in charitable causes and pro-social 
behaviours. The findings suggest that people are more likely to emulate charitable 
celebrities; while they are more likely to glorify glamorous celebrities (Yue et al., 
2010). Secondly, Yue and Cheung (2000) found that celebrities are more likely to 
become role models when they are perceived as down to earth and realistic; while they 
are more likely to be worshipped when they are perceived as extraordinary and 
idealistic (Yue & Cheung, 2000). 
There are other celebrity attributes which have not been used to measure 
celebrity brand appeal that perhaps can be particularly useful, such as celebrity charisma 
and social intelligence. Weber defines charisma as “a certain quality of an individual 
personality by virtue of which he is set apart from ordinary man and treated as endowed 
with supernatural, superhuman, or at least specifically exceptional powers or qualities” 
(Weber, 2006: 61). Thus, this definition makes it clear the abstract nature of charisma is 
a possible celebrity attribute worth investigating further. Verčič and Verčič (2011) 
conceptualised charisma as a ’constellation’ of attributes, which can be divided into five 
sub-dimensions: communication skills, ability to draw admiration from others, honesty 
and reliability, calmness and vision, and power/dominance. Nonetheless, this measure 
of charisma does not seem to consider explicitly the emotional attributes of a 
charismatic person, and it seems to provide a more defined perspective of charisma. The 
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organisational leadership literature provides some insights in regards to the personality 
attributes of charismatic leaders, and House and Howell (1992) suggest that charismatic 
leaders are high on narcissism, a locus of control, authoritarian tendencies and self-
confidence.  
In addition, perhaps influential and well-known individuals, such as celebrities, 
are high on social intelligence. Social intelligence is the ability to understand other 
people’s emotions and thoughts (social awareness), and to interact with others in a 
smooth and effective manner (social facility) (Goleman, 2007). According to Goleman 
(2007), social awareness and social facility are composed of four sub-dimensions each 
summarised in Table 2.4. The social facility dimension is particularly relevant for 
celebrities because communication media mediate audience-celebrity relationships, and 
celebrities can communicate effectively in a verbal and non-verbal manner.  




Primal Empathy: sensing others emotional state. 
 
Synchrony: being able to interact smoothly at the 
non-verbal level. 
 
Attunement: listening and being receptive to the 
information being provided. 
 
Self-presentation: being able to present oneself in 
ways that create a desired impression. 
Empathetic Accuracy: being able to understand 
other’s perspectives.  
 
Influence: being able to shape the outcome of 
social interactions. 
Social cognition: having proper knowledge of how 
someone is expected to behave.  
 
Concern: displaying a certain concern over others 
and acting accordingly. 
 
Besides displaying certain personality attributes, it is important for celebrity 
brands to create a dramatic reality and narrative (as discussed in Chapter 1 of this 
thesis), which stimulates people’s imagination and reinforces certain valuable attributes 




 In summary, the study of celebrities’ personality attributes, beyond those that 
have been addressed by the celebrity endorsement literature (e.g., attractiveness, 
trustworthiness and expertise), can lead to useful and informative research findings 
despite the clear complexities in this area. Besides the abstractness of celebrities’ 
attributes, another clear difficulty in this area of study is to gain access to a sample of 
celebrities; as a result, this topic has been mostly addressed based on the perceptions 
that members of the audience have of celebrities. 
 2.2.2 Consumer and celebrity relationships 
Interpersonal relationships are an important aspect of people’s lives. People do 
not only build relationships through direct interpersonal interactions but also through 
mediated interactions with media personalities, such as celebrities. Entertainment media 
personalities, such as celebrities, provide the availability of a wide range of characters 
for people to relate with and to serve as role models. Mediated relationships can have 
many levels of intensity and can be in many aspects similar to direct interpersonal 
relationships (Cohen, 2014; Loroz & Braig, 2015; Turner, 1993). Cohen (2014: 149) 
suggests that “mediated relationships are not only a way to powerfully deliver messages 
(e.g., celebrity endorsement), but they can serve as messages in and of themselves”. 
 2.2.2.1 Consumer-celebrity relationships in the marketing literature 
Consumer-celebrity relationships have been found to be important for 
marketers to comprehend (Banister & Cocker, 2013; Choi & Rifon, 2012; Hung, 2014; 
Hung et al., 2011; Kerrigan et al., 2011; Loroz & Braig, 2015; Thomson, 2006). Its 
relevance is because the social environment is an important predictor of consumers’ 
brand associations and, thus, of substantial importance for marketers (Escalas & 
Bettman, 2003; Escalas & Bettman, 2015). Studies propose that consumer-celebrities 
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relationships can lead to celebrity influence upon consumers’ lifestyle choices, attitudes, 
appearance, values and behaviours (Basil, 1996; Boon & Lomore, 2001; Hoffner & 
Buchanan, 2005). However, considering the prominence of this topic, not many authors 
have explored the role of mediated relationships to the field of consumer behaviour.  
In the marketing academic literature, Thomson (2006) was one of the first 
authors to introduce celebrities as human brands and to highlight the importance of 
consumer-celebrity attachments. In this research, Thomson (2006) explored the main 
reasons why consumers become emotionally attached to human brands using the self-
determination theory. Emotional attachment is defined as “intensity of a person’s target 
specific emotional bond to a human brand” (Thomson, 2006: 105). According to the 
self-determination perspective, individuals actively seek activities which they consider 
interesting or important and are motivated by three essential psychological needs: 
autonomy, competence and relatedness (see Table 2.5) (Deci & Ryan, 2000). The 
findings suggest that autonomy and competence are particularly important for strong 
human brand attachments, which can be used in the delivery of effective marketing 
messages (Thomson, 2006).    
Table 2.5- Self-determination psychological needs (Deci & Ryan, 2000) 
Psychological need Brief definition 
Autonomy The need for individuals to believe that they are in charge of their 
own decisions. 
Competence The need of individuals to feel that they are skilled and good at a 
particular activity. 
Relatedness The need of individuals to feel close and personal to other people. 
 
Consumers can develop different and complex types of relationships with 
celebrities, which have distinct effects upon consumers’ identities (Banister & Cocker, 
2013). Banister and Cocker (2013) identified nine different types of consumer-celebrity 
relationships derived from eleven in-depth interviews. Therefore, this study builds on 
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the complexities of consumer-celebrity relationships, but some limitations, due the 
nature of the study, need to be acknowledged.   
Recently, research studies have addressed the importance of consumer-celebrity 
relationships in marketing messages with celebrity endorsers. Hung et al. (2011) found 
that consumer-celebrity relationships influence how consumers process marketing 
messages. Consumers process messages through a peripheral route when they have low-
intensity relationships with the celebrity endorser; while consumers process messages 
through a central route when they have more intense feelings towards a celebrity 
endorser (Hung et al., 2011). In addition, Hung et al. (2011) suggest that consumers 
with intense feelings towards celebrity endorsers tend to be more forgiving if celebrities 
endorse many brands, and, in this case, the celebrity brand image is not negatively 
influenced by the celebrity involvement in multiple endorsements. However, Hung 
(2014) suggest that even low-intensity relationships with celebrities can lead to fruitful 
outcomes to a marketing strategy as consumers find celebrity endorsements to be 
entertaining. 
Choi and Rifon (2012) explored a new perspective to understand the 
effectiveness of celebrity endorsers and found that a match between celebrities’ 
perceived attributes and consumers’ self-concept have positive effects upon consumers’ 
attitudes and purchase intentions. Based on this study, there is evidence that different 
types of consumers’ self-concept and demographic attributes can have an influence 
upon consumer-celebrity relationships, and lead to interesting research outcomes for 
marketing communication strategies (Choi & Rifon, 2012). 
 In addition, Ilicic and Webster (2014) identified that stronger consumer-
celebrity attachments minimise the odds of a celebrity overshadowing an endorsed 
brand. This takes place because more intense attachments with celebrities elicit positive 
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attitudes towards a brand, even if there is a mismatch between the celebrity and the 
endorsed brand (Ilicic & Webster, 2014).  
In summary, based on the evidence of relatively recent research studies that 
address consumer-celebrity relationships, it is evident that this is a prominent topic for 
marketers to understand and explore further. This thesis aims to contribute and expand 
the current knowledge on consumer-celebrity relationships. 
 2.2.2.2 Types of relationships with media personalities 
People develop different types of behavioural and affective responses towards 
celebrities. This section addresses the most common relationships that members of the 
audience develop with celebrities studied in communication and psychology literature, 
more specifically, parasocial relationships and identification.  
 I) Parasocial relationships (PSR) 
 Parasocial relationships (PSR) is a common term used to refer to mediated 
relationships between members of the audience and media personalities, such as 
celebrities (Alperstein, 1991; Brown, 2015; Brown et al., 2003; Horton & Wohl, 1956). 
This term was first used by Horton and Wohl (1956) to describe relationships between 
members of the audience and fictional television characters, which are one-sided and do 
not require reciprocity. Later, this term was expanded to audience-celebrity 
relationships (Alperstein, 1991; Brown et al., 2003; Giles, 2002; Rojek, 2010; Rubin & 
Step, 2000; Sun & Wu, 2012). Still, scholars have mostly addressed PSR as mediated 
relationships with fictional characters.  
 PSR have been approached from a variety of research fields, such as 
communication, psychology and social psychology (Schramm & Wirth, 2010). Still, it 
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seems that this area of study is considerably underdeveloped and under-studied (Giles, 
2002; Schiappa et al., 2005). This is partly because different research fields 
conceptualise and measure PSR differently. In addition, most of the research in this area 
is concerned with the conceptualisation of PSR, instead of understanding their 
consequences (Derrick et al., 2008). Recently, studies developed scales which 
contributed to the conceptualisation and development of PSR (Schramm & Hartmann, 
2008; Schramm & Wirth, 2010). In general, PSR scales incorporate items which  
measure relatively intense levels of celebrity–audience relationships, and overlap with 
other concepts, such as identification (Cohen, 2014). 
Scholars, who have analysed PSR, found that people treat media personalities 
similarly to how they treat those with whom they have direct interpersonal relationships 
with (Cohen, 2014; Giles, 2002; Perse & Rubin, 1989; Turner, 1993). People use the 
same criteria to decide if they like media personalities as they do in other interpersonal 
relationships. A perceived congruity between the audience and celebrity in attitudes, 
values, education, culture, appearance and background has been found to be an 
important predictor of PSR (Eyal & Rubin, 2003; Turner, 1993). In addition, mediated 
and non-mediated relationships seem to take place through a similar cognitive process 
as interpersonal relationships (Perse & Rubin, 1989). Furthermore, the  psychological 
effects of PSR can be as real as they are in other types of interpersonal relationships 
(Derrick et al., 2008). For example, Cohen (2003) found that a parasocial break-up can 
lead to similar psychological effects as the termination of other types of relationships. 
Therefore, this finding shows that for some television viewers PSR are as meaningful as 
in non-mediated relationships.  
Nonetheless, there are some differences between PSR and regular interpersonal 
relationships. For example, Derrick et al. (2008) proposed that PSR can bring some 
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benefits which are not usual outcomes of interpersonal relationships. This is because 
individuals with low self-esteem can use PSR to boost their self-esteem, in particular 
when there is a match between their ideal self and the celebrity perceived attributes 
(Derrick et al., 2008). In this way, parasocial relationships can be self-enhancing, even 
though high levels of PSR are linked to some negative personality characteristics, such 
as materialism, low self-esteem and anxiety (Derrick et al., 2008; Greenwood & Long, 
2009; Sun & Wu, 2012). Interestingly, Kanazawa (2006) related PSR with low verbal 
intelligence, according to the author, the human brain may not be evolved enough to 
differentiate between PSR and direct interpersonal interactions.  
Brown (2015) questioned the assumption that PSR are one-sided relationships 
because social media allows for a higher degree of perceived interaction between 
celebrities and fans. Nonetheless, celebrities do not care about the personal lives of the 
vast majority of their fans. Stever and Lawson (2013) proposed that fans expect 
reciprocity from celebrities in social media which, in most of the cases, results in 
unfulfilled expectations and frustrations.  
 II) Identification 
 Brown (2015) believes that the underlying principle of identification was 
already present in the work of psychologists such as Freud. Still, it seems difficult to 
define identification as it can have differing meanings in the existing academic literature 
(Bandura, 1986; Cohen, 2001; Hoffner & Buchanan, 2005). In general, identification 
with media characters incorporates “feelings of affinity, friendship, similarity and liking 
of media characters or imitation of a character by audience members” (Cohen, 2001: 
249). It can be effectively used in marketing messages because it expands people’s 
personal perspectives by immersing them into different realities (Cohen, 2014). As part 
of the process of identification, the viewer places himself or herself in the position of 
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the media character (Cohen, 2001). Hence, identification has a highly imaginatively 
component which leads to difficulties in its conceptualisation and measurement (Cohen, 
2001). A few authors refer to identification as the situation in which a viewer places 
himself or herself in the position of a media personality, while others believe that 
identification can be extended beyond the viewing situation (Hoffner & Buchanan, 
2005). In some ways, identification might be perceived to be similar to PSR. Table 2.6 
assists with the differentiation between these two constructs. 




Nature of the process Emotional and cognitive. Alters 
state of awareness 
Interactional and (para)social 
Basis  Understanding and empathy Attraction 
Positioning of viewer As character As self 
Associated phenomena Absorption in text, emotional 
release 
Attachment to character and text, 
keeping company 





Identification has been conceptualised as part of the process of social influence 
(Bandura, 2001a; Kelman, 1961). Social psychology theories, such as Kelman’s theory 
of opinion change and Bandura’s social learning theory provide theoretical background 
and strong support for the importance of identification.  Kelman (1961)  proposed that 
identification takes place when an admired individual portrays attributes which the 
admirers aspire to have. Hence, a person attempts to be more similar or to emulate an 
admired individual (Kelman, 1961). Bandura (1986) proposes that the degree of 
identification with a role model is an important determinant of people’s behaviours. 
Identification for Bandura incorporates the process of adopting observed behaviours. 
Researchers have empirically tested vicarious learning and found evidence that media 
personalities  influence people’s identities, attitudes, self-concepts, values, lifestyles and 
behaviours, and will be addressed in more depth in Part III of this Chapter (Page 82) 
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(Basil, 1996; Brown & Basil, 1995; Fraser & Brown, 2002; Hoffner & Buchanan, 
2005).  
  Hoffner and Buchanan introduced the concept of ‘wishful identification’, 
which can be defined as “a psychological process through which an individual desires 
or attempts to become like another person” (Hoffner & Buchanan, 2005: 327). This 
empirical study found that congruence between people’s ideal self and the television 
character is important in the process of ‘wishful identification’. In particular, ‘wishful 
identification’ is more relevant when there is a gender congruence and when there is a 
certain similarity in attitudes between the viewers and the television characters (Hoffner 
& Buchanan, 2005). In addition, this insightful study found that the gender of a person 
influences the types of attributes which are valued in one’s favourite media characters. 
For example, for female respondents attractiveness was the most important predictor of 
wishful identification, while for male respondents violent characters were particularly 
important for wishful identification to take place (Hoffner & Buchanan, 2005).  
 Brown and Basil (1995) addressed identification as positive feelings towards a 
celebrity, such as liking, role modelling and friendship. This study used Magic Johnson, 
a former basketball player infected with HIV, to test the hypothesis that fans who had 
an emotional attachment with Magic Johnson had their preconceptions about HIV 
influenced by his condition (Brown & Basil, 1995). As a result, celebrities can influence 
many important areas of people’s lives, and can be effectively used in entertainment-
education messages (Brown & Basil, 1995).   
 In summary, through the process of identification, people can live a fantasy that 
can introduce them to a new different reality, and can lead to the development of a new 
set of aspirations and behavioural patterns. Additionally, identification can result in 
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imaginary thoughts about the lives of celebrities and can be important determinants of 
people’s values, thoughts and actions (Bandura, 1986; Cohen, 2001).  
 2.2.2.3 Emotional responses: celebrity admiration and adoration 
 Admiration and worship are common positive emotions used to describe how 
people feel towards liked celebrities. They represent feelings towards someone 
perceived to be exceptional and can be important catalysts for personal change and 
development (Schindler, 2014; Schindler et al., 2013). According to Van de Ven et al. 
(2011: 790), “positive emotions, such as admiration, generally signal that things are 
going well, which can lead to creative exploratory behaviour”. 
Even though admiration and worship share similarities, they are different 
constructs and should be treated as so due to their important procedural and outcome 
differences. For example, Schindler et al. (2015) empirical study found that admiration 
leads to the aspiration to emulate an admired individual; while worship leads to the 
desire to form a close bond with the adored person. Both of these emotions result in 
self-expansion (perceived efficacy to achieve goals) and mediated by their respective 
outcomes (Schindler et al., 2015). Figure 2.4 illustrates the procedural differences of 
these two emotions (admiration and worship). 
 





Table 2.7 summarises the main differences between admiration and worship 
(adoration). 
Table 2.7-  Differences of action tendencies of admiration and worship/adoration (Adapted from 
Schindler et al., 2013: 101) 
Characteristic Admiration  Worship/Adoration 
Praise Praise other by drawing attention to or 
rewarding other’s outstanding actions 
and characteristics.  
Praise other through unproductive 
resource depletion/costly signalling.  
Affiliation Try to belong to the same group as 
other, seek closeness to observe and 
interact with other.  
Become part of other’s world.  
Internalisation Selectively internalise specific ideals 
and values embodied by other. 
Holistically internalise a set of ideals and 
values/ framework of meaning attributed 
to other. 
Imitation Imitate to actualise ideal self, 
emulation. 
Imitate to relate to other and communicate 
ideals: mimicry. 
 
 I) Celebrity admiration 
 Admiration is an emotion elicited by an exceptional role model, who represents 
the admirer’s values or ideals (Schindler et al., 2013). The skills and talents of an 
admired person are perceived to be exceptional, but not magical which means that they 
are the outcome of training, skill refinement and hard work (Schindler, 2014). Hence, 
admiration is a reflection of attainable achievements, which can be even exceeded by 
the admirer in the long term (Schindler, 2014; Schindler et al., 2015; Schindler et al., 
2013).  
Perceived competence is important for a person to be admired (Fiske et al., 
2002; Onu et al., 2016; Van de Ven et al., 2011). An admired person is perceived to be 
more competent than the admirer in one or more skill areas (Onu et al., 2016; Van de 
Ven et al., 2011). Hence, it is particularly relevant in the process of upward social 
comparison (addressed in Part III of this Chapter – page 92). Competence is associated 
with status as competent people are placed and perceived to be in a more prestigious 
position (Onu et al., 2016). In addition, for a person to be considered competent, 
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legitimacy plays an important role as admired people are perceived to be deserving of 
their prestigious position (Onu et al., 2016). Furthermore, it is important to highlight 
that the perception of competence is highly influenced by the admirer’s social contexts 
(Onu et al., 2016).  
If a celebrity’s excellence is perceived to be achievable, it can inspire and lead 
people to believe that they can become more similar to the admired celebrity 
(Lockwood & Kunda, 1997; Onu et al., 2016; Schindler et al., 2013). Hence, admired 
figures, such as celebrities, are inspirational role models who can encourage others to 
improve and achieve their ideals and aspirations (Algoe & Haidt, 2009; Bush et al., 
2004; Escalas & Bettman, 2003; Lockwood et al., 2002; Lockwood & Kunda, 1997; 
Ruvio et al., 2013; Schindler et al., 2015; Schindler et al., 2013). In a controversial 
study, Van de Ven et al. (2011) found that envy is more closely related to emulation 
than admiration. However, Schindler et al. (2013) propose that envy takes place when 
an individual is already capable of achieving a similar outcome, while “admiration 
encourages people to embark on a long-term journey in pursuit of an ideal” (Schindler 
et al., 2013: 105). This is consistent with the findings of Schindler et al. (2015) and 
Lockwood and Kunda (1997). Schindler et al. (2015) found evidence that admiration 
leads to achievement aspirations for similar outcomes as the admired person. Hence, in 
the case of admired celebrities, admirers want to emulate the lifestyle accomplishments 
and personal attributes of celebrities. Additionally, the Lockwood and Kunda (1997) 
experimental studies confirmed that role models’ attainable success can be inspirational 
and self-enhancing; while role models whose accomplishments are not perceived to be 
achievable can be reducing and detrimental. 
Based on an extensive review of the admiration literature, Onu et al. (2016) 
developed a conceptual model which is displayed in Figure 2.5. The conceptual model 
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(see Figure 2.5) proposes that admiration has a direct relationship with reflection and 
may have a direct relationship with imitation. Consequently, celebrity admiration is an 
area of study which can strongly benefit from more research (Onu et al., 2016; Ruvio et 
al., 2013), especially considering that younger generations perceive celebrities’ fame 
and success to be achievable objectives (Gountas et al., 2012; Rojek, 2012; Twenge & 
Campbell, 2009). Therefore, admiration is particularly relevant to social learning and 




Figure 2.5 -  Celebrity Admiration conceptual model (Onu et al., 2016: 10) 
  
 II) Celebrity adoration or worshipping 
 Celebrity worshipping is the most well-studied emotion elicited by celebrities in 
the scholarly literature (Cohen, 2014). Worshipping can also be referred to as adoration, 
reverence or veneration because all of these terms share a very similar semantic 
principle (Schindler et al., 2013). Adoration is elicited by someone perceived to have an 
extraordinary gift or excellence which cannot be explained and understood, and, as a 
result, a worshipped person is seen as magical and/or supernatural (Schindler, 2014; 
82 
 
Schindler et al., 2015; Schindler et al., 2013). In this way, celebrity worshipping is, in 
many aspects, similar to the worshipping of religious figures because it is elicited by a 
sacred person or figure and with whom worshippers want to be affiliated (Maltby et al., 
2002; Schindler et al., 2013). Worshipped people are placed in a superior position, in 
which their accomplishments are perceived to be out of reach and are not possible to be 
achieved without ‘supernatural’ skills (Schindler et al., 2013).  
Celebrity worshipping has been mostly analysed with the use of the Celebrity 
Attitude Scale (CAS), which was originally developed by McCutcheon et al. (2002) and 
optimised by Maltby et al. (2002). Studies which used the CAS found that celebrity 
worshipping has a relationship with people’s motives and attitudes (Maltby & Day, 
2011; Martin et al., 2015; Swami et al., 2009). For example, Martin et al. (2015) found 
that intense celebrity worshippers watch television as a way to escape from reality; 
while less intense celebrity worshippers watch television for mere entertainment 
reasons. In addition, even though celebrity worshipping can lead to personal growth and 
development (Schindler et al., 2013), studies using the CAS found that high-intensity 
celebrity worshippers display low life satisfaction, low self-esteem and low self-concept 
clarity (Reeves et al., 2012). In addition, there is a pathological element associated with 
high-intensity celebrity worshipping as intense celebrity worshippers are more likely to 
display obsessive-compulsive behaviours and low mental health (Maltby et al., 2004a; 
Maltby et al., 2003).  
 Nonetheless, it is important to understand and highlight that the term 
worshipping has been improperly used in many studies as people who display low-
intensity emotions towards celebrities should not be considered celebrity worshippers, 
as they do not fit the definition of this emotion (Stever, 2011).  
83 
 
 2.3 Part III - Celebrity influence through social 
psychology perspectives 
The social environment is an important predictor of behaviours and buying 
intentions (Bandura, 1971, 1986, 2002; Hinz et al., 2014). The attention that celebrities 
receive by communication media channels and consumers makes them highly 
influential marketing tools and role models (Boon & Lomore, 2001; Brown & Basil, 
1995; Brown et al., 2003). Social psychology perspectives address the motivational 
factors, processes and outcomes of social influence (Fiske, 2004; Turner, 1991). Social 
influence is defined as “the processes whereby people directly or indirectly influence 
the thoughts, feelings and actions of others” (Turner, 1991: 8).  
This section uses Bandura’s social learning theory and Festinger’s social 
comparison perspective to gain a better understanding of celebrity influence. Albert 
Bandura is one of the most respected authors in this area of study. Leon Festinger’s 
social comparison perspective complements Bandura’s social learning perspective.  
2.3.1 Social Learning theory 
Social learning theory, later referred by Bandura as social cognitive theory, 
perceives people as “self-organising, proactive, self-reflecting, and self-regulating” 
(Bandura, 2001a: 266). According to this theoretical perspective, people either learn 
through direct experiences or modelling (Bandura, 1971). Modelling is a psychological 
matching process and a powerful way of learning (Bandura, 1971, 1986). The 
observation of other people’s behaviours, attitudes, lifestyle and product choices may 
lead to observational learning (Bandura, 1971, 1986; East et al., 2014). In the words of 
Bandura (1986: 47), “by observing others, one forms rules of behaviour, and on future 
occasions, this coded information serves as guides for action”. In this way, social norms 
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and behaviours observed among celebrities displaying symbolic information of what is 
applauded and accepted in societies allows viewers to have access and to emerge into 
different realities (Bandura, 1971, 1986, 2001a). 
2.3.1.1 Social cognitive capabilities 
In order to understand the social learning theory, it is important to start by 
addressing its core foundations. According to the social learning theory, there are four 
unique human capabilities: symbolic, self-regulatory, self-reflective and vicarious 
(Bandura, 2001a). 
I) Cognitive Capability 
Firstly, cognitive factors are responsible for the formation of mental symbols 
(verbal or imaginary) that enable people to predict the consequences of their actions. 
According to Bandura (2001a: 267), “they generate solutions to problems, evaluate their 
likely outcomes, and pick suitable options without going through a laborious 
behavioural search”. In the process of modelling, symbolic representations gain an 
essential role because people are more likely to learn symbolic representations rather 
than stimulus-response associations (Bandura, 1971). Consequently, meanings and 
symbols attached to celebrities gain a substantial role in the process of social learning as 
they provide cues of social symbols for admired behaviours and lifestyle choices.  
II) Self-regulatory capability 
Self-regulatory capability consists of the ability to manage one’s actions or 
behaviours with the aim of achieving certain fulfilling objectives (Bandura, 2001a). In 
general, people are simultaneously driven by multiple goals, which are important 
predictors of behaviours (Aarts et al., 2012; Bandura, 1986). These goals are not always 
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congruent as people simultaneously aspire for different things, and some goals are 
nothing more than unrealistic aspirations (Fishbach & Dhar, 2005). Abstract goals, such 
as achieving the same level of fame as celebrities, are difficult to accomplish fully, but 
people can break down long term abstract goals into more specific short term goals 
(Fishbach & Dhar, 2005). For example, the majority of the population cannot afford the 
luxury lifestyle of cinema stars, but they can afford certain luxury items, such as a 
perfume or handbag that a celebrity endorses. 
III) Self-reflection capability 
People have the capability to self-reflect upon their thoughts, values and actions 
(Bandura, 1986). Hence, people can recognise areas in which they need to improve and 
compare how their thoughts or actions are positioned in a certain social environment 
(Bandura, 1986). As a result, it is expected that people compare themselves to admired 
individuals to identify possible areas for improvement (Onu et al., 2016). According to 
Bandura (2001b: 10), “unless people believe they can produce desired results and 
forestall detrimental ones by their actions, they have little incentive to act or to 
persevere in the face of difficulties”. This seems to highlight the importance of 
aspirations to emulate the life of the celebrities in a time when many perceive fame to 
be an achievable goal (Gountas et al., 2012; Twenge, 2014; Twenge & Campbell, 
2009).  
There are four types of self-reflection verification capabilities: enactive, 
vicarious, social and logical verification (Bandura, 2001a). Vicarious and social 
verification are particularly relevant for this research. Vicarious verification is the 
observation of the consequences of other people’s actions, which provides feedback of 
one’s actions and expected outcomes (Bandura, 2001a). For example, admired 
celebrities shape people’s perceptions of success by reinforcing the message that 
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successful individuals can afford a materialistic and glamorous lifestyle (Chan & 
Prendergast, 2008). Social verification is the capability that people have to compare 
themselves to others (Bandura, 2001a). In the process of social influence and, thus, 
celebrity influence, social comparison is an important component, which will be 
addressed in this thesis using the Festinger’s social comparison perspective (Page 91). 
IV) Vicarious capability 
A vicarious capability is people’s ability to learn through observation (Bandura, 
1986). The importance of vicarious capability can be illustrated by how culture shapes 
people’s behaviours, attitudes and values (Bandura, 2001a). People learn consciously 
and unconsciously through messages received from symbolic environments, such as 
communication media channels (Bandura, 2001a). As a result, people learn through the 
observation of symbolic cues sent by media personalities which shape people’s 
perceptions of rewarded and valued behaviours in a particular social context.  
2.3.1.2 Important mechanisms for vicarious learning 
Different operating mechanisms characterise observational learning. There are 
four sequential sub-processes in observational learning: attentional, retention, 
behavioural production and motivational processes (Bandura, 1971, 2001a). Figure 2.6 
displays the four stages of vicarious learning. 
 













I) Attentional Processes 
Firstly, for social learning to take place, a person needs to pay attention to the 
observed behaviours and symbolic cues sent by models (Bandura, 1971). Models, such 
as celebrities, who display interesting and pleasant attributes are more likely to draw 
people’s attention (Bandura, 1986). However, Bandura’s perspective does not explain 
the attention that celebrities, such as Lindsay Lohan, receive for anti-social actions. 
Nonetheless, as previously addressed, in a cluttered marketing environment, celebrity 
endorsers can cut through the communication noise and draw people’s attention to a 
communication message (Erdogan, 1999). Onu et al. (2016) argue that admiration plays 
an important role in prompting people’s attentions. Hence, it is possible to expect that 
people pay attention to the symbolic cues sent by admired celebrities. 
II) Retention processes 
Retention is the second sub-process that leads to vicarious learning (Bandura, 
1986). The process of retention is supported by symbolic transformations, in which the 
message is transformed into images and verbal symbols (Bandura, 1971, 1986). These 
retained symbols function as guides for future actions and behaviours (Bandura, 1971, 
1986). According to Bandura (1986: 56), “after modelled activities have been converted 
into images and readily utilised verbal symbols, these conceptions function as guides for 
subsequent action”. It is important to highlight that people reconstruct events, instead of 
only recalling them (Bandura, 2001a). As a result, people associate meanings with the 
perceived attributes, actions, values and lifestyles of celebrities. Furthermore, 
information is more likely to be retained and assimilated if there are meaningful 




III) Production processes 
Production processes take place through the translation of symbolic concepts 
into courses of action (Bandura, 2001a). In this way, people assess and compare their 
set of skills with those necessary to achieve similar outcomes as the observed models. If 
they perceive that they are capable of achieving similar outcomes, they are more likely 
to emulate the learned action (Bandura, 2001a). Therefore, acquisition and retention 
processes do not assure the reproduction of observed actions. Perceived self-efficacy 
plays an important role, which is “the belief that one has the power to produce desired 
effects” (Bandura & Locke, 2003: 87). Admirers believe that they are capable of 
producing similar outcomes as admired individuals and, as a result, self-efficacy seems 
to clarify why admiration is an emotion that can facilitate social learning (Onu et al., 
2016).  
IV) Motivational processes 
People do not use everything that they learn. Thus acquisition and performance 
are two distinct actions and a person needs to be motivated to act upon the learned 
information (Bandura, 1986). The observation of other people’s actions and their 
respective outcomes create expectations about possible outcomes (Bandura, 2001a). 
Thus, people do not simply copy the behaviours of others; instead, they first assess the 
outcomes based on what they consider being important motivational factors (Bandura, 
2001a). This is consistent with research findings which suggest that a certain similarity 
between a fan and a celebrity is important for a celebrity to be influential (Choi & 
Rifon, 2012; Yue & Cheung, 2000).  
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2.3.1.3 Outcome of modelling influences 
According to the social learning perspective, modelling influences serve as 
“tutors, motivators, inhibitors, disinhibitors, social promptness, emotion arousers and 
shapers of values and conceptions of reality” (Bandura, 2001a: 283). Figure 2.7 displays 
the main five outcomes of vicarious modelling. 
Figure 2.7 – Vicarious modelling outcomes (Adapted from Bandura, 2001a) 
 
I)  Observational learning 
Modelling influence leads to the learning and development of a new set of 
cognitive skills, behavioural and judgemental standards (Bandura, 1986). Learning from 
media personalities and, therefore, celebrities involves learning values and aspirations 
which are valued and esteemed in a social context (Bandura, 2001a). Through 
observational learning, people learn about the existence of different realities, behaviours 
and values,  such as those of the celebrities (Cohen, 2001).   
Scholars have proved the relevance of vicarious learning through many research 
studies (Akers & Jensen, 2006; Bush et al., 2004; Cai et al., 2007; Chen et al., 2011; 
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Paulus, 2014; Perry et al., 1986; Suzuki & Lucas, 2015). For example, research has 
found that after the observation of violent behaviours, the incidence of aggressive 
actions significantly increases (Akers & Jensen, 2006; Perry et al., 1986). Vicarious 
learning is relevant for markers as the observation of others have substantial effects on 
consumers’ buying behaviour and preferences (Bush et al., 2004; Cai et al., 2007; Chen 
et al., 2011; Martin & Bush, 2000). For example, Cai et al. (2007) conducted 
experiments in a restaurant environment and found that consumers are strongly 
susceptible to emulate the choices of other restaurant customers. In addition, Bush et al. 
(2004) provided strong evidence of the important modelling role of sports celebrities in 
shaping consumers’ buying preferences. Martin and Bush (2000) argued that 
observation of entertainment celebrities leads to substantial implications upon 
teenagers’ buying preferences. 
II) Motivational Effects 
An important outcome of modelling forces is the creation of motivational 
effects, which can be inhibitors or disinhibitors (Bandura, 2001a). As previously 
mentioned, people observe the outcome experienced by others in order to determine the 
likelihood of a similar outcome (Bandura, 1986). Self-regulation, people’s ability to 
control their behaviours and thoughts, plays a very important role in the activation of 
certain motives. Hence, communication media and celebrities can play an important role 
in the activation of certain consumers’ aspirations (Bandura, 2001a).  
The outcome of motivational effects can be observed in people’s desire to be 
associated with successful individuals. Cialdini et al. (1976) used the expression 
‘Basking in reflected glory’ (BIRG) to describe the association people make between 
themselves and successful individuals. If people are associated with successful 
individuals, such as celebrities, others are more likely to think highly of them (Cialdini, 
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1993; Cialdini et al., 1976). BIRG is believed to be a way to increase one’s self-esteem 
and to improve how one is perceived by others  (Cialdini, 1993; Cialdini et al., 1976).  
III) Social prompting 
Vicarious learning leads to social prompting. Social prompting is the activation 
of values, behaviours, attitudes or even personality attributes through the observation of 
others (Bandura, 2001a). According to Bandura (1986: 50), “by exemplification one can 
get people to behave altruistically, to volunteer their services, to delay or seek 
gratification, to show affection, to select certain foods and apparel, to converse on 
particular topics, to be inquisitive or passive, to think creatively or conventionally, or to 
engage in other permissible courses of actions”.  
Bandura (2001a) proposes that social promptness through modelling forces is an 
essential element of the fashion industry and in the creation of tastes. For example, Park 
(2005) found that fashion magazines and peer pressure increase young women’s desire 
to be thin, which is consistent with studies which found that celebrities influence 
people’s acceptance and susceptibility to cosmetic surgeries (Maltby & Day, 2011; 
Swami et al., 2009). In addition, Ramasubramanian (2015) found that ethnically diverse 
celebrities can be effectively used to reduce racial predispositions. 
IV) Social constructivism 
Modelling forces shape people’s construction of reality (Bandura, 1986). 
According to Bandura (2004: 78), “media representations gain influence because 
people’s social construction of reality depends heavily on what they see, hear or read 
rather than on what they experience directly”. Hence, media figures can influence the 
way people behave and perceive the world. For example, Alperstein’s (1991), 
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qualitative study found complexities in how celebrity endorsers’ influence consumers’ 
perceptions of reality. 
IV) Arousal effects 
The observation of others teaches people how to express emotions (Bandura, 
1986). By observing how other people display emotions, observers can make sense of 
the emotional responses that they are expected to display when experiencing a similar 
scenario, and the emotional responses which are likely to lead to positive outcomes 
(Bandura, 1986). Hence, communication media characters and celebrities can be 
important sources of emotional learning.  
 2.3.2 Social comparison theory 
 Social comparison was systematically developed by Leon Festinger. According 
to the social comparison theory, people compare themselves to others to determine their 
self-worth and, by doing so, internalise some of their behaviours (Beer et al., 2012; 
Festinger, 1954). Hence, people compare themselves to others to receive social 
feedback. The majority of the social comparison literature suggests that there are three 
main underlying motives for social comparison:  self-evaluation, self-improvement and 
self-enhancement (Gibbons & Buunk, 1999; Helgeson & Mickelson, 1995). Self- 
evaluation is the only motive which was originally proposed by Festinger (1954). It 
relates to the use of social comparison for the validation of one’s abilities, 
characteristics, values or beliefs. Hence, self-evaluation usually takes place through the 




Self-improvement was incorporated to the social comparison theory by Wood 
(1989). Self-enhancement motive leads people to compare themselves to superior others 
(upward social comparison). As a result, the main objective is to find ways in which 
they can improve themselves (Gibbons & Buunk, 1999; Helgeson & Mickelson, 1995; 
Wood, 1989). Nonetheless, this motive was questioned by Gibbons and Buunk (1999) 
who found that improvement is associated with self-evaluation, and, thus, questioned 
the need for self-improvement to be considered a separate construct.  
Self-enhancement is the motivation to seek positive feedback (Swann Jr et al., 
1989). There seem to be two distinct views of self-enhancement: 1) assumes that 
everyone is equally motivated to self-enhance; 2) assumes that people with lower self-
esteem are more likely to self-enhance (Swann Jr et al., 1989). Some authors tend to 
agree that self-enhancement is likely to take place through downward comparisons; 
thus, with individuals perceived as being in a worse position (Helgeson & Mickelson, 
1995); while others argue that self-enhancement can take place in upward social 
comparisons (Escalas & Bettman, 2003; Lockwood et al., 2004). 
2.3.2.1 Social comparison empirical studies and outcomes 
The social comparison literature provides useful recommendations on the use of 
celebrities as role models in marketing. Escalas and Bettman define reference groups as 
the “social groups that are important to a consumer to compare himself or herself” 
(Escalas & Bettman, 2003: 34). Admired celebrities’ positive role modelling is used for 
upward social comparison. An upward social comparison can be inspirational in the 
pursuit of desirable outcomes; while downward social comparison can be informative in 
the prevention of undesirable outcomes (Higgins, 1997; Lockwood et al., 2002; 
Lockwood et al., 2004). 
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 Lockwood et al. (2002) found that positive role models are used as reference 
points by those who seek positive outcomes; while negative role models are used by 
those who want to avoid unpleasant outcomes. Lockwood et al. (2004) complemented 
their previous study and proposed that positive role models are used to start new 
positive activities and behaviours; while negative role models are used to anticipate and 
avoid subtractive behaviours. Buunk et al. (2005) found that social comparison elicits 
affective consequences, which are more frequent and positive in upward comparisons. 
As previously mentioned, the outcome of social comparison is influenced by its 
perceived attainability. Attainable achievements of others are more likely to be 
motivational than unattainable achievements (Lockwood & Kunda, 1997; Schindler et 
al., 2015; Schindler et al., 2013). 
The relevance of social comparison to the branding literature was evidenced in 
the work by Escalas and Bettman (2003), who applied the concept of social comparison 
to determine consumers’ motivations to connect with brands. The authors found that 
those who seek self-improvement connect with brands used by reference groups, such 
as celebrities; while those who seek self-verification connect with brands used by their 
membership group, such as friends (Escalas & Bettman, 2003). 
The outcomes of upward social comparisons have been discussed with the use of 
the self-discrepancy perspective. According to the self-discrepancy theory, people are 
driven to achieve relevant goals based on how they perceive their self-concepts 
(Higgins, 1987). Comparisons with celebrities can increase the gap between one’s 
actual self-concept and ideal self-concept. This is important because a discrepancy 
between the actual and ideal self-concept lead to “frustration of unfulfilled desires” 
(Higgins, 1987: 322). The frustration level depends on the size of the gap and the degree 
of the discrepancy accessibility (Higgins, 1987). For example, marketing messages with 
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highly attractive models have been found to lead to lower levels of consumers’ well-
being (Richins, 1991). Nonetheless, in contradiction to Richins (1991) and Higgins 
(1987), a controversial study by Knobloch-Westerwick and Crane (2012) argued that 
continuous exposure to magazine advertising messages with thin and attractive female 
models increases people’s engagement in exercising and dieting behaviours and raises 
magazine readers’ body satisfaction.  
In summary, social comparison and social learning theories are particularly 
relevant for this thesis as they address how consumers perceive themselves in relation to 
celebrities, and how celebrities influence their aspirations and buying preferences. 
Social psychology perspectives provide useful insights to the understanding of 
increasing levels of materialistic aspirations, among younger generations, which include 
the desire for fame and the desire to emulate the lives of the celebrities (Chan & 
Prendergast, 2008; Gountas et al., 2012; Twenge & Campbell, 2009).   
2.4 Part IV - Psychometric measures 
There are a few psychometric measures relevant for the main areas of this 
thesis, and related to celebrities’ perceived attributes, consumers’ celebrity-like 
aspirations and consumer-celebrity emotional attachment. This section addresses some 
of these psychometric measures.  
2.4.1 Celebrity attributes’ measures 
The main constructs which have been used and/or developed to measure a 
celebrity’s perceived attributes are: 1) Source credibility scale (Ohanian, 1990); 2) 




2.4.1.1 Source credibility scale 
In the existing marketing literature, celebrities’ attributes have been mostly 
measured using Ohanian’s (1990) source credibility scale. This scale has been widely 
used in the celebrity endorsement literature to measure the effects that celebrity 
endorsers’ attractiveness, trustworthiness and expertise have upon the effectiveness of a 
marketing message. The source credibility scale consists of three dimensions 
(attractiveness, trustworthiness and expertise) with items in a dichotomy scale (see 
Table 2.8). Hence, it provided a substantial contribution to the field or marketing, but it 
just measures a limited range of celebrity attributes. It is possible to conclude that the 
three dimensions of this scale do not fully address the symbolic meaning of celebrities, 
and the reasons why people build meaningful relationships with media personalities.  





















2.4.1.2 Brand personality measures 
A few authors, who applied the concept of human brands to celebrities, used 
Aaker’s (1997) brand personality attributes (BPA) scale or adaptations to measure the 
personality characteristics of celebrity brands (e.g, Ambroise et al., 2014; Carlson & 
Donavan, 2013; Choi & Rifon, 2007; Lunardo et al., 2015). Brand personality is “the set 
of human characteristics associated with a brand” (Aaker, 1997: 342). In this way, the 
BPA scale has its origins in human personality traits and proposes that people humanise 
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brands. Aaker’s (1997) BPA scale consists of 42 items divided into five dimensions: 
sincerity, excitement, competence, sophistication and ruggedness (see Figure 2.8).  
 
Figure 2.8- Aaker’s brand personality dimensions (Aaker, 1997: 352) 
 
 
Sweeney and Brandon (2006) carefully analysed and compared the dimensions 
of Aaker’s BPA to the dimensions of the big five human personality traits 
(agreeableness, extraversion, conscientiousness, neuroticism and openness). The authors 
concluded that there are some similarities in the dimensions of these scales. For 
example, sincerity, excitement and competence (brand personality attributes) 
correspond to agreeableness, extraversion and conscientiousness (big five human 
personality dimensions), respectively (Sweeney & Brandon, 2006).  
The BPA does have its limitations and has been criticised for three different 
reasons: 1) a loose definition of brand, which also incorporates demographic 
characteristics that should not be considered personality attributes; 2) the factor 
structure cannot be generalised across specific brands; and 3) non-replicability in cross-
cultural studies (Geuens et al., 2009).  
In addition, as previously mentioned, the application of Aaker’s BPA to human 
brands presents some clear limitations as it was not designed for this reason, and it does 
not explain the perceived celebrity attributes which lead to celebrity admiration. The 

























breathing and walking sentient human beings and, consequently, different from 
inanimate products (Rein et al., 2006). However, there are no widely accepted human 
brands’ personality measures (Carlson & Donavan, 2013; Choi & Rifon, 2007), and this 
area of study requires further research. It is important to highlight that the development 
of a human brand personality scale is not within the objectives of this thesis; however, 
this thesis aims to identify celebrity’s attributes that lead to an admired and influential 
celebrity brand. 
2.4.1.3 Celebrity Authenticity 
Recently, Moulard et al. (2015) developed a solid measure of celebrity 
authenticity. In the process of scale development, firstly, the authors started with a 
qualitative enquiry with 218 open-ended questionnaires to define celebrity authenticity, 
the data was then analysed inductively with the main objective of theory development 
(Moulard et al., 2015). Secondly, the authors developed a pool consisting of 41 items 
from which 30 items remained after the pilot study (Moulard et al., 2015). Finally, the 
factor structure was tested and confirmed with the use of structural equation modelling, 
which suggested an appropriate fit (Moulard et al., 2015). Moulard et al. (2015) found 
that celebrity authenticity consists of two dimensions (rarity and stability), defined in 
Table 2.9. Nonetheless, this article was only published after the quantitative data 
collection of this thesis took place; thus, this scale could not be considered in the 






Table 2.9 – Dimensions of authenticity (Adapted from Moulard et al., 2015: 177-179) 
Construct Items and sub-dimensions 
 
Authenticity 
Definition: “the perception that a 
celebrity behaves according to his or 
her true self” (Moulard et al., 2015: 
175). 
Item illustration: This celebrity is genuine. 
 
Rarity  
Definition: “degree to which the 
celebrity is seen as uncommon” 
(Moulard et al., 2015: 177). 
 
1) Talent 
Definition: “perception that the celebrity demonstrates skill in 
his/her chosen field”(Moulard et al., 2015: 178) 
Item illustration:  This celebrity is skilled at his/her craft. 
 
2) Discretion 
Definition: “perception that a celebrity is inconspicuous” 
(Moulard et al., 2015: 178) 
Item illustration: This celebrity tries to keep his/her private 
life private. 
 
3) Originality  
Definition: “perception that a celebrity thinks or acts in an 
independent, creative, or individual manner” (Moulard et al., 
2015: 179) 
Item illustration: This celebrity is unique in his/her ways. 
 Stability 
Definition: “degree to which the 
celebrity is perceived as unwavering” 
(Moulard et al., 2015: 178). 
 
1) Consistency 
Definition: “perception that the celebrity’s personality and 
characteristics have not changed” (Moulard et al., 2015: 179). 




Definition: “perception that what the celebrity states is 
consistent with how the celebrity feels” (Moulard et al., 2015: 
179). 




Definition: “perception that the celebrity demonstrates strong 
values and principles” (Moulard et al., 2015: 179). 
Item illustration:  This celebrity has demonstrated bad 





2.4.2 Extrinsic goals and the desire for fame 
Aspirations to emulate media celebrities are strongly related to the desire for 
fame. The ‘desire for fame’ scales, which are also referred to as ‘fame interest’ or ‘need 
for fame’, have proved to be complex constructs (Gountas et al., 2012; Maltby, 2010; 
Maltby et al., 2008). Maltby et al. (2008) were the pioneers in the conceptualisation of 
the desire for fame and explored implicit theories that address people’s main motives 
for fame. Respondents were asked to assess the main reasons why people want to 
become famous using the third person (e.g., ‘always wanting people to notice them’ and 
‘wants to see their pictures in magazines’). Nine factors emerged as different 
dimensions of people’s fame motives (Maltby et al., 2008) (see Table 2.10).  
 Maltby (2010) built on the work of Maltby et al. (2008) with the fundamental 
difference that Maltby (2010) attempted to conceptualise the individual desire for fame 
using items on the first person (e.g. ‘I would like to be famous as people would 
recognise me everywhere’ and ’I want to see my pictures in a magazine’). The 
exploratory factor analysis revealed 6 dimensions of factors, and a different factor 
structure than the one identified in Maltby et al. (2008) (see Table 2.10). A confirmatory 
factor analysis (CFA) confirmed that three higher order factors emerge from these 
dimensions: suitability and intensity for a celebrity lifestyle; vulnerability and intensity; 
and drive and altruism. However, the CFA did not reveal a good fit, and the authors 
recognised that there are some overlaps in the dimensions due to ambiguous items.  
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Table 2.10 – Desire for fame dimensions (Adapted from Maltby, 2010: 5-8; Maltby et al., 2008: 285-285) 
Maltby et al. (2008) implicit theories of the 
desire for fame dimensions: 
 
Maltby (2010) interest for fame dimensions: 
Ambition: represents the idea that ambition and 
hard work are associated with the desire for fame.  
Item illustration: ‘has worked hard all their lives 
to become famous’ and ‘believe they will be 
discovered one day. 
 
Meaning derived trough comparison with 
others: reflects the desire of those who seek fame 
to be recognised by others. 
Item illustration: ‘very little matters to them 
apart to becoming famous’ and ‘is trying to 
escape from real life’. 
 
Psychologically vulnerable: reflects a 
psychologically vulnerability of those who seek 
fame. 
Item illustration:’ is very unsure of him/herself’ 
and’ has low self-esteem’. 
 
Attention seeking: reflects a desire of those who 
seek fame to be noticed by others. 
Item illustration: ‘will do anything to be noticed’ 
and ‘always wanting people to notice them’. 
 
Conceitedness: reflects narcissism and the idea 
that those who become famous were born to be in 
this position.  
Item illustration: ‘thinks they are amazing’ and 
‘thinks fame is their destiny’. 
 
Social access: reflects the desire to have access to 
the social reality of the celebrities. 
Items examples: ‘wants to be able to access all 
areas of an elite social world’ and wants to be 
recognised’. 
 
Altruism: reflects the desire to improve the lives 
of others. 
Item illustration:: “wants to give their family a 
better quality of life’ and ‘wants to be a good role 
model for people’ 
 
Positive affect: reflects the idea that people 
become famous as a result of positive 
characteristics and generate positive affect. 
Item illustration:: ‘is confidence’ and ‘ has got 
what it takes to be a good role model’ 
 
Glamour: reflects the desire to be as glamorous 
as celebrities. 
Item illustration: ‘are glamorous’, and ‘want to 
see their pictures in magazines’. 
 
Intensity: represents the desire for fame intensity. 
Item illustration: ‘I would do anything to become 
famous’ and ‘I would do anything to be famous’ 
 
Vulnerability: reflects reasons to become famous 
associated with psychologically vulnerability.  
Item illustration: ‘ I would like to become famous 
because it would help me to overcome issues I have 
about myself’ and ‘being famous would bring some 
meaning into my life’ 
 
Celebrity lifestyle: reflects a desire to have access 
to the lifestyle of celebrities. 
Item illustration: ‘I want to be famous because I 
want everyone to know my name’ and ‘I want to be 
famous so I can be rich’. 
 
Drive: reflects people determination to achieve 
fame.  
Item illustration:  ‘I have to be determined in the 
pursuit of fame’ and ‘I work hard every day to 
achieve fame’. 
 
Perceived suitability: reflects the perception that 
the individual is suitable for the position.   
Item illustration: ‘I have got what it takes to be 
famous’ and ‘I have the confidence to be famous’. 
 
Altruism: This dimension reflects the desire to be 
famous in order improve the lives of others. 
Item illustration:’ I want to be famous so I can give 
my family a better quality of life’ and I want to be 






 Gountas et al. (2012) designed a need for fame scale (see Table 2.11). The scale 
has only six items, which facilitates its operationalization (Gountas et al., 2012). The 
need for fame scale was developed based on the existing academic literature review and 
extensive qualitative study (Gountas et al., 2012). It incorporates items which translate 
to three main benefits associated with fame: celebrity lifestyle, admiration and social 
power (Gountas et al., 2012).  
          Table 2.11- Need for fame scale (Gountas et al., 2012: 683) 
Need for fame scale items 
1. One day I would like to be famous. 
2. I love the idea of becoming a famous person. 
3. I would like to be a famous celebrity because it would give me a higher 
social status. 
4. I would like to be famous because other people would perceive me as 
having more power and influence. 
5. The lifestyle of famous celebrities appeals to me a lot. 
6. If I were famous I would be happier. 
 
 The desire for fame is an extrinsic type of aspiration (Gountas et al., 2012; 
Kasser & Ryan, 1993; Maltby, 2010; Maltby et al., 2008). The only intrinsic dimension 
which has been included in the desire for fame scales is altruism (Maltby, 2010; Maltby 
et al., 2008). Nonetheless, studies found that people mention that they want to become 
famous to help others, but this is misleading and does not reveal their true intentions 
(Giles, 2000). The desire to help others can be associated with extrinsic goals because 
celebrities receive positive external feedback and social recognition for their good deeds 
and involvement with sustainable or social causes. Extrinsic aspirations depend on the 
judgement of others and require external approval; while intrinsic goals are important to 
satisfy basic psychological desires or needs (Kasser & Ryan, 1996). According to 
Kasser and Ryan (1996), there are three types of extrinsic aspirations (fame, money and 
image) and four types of intrinsic aspirations (growth, relatedness, helpfulness and 
health).   
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2.4.3 Consumer-celebrity relationships 
Consumers’ relationships with media personalities have been mostly measured 
with the use of parasocial interaction scales (Hartmann et al., 2008; Schramm & 
Hartmann, 2008) and the celebrity attitude scale (McCutcheon et al., 2002). In addition, 
Schindler’s (2014) admiration and adoration scales can be useful for this research. 
2.4.3.1 Parasocial relationships  
Parasocial relationships (PSR) scales have been adapted from parasocial 
interaction (PSI) scales, which are different constructs as PSI are situational to the 
viewing of media characters or shows (Hartmann et al., 2008).  Hartmann et al. (2008) 
adapted PSI scales to address parasocial relationships with race drivers. The scale used 
in this study consists of 11 items divided into two dimensions: virtual friendship and 
interest (see Table 2.12).  
Table 2.12- Parasocial relationship with race drivers (Adapted from Hartmann et al., 2008: 28) 
Dimension Definitions and illustration 
 
Virtual friendship Definition: This factor reflects a certain virtual intimacy with the media 
personality. 
Item illustration: ‘I think my favourite racing driver is like an old friend’. 
 
Interest Definition: This factor reflects interest and admiration towards the media 
celebrity. 
Item illustration: ‘I find my favourite racing driver to be likeable’. 
 
 
Schramm and Hartmann (2008) conceptualised three different responses to PSI: 
cognitive, affective and behavioural (see Table 2.13). This scale is composed of 112 
items, and in general, the items reflect an intense relationship with media personalities.  
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Table 2.13- Parasocial interaction responses (Adapted from Schramm & Hartmann, 2008: 289) 
Response 
 
Process Item illustration 
Cognitive Attention allocation ‘I carefully followed the behaviour of PERSONA’. 
 




‘I hardly thought about why PERSONA did certain things s/he 
did (reverse item)’. 
 Activation of prior 
media and life 
experiences 
 
‘I kept wondering if I knew persons that are similar to 
PERSONA’. 




‘I became aware of aspects of PERSONA that I really liked or 
disliked’ 
 Anticipatory  
Observation 
 
‘I kept asking myself how things would evolve around 
PERSONA’. 
 Construction of 
relations between 
persona and self 
 








‘If PERSONA felt bad, I felt bad as well; if PERSONA felt 
good, I felt good as well’.  
 Emotion contagion 
 













‘Sometimes I felt like speaking out on PERSONA’. 
 
2.4.3.2 Admiration and worship 
Schindler (2014) developed the Admiration and Adoration scale based on 
discussions with experts, extensive literature review and personal accounts (Schindler et 
al., 2013). Out of a pool of 13 items tested in a pilot study, 8 items remained in the final 
version of the scale (4 items measuring admiration and 4 items measuring adoration). 
The scale was originally developed in German, where the research was carried, but the 
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article provides an English version of the items (see Table 2.14). Recently, small items 
improvements were carried by Schindler et al. (2015). 
Table 2.14- Admiration and adoration scale (Adapted from Schindler, 2014: 10) 
Emotion Definition and illustration 
Admiration Definition: emotion caused by role models perceived as outstanding and 
inspirational. 
Item Illustration: ‘I am continually impressed by something which someone 
does or has done’. 
 
Adoration (worship) Definition: emotion elicited by someone who displays an excellence which 
cannot be understood, thus the greatness is perceived as superhuman. 
Item Illustration: ‘I perceive someone as an ideal representation of what is 
good and valued’. 
 
  
2.4.3.2 Celebrity attitude scale (CAS) 
Celebrity worshipping has been mostly analysed with the use of the CAS. The 
roots of the CAS lie in the work of McCutcheon et al. (2002) who developed the 
Celebrity Worshipping Scale (CWS), which was later improved to what is now referred 
as the CAS or absorption-addiction model (Maltby et al., 2002). The CWS was 
developed with a pool of 33 items that led to a 17 items one-dimensional scale 
(McCutcheon et al., 2002). Maltby et al. (2002) were the first authors to refer to the 
CWS as CAS. They used the original pool of items of McCutcheon et al. (2002) and 
identified a 3-factor structure of the CAS (see Table 2.15). Maltby et al. (2004b) revised 





Table 2.15- Celebrity attitude scale (CAS) (Adpated from Maltby et al., 2004b) 
Celebrity Worshiping Scale category 
 
Definition 
Level I- Entertainment-social level  The lowest level of celebrity worship is characterised by 
lonely behaviours that involve a certain interest in the 
celebrities’ lives, mostly because of curiosity and 
entertainment reasons. In addition, this level incorporates a 
social component, such as discussing the life of a celebrity 
with friends. 
 
Level II- Intense-personal feelings 
level 
The second level is composed by more intense celebrity 
worshipers. This level incorporates worshippers who display 
compulsive behaviour, obsession and over-identification with 
celebrities.  
 
Level III- Borderline-pathological 
level 
Intense celebrity worshippers are fans who display an 
obsessive-compulsive behaviour over their favourite 
celebrity. In this level, celebrity worshippers display 
pathological/borderline celebrity worshipping attitudes. Thus, 




The CAS provided useful contributions to this field of study. Nonetheless, it also 
led to many studies that improperly applied the term worshiping when referring to low-
intensity emotional attachments with celebrities (Stever, 2011). It is important to 
consider the conceptual differences between celebrity admiration and celebrity worship 
(Schindler, 2014; Schindler et al., 2015; Schindler et al., 2013; Stever, 2011). 
2.5 Chapter conclusion  
This literature review chapter presented theoretical perspectives which are in 
many ways complementary to the understanding of the role of celebrities in marketing. 
Figure 2.9 provides a summary of the four main aspects of celebrities which are 




Figure 2.9- Celebrities in marketing 
 
 Figure 2.10 provides a conceptual model derived from the literature of this 
thesis. 
 
Figure 2.10- Conceptual model  
 
2.5.1 Chapter Summary and research gaps 
Based on the comprehensive literature review conducted in this Chapter, nine 
research gaps were identified. However, it is not within the scope of this thesis nor 
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possible for this research to fully address these nine gaps. This study provides valuable 
contribution to marketing theory because celebrities are influential cultural symbols 
with whom consumers build meaningful relationships and, as a result, have an 
influential role in marketing messages. This doctoral thesis partly bridges the research 
gaps in an area of study which is complex and still considerably under-studied. 
PART I- Firstly, the celebrity endorsement literature focuses on the use of 
celebrities as endorsers of products and their respective outcomes to marketing 
messages. However, celebrity endorsement perspectives do not address the reasons why 
celebrities are influential spokespeople. The main research gaps identified in this section 
are:  
GAP 1- Celebrity endorsement theoretical perspectives advocate a 
simplistic perspective of a complex cultural phenomenon. This research study 
partly addresses this research gap. 
GAP 2- Celebrity endorsement perspectives provide generic guidelines 
for the celebrity selection, which do not account for consumer’s perspectives and 
consumers relationships with celebrities. This research study partly addresses 
this research gap.  
PART II- The second part of this Chapter highlighted the relevance of 
analysing celebrities from a perspective beyond those addressed by the majority of 
celebrity endorsement literature. It is appropriate to consider celebrities as influential 
human brands with whom consumers can develop meaningful emotional bonds. The 
main research gaps identified in this section were: 
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GAP 3- The perceived attributes of an influential celebrity brand are 
complex, and still considerably under-studied. This research study partly 
addresses this research gap.  
GAP 4- The way different types of celebrities can be used for different 
marketing messages is still considerably under-explored, and is an area of study 
which can lead to fruitful marketing outcomes. This research study partly 
addresses this research gap.  
GAP 5- The meaningful relationships consumers have with celebrities 
are important for marketers to comprehend considering the important role 
modelling position of celebrities in today’s societies. This makes the 
understanding of consumer-celebrity relationships particularly relevant for 
marketers. More studies are essential in this area. This research study partly 
addresses this research gap.    
GAP 6- Admiration is an under-studied type of emotion, and celebrity 
admiration is a relevant construct to understanding consumer-celebrity 
relationships. This research study partly addresses this research gap.  
PART III- The influential role of celebrities becomes clear with the study of 
social psychology perspectives. The third part of this Chapter used the rich social 
psychology literature to understand the reasons why celebrities are influential figures 
and how the process of social imitation takes place. The main research gaps identified in 
this section were: 
GAP 7- Celebrities have a socially influential role, which can be better 
understood and addressed in more depth in the marketing literature. 
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GAP 8- Marketing theory can benefit from studies which address the 
similarities between the perceived characteristics of admired celebrities and 
consumers’ ideal self as this seems to be an area of study considerably under-
studied. This research study partly addresses this research gap.  
PART IV- The fourth part of the Chapter focused on psychometric measures 
which are relevant for measuring celebrities’ influential power.  
GAP 9- Scales which have been developed to measure celebrities’ 
attributes and consumer-celebrity relationships are in many ways limited 
because they do not investigate the consumer’s perceptions of celebrity 
personality characteristics, which influence the level of consumer-celebrity 
attachment (perceived connection). This research study partly addresses this 
research gap.  
2.5.2 Research (proto)model and research propositions  
As a result of the literature review, Figure 2.11 proposes a research model and 
states the propositions which will be analysed and refined in the qualitative section of 
this study. The qualitative stage will contribute to the refinement of the research model 




Figure 2.11- Qualitative research model 
  
The research propositions which will be explored in the qualitative stage of this 
thesis are:  
P1- There are certain celebrity brand attributes which lead to stronger 
consumer-celebrity emotional bonds. 
P2- There is congruence between the perceived attributes of consumers’ 
favourite celebrities and consumers’ celebrity-like aspirations. 
P3- There are certain celebrity brand attributes which lead to more influential 
celebrities’ role models. 
P4- Consumer-celebrity emotional bonds influence consumers’ aspirations. 
P5- Consumers who have aspirations to emulate celebrities are more likely to be 
influenced (attitude formation and behavioural choices) by their favourite celebrities. 
P6- Celebrities who represent consumers’ aspirations have a positive influence 
on consumers’ attitudes and buying behaviour. 
P7- There are some multi-group differences (based on consumers’ age groups, 
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This Chapter provides an analysis of the methodological paths selected for this 
research study. Figure 3.1 illustrates the structure of this chapter. It starts with a 
discussion of different ontological and epistemological approaches and justifies the 
research philosophy adopted in this study. The second part of this chapter provides an 
overview and discussion of the research design selected for this thesis. The third and 
fourth sections of this chapter describe the different stages/types of the data collection 
and analysis methods used in this thesis.  
 
Figure 3.1 – Structure of Chapter 3 
 
3.1. Ontological and epistemological approaches 
In any research, it is essential to justify how a researcher perceives the world and 
how this influences one’s perception and construction of knowledge. Hence, this 
chapter starts with a discussion of different ontological and epistemological 
perspectives.  















3.1.1 Ontological approaches  
Ontology is concerned with the nature and existence of reality that is the object 
of study (Saunders et al., 2012). This leads to many implications on how a researcher 
perceives the world. Objectivism and subjectivism are the two main opposing views in 
ontology (Saunders et al., 2012).  
According to Objectivism, “social entities exist in reality external to and 
independent of social actors” (Saunders et al., 2012: 131); thus, reality is the result of 
concrete and measurable information (empirical data). Extreme objectivists believe that 
their research is free from any form of bias, such as the researcher’s values, skills and 
beliefs (Holden & Lynch, 2004), which can be problematic and unrealistic as it ignores 
the complexities of the social actors (Saunders et al., 2012). 
Subjectivists emphasise that “social phenomena are created through the 
perceptions and consequent actions of affected social actors” (Saunders et al., 2012: 
131). A subjectivist approach conducts a detailed analysis of social actors’ perception 
and reality; thus, it relies on qualitative data (Morgan & Smircich, 1980). Subjectivists 
believe that the involvement of the researcher should be encouraged because the 
researcher’s views and perceptions contribute to the understanding of knowledge 
(Holden & Lynch, 2004). Hence, subjectivists are criticised for the biased and lack of 
measurable research findings (Holden & Lynch, 2004).   
Both of these perspectives (objectivism and subjectivism) can produce valid 
knowledge, and there are many research perspectives which fall somewhere in the 
middle of these two opposing views (see Table 3.1) (Morgan & Smircich, 1980; 
Saunders et al., 2012). Deetz (1996) proposes that researchers do not benefit from 
labelling objectivism as good and subjectivism as bad, and vice-versa. These labels lead 
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to serious constraints in social sciences. Hence, it is essential to highlight that a 
researcher can see the world using both of these perspectives (Saunders et al., 2012). 
Table 3.1-  Ontological perspectives (Adapted from Morgan & Smircich, 1980: 492)  
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3.1.2 Epistemological approaches 
Epistemology is a reflection of the meanings associated with knowledge; thus, 
‘what it means to know?’ (Crotty, 1998: 10). The research philosophy is a reflection of 
how the researcher views the world (epistemology). This section briefly reviews some 
of the existing literature on the main philosophies present in marketing studies 
(positivism, post-positivism, realism, interpretivism, critical approach and pragmatism) 
so that an appropriate paradigm is adopted for this thesis. Table 3.2 provides a summary 





Table 3.2-  Research philosophies comparison (Adapted from Creswell & Clark, 2007; Saunders et al., 2012) 
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3.1.2.1 Positivism  
Auguste Comte was a natural scientist and the father of positivism (Crotty, 
1998). As a result of Comte’s natural sciences background, a positivist philosophy 
reflects the way of thinking of the physical world and, therefore, is highly scientific 
(Crotty, 1998; Saunders et al., 2012). Generalisations derived from observable reality 
and causal relationships are the main objectives of a positivist approach (Crotty, 1998). 
It uses a highly structured research methodology and places a high emphasis upon 
quantitative data analysis methods (Crotty, 1998; Saunders et al., 2012). Positivists 
perceive the research to be free from any bias, which does not seem to be consistent 
with the complexities of the social sciences (Crotty, 1998). It is arguable that in social 
sciences, it is practically impossible to exclude the researchers’ values from any 
research project (Saunders et al., 2012). Many researchers argue that positivism is not 
the most appropriate option for social sciences studies as it leads to an incomplete 
understanding of the social world (Sobh & Perry, 2006). The positivist perspective is 
not compatible with the approach of this thesis.  
3.1.2.2 Post-Positivism  
The opposition of the premises of a positivism gave rise to a post-positivism 
movement. The origin of this movement lies in the work of Heisenberg, who questioned 
the certainty and objectivity of positivism (Crotty, 1998). Authors such as Popper, Kuhn 
and Feyerabend also substantially contributed to this approach (Crotty, 1998). Post-
positivism recognises the role of subjectivity and contradiction in research (Crotty, 
1998). A post-positivism research is highly structured and based on logic, theoretical 
perspectives, cause-effect relationships and empirical data (Creswell, 2007). Unlikely a 
positivist approach, post-positivism sees some benefit in the collection of structured 
qualitative data, and there may be multiple methods of data collection and analysis 
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present in a post-positivism study (Creswell, 2007). Hence, there may be multiple 
methods of data collection and analysis (Creswell, 2007). Nonetheless, a post-
positivism approach believes in the existence of one single reality (Mertens, 2003) 
which is not consistent with the perspective of this thesis.    
3.1.2.3 Realism 
In realism, it is believed that there is a reality which is independent of the 
perceptions of the human mind (Maxwell & Mittapalli, 2010; Saunders et al., 2012). 
There are two very distinct types of realism: critical and direct realism. According to 
direct realism, there is just one way to see and perceive the world, which is 
unchangeable (Saunders et al., 2012). Critical realism recognises that perceptions can be 
deceiving and that there is a disparity between the actual and perceived reality (Maxwell 
& Mittapalli, 2010; Sobh & Perry, 2006). Thus, it is a more realistic approach to 
business and marketing problems (Sobh & Perry, 2006). In addition, the origin of 
critical realism lies in the categorization of people into socioeconomic strata and in the 
understanding of the nature of society (Sobh & Perry, 2006). As a result, it recognises 
that causal relationships are complex.  
Realism focuses on the in-depth understanding of the ‘why’s’, thus aims at 
gaining a deep understanding of the underlying structures and mechanisms that are 
relevant to the interpretation of the data (Sobh & Perry, 2006). It has a scientific 
approach to the formulation of knowledge (Saunders et al., 2012). As realism has such a 
high concern with the underlying the reasons behind causal relationships, researchers 
suggest that a qualitative data collection method is more suitable (Hunt, 1990; Maxwell 
& Mittapalli, 2010; Sobh & Perry, 2006). However, some researchers argue that 
structural equation modelling and mixed method research are consistent with this 
perspective (Hunt, 1990; Maxwell & Mittapalli, 2010). This thesis has some elements of 
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a critical realism approach, such as the recognition of complex causal relationships and 
the recognition that perceptions can be deceiving, but it does not focus on ‘ideological 
distortions’, which are the “cultural forms that obscure or misrepresent aspects of the 
economic or social system or the physical environment” (Maxwell & Mittapalli, 2010: 
158). This thesis addresses some of these issues, even though they are not the main 
focus. 
3.1.2.4 Interpretivism 
The roots of interpretivism are in the work of Max Weber (Crotty, 1998). It 
advocates that social actors are complex and that it is important to gain an 
understanding of individual differences (Saunders et al., 2012). This type of approach 
“looks for culturally derived and historically situated interpretations of social life-
world” (Crotty, 1998: 67). Thus, this research philosophy uses a qualitative approach 
and believes that quantitative methods fail to identify the complexities of social actors 
(Saunders et al., 2012). Sample sizes are usually small, which is explained by its 
objective of gaining an in-depth understanding of the problem and social actors 
(Saunders et al., 2012). It is practically impossible for the researcher to be separated 
from the topic in question and; therefore, the researchers’ values and interpretations 
play an important role (Saunders et al., 2012). As a result, the researcher needs to be 
empathetic to understand the different perspectives of research subjects (Saunders et al., 
2012). The qualitative stage of this thesis has elements of interpretivism, but it does not 
fully reflect the perspective of this research, which also has a strong empirical element. 
3.1.2.5 Critical research 
In the 1930s’ three social scientists from Germany,  Horkheimer, Adorno and 
Marcuse, developed the critical research theory (Kincheloe & McLaren, 1998). They 
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moved to the United Sates when the Nazis controlled Germany and disagreed with what 
they perceived as “taken-for-granted empirical practices of American social scientists” 
(Kincheloe & McLaren, 1998: 261). This paradigm questions the status quo and 
empowerment of individuals (Kincheloe & McLaren, 1998). Thus, it differentiates from 
other traditional perspectives because it aims to make social actors “aware of 
domination or oppressive social structures” (Murray & Ozanne, 2007: 50). Critical 
research assumes that there is a reality based on what individuals perceive, which is 
consistent with realism (Murray & Ozanne, 2007). Nonetheless, this research 
perspective aims at minimising the disparities of how the world is perceived and how it 
actually ought to be, and the researcher develops a plan of action to improve society 
(Murray & Ozanne, 2007).  
This research philosophy usually uses a qualitative research approach through 
the analysis of historical data, interviews and ethnographic studies. The researcher 
values have a substantial role as the critical perspective recognises that any information 
is the result of an ‘act of judgement’ (Kincheloe & McLaren, 1998: 274), and, 
consequently, open to interpretation. The development of a plan of action to improve 
society is not within the main objectives of this thesis. Hence, a critical research 
paradigm is not suitable for this project. 
3.1.2.6 Pragmatism 
 Charles Peirce and John Dewey were some of the leading proponents of this 
school of thought (Biesta, 2010; Maxcy, 2003; Morgan, 2013). Dewey perceived 
knowledge and experience to be complementary, and knowledge to be the result of 
understanding actions and their respective consequences (Biesta, 2010). For example, 
“being frightened is not the same as knowing that one is frightened. Knowing what 
caused the fearsome noise is a different experience” (Biesta, 2010: 108). According to 
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pragmatism, different approaches have different benefits and limitations but can 
produce valid knowledge (Biesta, 2010). The inclusion of pragmatism as a 
philosophical approach seems to be controversial. However, according to Morgan 
(2007: 68), there is “little reason why purely epistemological issues should be of major 
interest to social science researchers – this is the province of philosophers”.  Morgan 
(2013) proposes that the three main elements of pragmatism are:  
1. The consequence of different actions depends on the situation and context in 
which they take place. 
2. Beliefs change and advance with experience. 
3. Actions are due to the environment and a changing shared set of beliefs (see 
Figure 3.2). 
The pragmatic approach uses the research questions to design the research 
methodology. Consequently, it is considered to be problem-driven (Jick, 1979). 
According to Patton (1990: 39), “all kinds of variations, combinations, and adaptations 
are available for creative and practical situational responsiveness”. This gives the 
researcher a higher level of freedom to select the methods which can best suit particular 
research needs and goals, and, as a result, avoid research dogmatism (Johnson & 




Figure 3.2- Pragmatic ongoing experience (Morgan, 2013: 27) 
 
Table 3.3 displays the pragmatic perspective about some of the core issues in 
research methodology. Pragmatism uses an abductive approach, which consists of a 
constant exchange between theory and findings. Intersubjectivity is the belief that 
objectivism and subjectivism have complementary strengths and weaknesses. Hence, a 
mixed method approach is perceived as being the “philosophical partner” (Denscombe, 
2008, p.273) of pragmatism. Transferability reflects the pragmatic view that there is no 
need to select between context-specific knowledge and generalised knowledge. 
According to Morgan (2007: 72), “I do not believe it is possible for research results to 
be either so unique that they have no implications whatsoever for other actors in other 
settings or so generalised that they apply in every possible historical and cultural 
setting”.  
Table 3.3- Pragmatic alternative to key issues in research methodology (Morgan, 2007: 71) 
 Qualitative approach Quantitative approach Pragmatic 
approach 
Connection of theory 
and data 
Induction Deduction Abduction 
Relationship to 
research process 
Subjectivity Objectivity Intersubjectivity 
Inference from data Context Generality Transferability 
   
 Nonetheless, a pragmatic approach has been criticised due to its lack of pledge 
to any particular views of reality and nature; thus, truth is “what works at the time” 
122 
 
(Creswell, 2009: 11). However, the counter-argument to this statement is that a 
pragmatic approach is contributing towards what Bryman (2008) refers to as the ‘end of 
the paradigm wars’. 
This research uses a dialectic approach, as the author of this thesis believes that 
different research paradigms can be used complementarily in a research project. 
According to Greene and Hall (2010: 124), “because human phenomena are 
extraordinarily complex, a better understanding of this complexity can be attained with 
the used of more than one perspective”. This research is consistent with pragmatism and 
realism as it reflects the following positions: 
1. The research questions are the main driver of the research methods. 
2. A researcher should not be forced to make a decision between subjectivism 
and objectivism.  
3. A qualitative and quantitative research approach can and should be used in a 
single study if this contributes to the research questions.  
4. The belief that reality is context-specific and generalised data can be valuable 
in the interpretation of the complexities in social sciences.  
3.2 Research Design 
This study uses a mixed method design, also referred to as the “third wave of 
research methodology” (Denscombe, 2008, p.273). It is best described as a design 
which aims to integrate the qualitative and quantitative research findings leading to a 
better understanding of a particular research issue within a single study (Tashakkori & 
Creswell, 2007). Thus, the keyword in this definition is ‘integration’ (Bryman, 2007; 
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Tashakkori & Creswell, 2007).  One of the main assumptions in mixed method research 
is that a combination of quantitative and qualitative methods provide a more insightful 
analysis of a research problem (Creswell & Clark, 2007).  
According to Johnson and Onwuegbuzie (2004), a mixed methodology allows 
the researcher to overcome the weaknesses of one method with the respective strengths 
of the other method. In addition, a mixed design gives the opportunity for the researcher 
to learn multiple methods and approaches (Teddlie & Tashakkori, 2010), which is a 
substantial learning outcome of a mixed method doctoral thesis.  
Nonetheless, a mixed method research design does have its limitations. It is 
resource-intensive as it can be more costly and time-consuming than a single method 
study. In addition, there are still some aspects of mixed method studies which are yet 
not fully understood (e.g., how to interpret conflicting results) (Johnson & 
Onwuegbuzie, 2004).  
A mixed-method study design was selected for this thesis due to the exiting 
limitations in this particular field of study. Chapter 2 of this thesis identified that there 
are no scales which address the attributes of an influential human celebrity brand, and 
that consumer-celebrity relationships can be complex. This area of study is under-
explored, which highlights the relevance of using subjectivism and objectivism to 
address the research objectives of this study and to refine the research model presented 
in Chapter 2. The Qualitative stage assisted with the refinement of the research model 
and scales. In the quantitative stage, the research model was empirically tested. 
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3.2.1 Exploratory mixed research design 
According to Creswell et al. (2003), there are six types of mixed research 
designs (see Table 3.4): sequential explanatory, sequential exploratory, sequential 
transformative, concurrent triangulation, concurrent nested, and concurrent 
transformative. This work follows a sequential exploratory research design; therefore, 
the qualitative phase comes prior to the quantitative phase following a sequential timing 
with the aim of connecting both stages (Creswell et al., 2003). This is particularly useful 
to identify important variables to study quantitatively (Creswell & Clark, 2007), and to 
develop an instrument which is currently not available (Creswell et al., 2003).  Figure 
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Table 3.4- Types of mixed research designs (Adapted from Creswell et al., 2003: 224) 
Design Type  
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3.3 Qualitative research methodology 
A qualitative approach comprised the first stage of this research due to the 
limited work on the specific personal characteristics of strong celebrity brands 
underpinning the relationships between consumers’ ideal self and celebrity personal 
attributes. Considering the nature of a qualitative study, the main goals of this stage 
were induction, exploration and hypothesis generation (Johnson & Onwuegbuzie, 
2004). Hence, in this research the qualitative data were of fundamental importance to 
the refinement and development of the hypothesis to be tested and refinement of the 
quantitative instrument.  
The main objectives of this research stage are:  
1. To gain a more detailed understanding of the main personality attributes of 
influential celebrities. 
2. To understand the complex relationships that consumers develop with 
celebrities. 
3. To explore the relationship between consumers aspirational goals and their 
favourite celebrities.  
4. To better understand how consumers are influenced by their favourite 
celebrities.  
5. To refine and develop the instrument of the quantitative stage. 
6. To refine and develop the research model and hypothesis, which will be tested 
in the quantitative stage of this study. 
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3.3.1 Qualitative data collection plan 
A strong qualitative study collects information from a variety of sources, which 
are later organised in a way that makes sense for the researcher and facilitates data 
analysis and interpretation (Creswell, 2007). Three phases of qualitative research 
conducted in this thesis gathered complimentary data:  
Phase I: The first phase of this study consists of exploratory unstructured 
observations and discussions with tourists and people who work in service jobs 
in Hollywood, Los Angeles. 
Phase II: The second phase of the qualitative data collection consists of depth 
interviews with five casting agents in Australia and the United States.  
Phase III: The third stage of the qualitative data consists of depth interviews 
with thirteen university students (consumers).  
Phase IV: The fourth stage of the qualitative section of this study consists of six 
small focus groups with young and middle age adults in Australia. 
3.3.1.1 Phase I: Exploratory research: short interviews and observations in 
Los Angeles, California.  
The first phase of this study consists of exploratory unstructured observations 
and discussions with tourists and people who work in service jobs in Hollywood, Los 
Angeles. This stage assisted with the identification of the main issues surrounding the 
celebrity industry beyond the knowledge that can be obtained from the existing 
literature. Hence, the data collected in this phase was unstructured, but it was useful to 
give the researcher a firsthand experience of the celebrity industry. This stage did not 
follow strict standards of data analysis or collection due to its considerable exploratory 
nature and constraints (temporal and financial). According to Sofaer (1999: 1103), a 
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study “can move from being quite unstructured and probably largely qualitative in 
nature, to being quite structured and probably largely quantitative in nature”. The data 
collected in this stage includes: 
o Experience of the Hollywood environment and the Los Angeles celebrity 
industry.  
o A celebrity tour experience- a narrated tour guide of the celebrity houses and key 
celebrity locations, such as Beverly Hills.  
o Brief interviews with tourists and people who work in Hollywood. This includes 
an interview with a person who works at the Oscar venue, Dolby theatre, and who 
interacts directly with some of the world’s most famous celebrities.  
o Warner Brother’s studio tour experience.  
This phase of qualitative data collection was useful in the establishment of 
research priorities and for the researcher to gain a better understanding of the 
multimillion dollar celebrity industry which is heavily based in Los Angeles.  
3.3.1.2 Phases II and III: Depth interviews 
Depth interviews are particularly useful to gain detailed information about 
someone’s thoughts or behaviours (Boyce & Neale, 2006). If properly conducted, depth 
interviews can provide the interviewee with a relaxed atmosphere to share thoughts and 
information (Boyce & Neale, 2006). The interviews followed a semi-structured 
approach, which is characterised by a structured nature that gives the researcher 
flexibility to change the order and words of the questions, and to seek more information 




I) Phase II: Depth Interviews with casting agents 
The first round of depth interviews was carried with five casting agents (three of 
them based in Perth and two based in Los Angeles). Casting agents are considered 
industry experts and are specialised in identifying individuals who have the potential to 
work in the entertainment industry (theatre, music, television or cinema) (Turner et al., 
2006). The objective of this phase was to obtain expert views of industry decision 
makers regarding the main personality characteristics essential to becoming famous and 
the current environment of the entertainment industry. 
 Casting agents were contacted via email by the researcher who requested for an 
interview to be arranged at the casting agent’s convenience. Approximately 80% of the 
Perth casting agents replied positively to the request, while approximately 20% of the 
Los Angeles casting agents replied positively to the same request. The personal 
interviews with Perth-based casting agents took place at their Perth offices, while the 
interviews with Los Angeles casting agents took place through Skype. Confidentiality 
issues were addressed, and interviewees were told that the information provided would 
be treated as confidential and anonymous and that they could withdraw their 
participation at any time. Casting agents were then asked to sign a consent form. 
The main goals of this stage were: 1) to identify the main factors which 
differentiate certain individuals; 2) to identify how the desire for fame and celebrity-like 
aspirations have an impact upon aspiring actors’ aspirations. The interviews with 
casting agents were about 25 to 40 minutes long and were voice recorded and 
transcribed verbatim. Please refer to Appendix A3.1 for the semi-structured depth 




II) Phase III: Depth interviews with students 
The second round of interviews consisted of depth interviews with 13 university 
students based in Australia (7 female and 6 male). It is estimated that after twelve 
interviews, about 90% of the codes, issues and constructs are already identified (Guest 
et al., 2006). Boon and Lomore (2001) suggest that young adults (from 18 to 25 years of 
age) are more likely to be susceptible to celebrity influence.  Hence, eleven students 
were between 18 and 25 years of age and two students were between 26 and 35 years of 
age. 
The university students were recruited through university notice boards and an 
online university portal. Students were not offered any incentives to participate in this 
study. The depth interviews were conducted at the researcher’s office located at a Perth-
based university campus at a convenient time for both the interviewee and interviewer. 
Confidentiality issues were addressed, and participants were asked to sign a consent 
form prior to the interviews. The consent form explained that the information provided 
would be treated as confidential and anonymous and that participants could withdraw 
their participation at any time.  
Additionally, prior to the interviews, participants were asked to list three 
celebrities whom they admired the most and three celebrities whom they disliked the 
most. The interview questions and guide aimed at addressing the research questions (see 
Appendix A3.2). The least admired celebrities served as a point of clear contrast. The 
main objectives of the depth interviews were to gain a better understanding of the 
complex relationships consumers develop with their favourite celebrities and to explore 
how celebrities are perceived and some of the main implications. Secondly, to 
understand how these celebrities relate to consumers’ personal characteristics and 
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aspirations. The interviews varied in length (30 to 70 minutes) and depth. They were 
voice recorded and later transcribed verbatim.  
3.3.1.3 Phase IV:  Focus Groups 
 Social scientists use focus groups in situations in which the researcher should 
take a less direct or dominating approach (Krueger, 1994). Krueger (1994) proposes that 
focus groups are particularly popular among market researchers as consumers are a 
product of their environment; thus, in many occasions, people normally listen to other 
people’s opinions before forming their own. In addition, for many participants, focus 
groups facilitate self-disclosure and stimulate the thinking process of researchers as it 
can provide useful pointers for developing hypotheses and identifying correlations 
between independent and dependent variables (Krueger, 1994). This study seemed to be 
particularly relevant for focus groups as admired celebrities are a reflection of the social 
context (e.g., social norms and social aspirations). Hence, self-disclosure was 
anticipated to happen in a group level, and opinions to be susceptible to the influence of 
other focus groups participants.  
 The size of the focus groups varied from 4 to 6 participants, which is referred to 
as ‘small focus groups’ (Krueger, 1994). A small focus group is usually preferred when 
participants have a lot to share in regards to a particular topic, which is the case of 
celebrity admiration (Krueger, 1994). In addition, it is also easier to administer and it 
can make participants feel more comfortable if compared to larger group discussions 
(Krueger, 1994). On the other hand, small focus groups have disadvantages, such as a 
more limited scope of group experiences and opinions if compared to a larger focus 
group (Krueger, 1994). In order to overcome the limitations of small focus groups, six 




 The sample consisted of university students at undergraduate and postgraduate 
levels who were recruited through university notice boards and an online university 
portal of a Perth-based university campus, and they were not offered any incentives for 
their participation. Students who expressed an interest in participating in the focus 
groups were then divided based on their level of study which led to three focus groups 
consisting of undergraduate students, two focus groups consisting of postgraduate 
coursework students and one focus group consisting of research students. The author of 
this thesis was the moderator of the focus groups and followed a semi-structured focus 
group guide (see Appendix A3.3). Focus groups were recorded and transcribed 
verbatim. 
3.3.2 Qualitative data analysis plan 
The objectives of the first phase of qualitative section (short interviews and 
observations conducted in Los Angeles) were to explore possible research paths and to 
enable the researcher to gain a better understanding of the celebrity business. This stage 
did not follow strict standards of data analysis.  
The other three phases of the qualitative study (depth interviews with casting 
agents, depth interviews with students and focus groups) were analysed using a similar 
procedure to the one described by Creswell and Clark (2007) and illustrated in Figure 
3.4. This can be described as interpretive approach; thus, words are symbols of 
expression which need to be interpreted (Berg, 2009). In this case, the literature review 




Figure 3.4– Qualitative data analysis plan (Adapted from Creswell & Clark, 2007) 
 
Firstly, the data were transcribed verbatim. During the process of transcribing 
the data, the researcher started to gain a better familiarity with the information and to 
explore the qualitative dataset. Secondly, the data were explored by the researcher in 
more depth as the researcher went through all the transcripts a couple of times, and 
wrote notes that assisted in identifying key themes, constructs and existing relationships 
that could be tested in the quantitative stage. 
In addition, the data were explored with the use of Leximancer portal. 
Leximancer is an automated text content analysis software. Leximancer allows the 
researchers to explore the data objectively, time efficiently and objectively in the early 
stages of the data analysis (Smith & Humphreys, 2006). In addition, automated content 
analysis can contribute to conventional text analysis as the researcher can compare the 
results of different qualitative data analysis techniques (Sotiriadou et al., 2014).  
  The algorithm of Leximancer was designed to identify the meanings within 
passages of the text, which differentiates it from other software products. According to 
Smith and Humphreys (2006: 262), Leximancer  “goes beyond keyword searching by 
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requirement for a prior dictionary, although one can be used if desired. These concepts 
are then coded into the text, using the thesaurus as a classifier. The resulting asymmetric 
concept co-occurrence information is then used to generate a concept map”. Hence, the 
software conducts the text analysis instead of the researcher, and it produces a graphic 
illustration, referred to as concept map (see Figure 3.5). The concept map displays the 
structure of the text and allows the researcher to explore the connection and the original 
text further, due to its interactive nature (Leximancer, 2011). The map is heat-mapped, 
and hot colours represent the most important themes in the concept map, and they 
appear in the centre of the concept map (Leximancer, 2011). Table 3.5 describes the 
settings used in Leximancer. 





block   
2 Sentences It is the standard setting, and considered appropriated for 
medium length answers. 
Prose Test 
Threshold 
Disabled When colloquial language is used, it is recommended for 
this setting to be disabled.  
Break at 
paragraphs 
Yes It is recommended for paragraphs longer than two 
sentences 
Tagging options On The interviewers’ questions were removed from the 
analysed transcripts.  
Similar concepts Manually 
merged 
This is important to generate more meaningful results 
 
 





    
Thirdly, the researcher analysed the data using a conventional content analysis 
(Hsieh & Shannon, 2005). NVivo (Version 10) was used to assist the researcher in 
organising the data. The analysis followed a cross-case structure, which consists of  
“grouping together answers from different people to common questions or analysing 
different perspectives on common issues” (Patton, 1990: 376). The categories and 
names of the categories are derived from the data instead of being pre-determined 
categories, but the existing literature provided substantial support in this process.  
After the data were explored, the researcher read the data once again, and 
passages from the data were organised into codes. Codes were then divided into themes 
(more meaningful categories). After the data had been divided into themes, descriptive 
statements were then interpreted in more depth. Finally, the findings were appropriately 
reported (Chapter 4). The author of this thesis requested the interpretation of the 
qualitative data to be analysed by two academics who are familiar with this project as a 
validity check. Validity in qualitative researcher can be assured by assessing the 
accuracy of the data, which can be accomplished by peer reviews (Creswell, 2007).  
3.4 Quantitative research methodology 
The quantitative data were collected after the qualitative stage of this thesis. 
The qualitative stage assisted with the development of the quantitative instrument, 
research model and hypothesis, which will be presented at the end of the qualitative 
findings chapter of this thesis (Chapter 4) 
3.4.1 Quantitative data collection plan  
The quantitative stage of this study consists of a cross-sectional design; thus, it 
aims at understanding cause-effect relationships (De Vaus, 2014). Quantitative data 
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were first collected from a pilot study (N=150), which assisted with the refinement of 
the quantitative instrument. The sample of the pilot study consisted of business students 
from one Western Australian University. 
 The final version of the questionnaire was distributed to university students 
(undergraduate and postgraduate levels) of four Western Australia institutions (N=611) 
from a variety of study fields. University students are one of the most influential social 
groups because of their high educational level and future income, which are likely to 
make them socially influential and possibly opinion leaders. Hence, university students 
are a key target of celebrity brands and endorsements (e.g., Boon & Lomore, 2001; Dix 
et al., 2010; Jackson & Darrow, 2005; Swami et al., 2009), which make them an 
appropriate sample for this study. In addition, Twenge (2014) suggests that fame, 
money and glamour are particularly important aspirations among a younger 
demographic of consumers.  
Only students born in Australia were used in this study. There were two versions 
of the survey; a paper version (N=163) and an online version (N=448). The paper-based 
survey was carried in common areas of two university institutions, while a link to the 
online survey was made available through online unit pages (e.g., LMS, Blackboard) 
and university portals of the four Western Australian institutions. The estimated 
completion rate of the paper-based survey was approximately 70%, while the estimated 
completion rate of the online survey was approximately 15%. Before starting the 
survey, respondents were given a brief overview of the research objectives, and 
respondents provided their informed consent to participate (see Appendix A3.4). Most 
respondents finished the survey within seven minutes.  
The survey (see Appendix A3.4) was organised in a logical sequence; thus, it 
started with easier and more enjoyable items (De Vaus, 2014). The order of the 
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questions was randomised in the online version of the survey to ”decrease the effect of 
question order” (De Vaus, 2014: 111). The survey items were divided into three 
sections: 1) celebrity perceived attributes; 2) consumers’ celebrity-like aspirations, 
celebrity admiration and perceived celebrity influence; and 3) demographics. The first 
question in the survey consisted of an open-ended, nominal question, in which 
respondents were asked to list their favourite entertainment celebrity (television, cinema 
or music). After this first question, respondents were asked to answer the remaining 
closed-end questions in relation to their listed favourite celebrity.  
Items were measured using a Likert scale, which ranged from 1= strongly 
disagree to 5= strongly agree. Likert scales have been criticised for “acquiescence 
response bias, which entails enhanced cognitive burden and yield data of a lower 
quality” (Revilla et al., 2014: 73). However, its practical advantages (high response rate, 
low administrative costs and easy to administer) seem to overcome its limitations. Odd 
point scales are more suitable for this study as they do not force the respondents to 
choose a position. The ideal number of categories in an odd point Likert scale is a 
controversial topic (De Vaus, 2014). In recent years, 7-point Likert scales have gained 
popularity because it leads to greater data discrimination (De Vaus, 2014), but a scale 
with more categories than five can lead to greater “method effects, and hence lower 
validity and quality” (Revilla et al., 2014: 90). In addition, 5-point Likert scales seem to 
be simpler and easier for the respondents to understand. Therefore, a 5-point Likert 
scale was selected for this study 
The instrument was developed based on the qualitative stage of this research 
(Chapter 4) and literature review (Chapter 2). Unfortunately, even though scale 
development is not among the main objectives of this thesis, existing scales did not 
address the needs of this study, thus, existing scales had to be adapted for some of the 
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constructs due to the lack of existing measures. These scales were tested on the pilot test 
and improvements were made based on respondents’ feedback and data analysis of the 
pilot study, which will be reported in Chapter 5 of this thesis. The measures used in the 
final version of the survey were:  
 1. Celebrities’ perceived attributes: consists of four facets, which measure 
different aspects of celebrity human brands’ perceived attributes: 
-Celebrity inspirational attributes (CelInsp): socially inspirational celebrities are 
perceived to make a positive difference in the world. Items from this scale were adapted 
from the Connor and Davidson (2003) resilience scale, John et al. (1991) agreeableness 
facet of the five-factor personality model and Kasser and Ryan (1993) aspirations index 
(community feeling). This factor consisted of seven items. e.g.,’ I perceive my favourite 
celebrity as someone who cares for others who are in need of help’, and ‘I perceive my 
favourite celebrity as someone who does not give up when the situation seems 
hopeless’. 
- Celebrity’s perceived creativity and talent facet (CelTal): this factor measures 
a celebrity perceived skills and talent in his/hers respective field of work. For 
entertainment celebrities, it seems that originality is crucial; and so items were adapted 
from John et al. (1991) openness scale (five-factor model) and two new items added.  
e.g., ‘I perceive my favourite celebrity as someone who has an active imagination’, and 
I perceive my favourite celebrity as someone who is very talented in his/her respective 
field’. 
 - Celebrity material lifestyle attributes (CelLife): this factor represents the 
perceived glamorous and exciting lifestyle of the celebrities. Items were adapted from 
John et al. (1991) extroversion facet of the big five human personality traits, and Aaker 
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(1997) sophistication brand personality dimension;  e.g., ‘I perceive my favourite 
celebrity as someone who lives a glamorous lifestyle’, and ‘I perceive my favourite 
celebrity as someone who has an exciting lifestyle’. 
- Celebrity perceived attractiveness facet (CelLook): items are adapted from 
Ohanian (1990) attractiveness scale. They represent the perceived physical 
attractiveness of the consumers’ favourite celebrities; e.g., ‘I perceive my favourite 
celebrity to be attractive’, and ‘I perceive my favourite celebrity to be good looking’. 
2. Consumers’ celebrity-like Aspirations: items were adapted from Gountas et 
al. (2012) desire for fame scale and Kasser and Ryan (1993) aspirations index. They can 
be divided into consumers’ aspirations to have a celebrity-like lifestyle, and 
aspirations/need to be as recognised and respected as the respondents’ favourite 
celebrity. 
-Consumers’ aspirations to have a celebrity-like lifestyle (AspLife): items were 
adapted from Kasser and Ryan (1993) and Gountas et al. (2012). They portray the desire 
of consumers to have a celebrity-like lifestyle (similar to their favourite celebrity); e.g., 
‘I would like to have expensive possessions as my favourite celebrity has’, and ‘The 
lifestyle of my favourite celebrity appeals to me a lot to me’. 
-Consumers’ aspirations to be as recognised and respected as their favourite 
celebrity (AspRec). These items were adapted from Kasser and Ryan (1993) and portray 
the desire of consumers to have the positive social role that celebrities have and to be 
respected for their abilities and actions. e.g., ‘I wish I could have a positive impact on 
others people’s lives as my favourite has’, and ‘I wish I could be as admired by other 
people as my favourite celebrity is’. 
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3. Celebrity Admiration (CelAdm): measure was adapted from Schindler (2014) 
admiration scale; e.g., ‘I am continually impressed by something this celebrity does or 
has done’, and ‘I admire my favourite because of his/her characteristics or abilities’. 
4. Celebrity influence represents the celebrity influence upon consumers’ 
opinions and celebrity influence upon consumers’ buying preferences: 
- Celebrity influence upon consumers’ opinions (InfOpin): This factor represents 
the ability of celebrities to influence consumers’ opinions and attitudes. Items were new 
or adapted from Schindler (2014) adoration scale; e.g., ‘I feel that I am shaped and 
guided by my favourite celebrity’, and ‘My favourite celebrity influences the way I 
think about life’. 
- Celebrity influence upon consumers’ buying preferences (InfProd): This factor 
represents the ability of celebrities to influence consumers’ buying preferences. This 
scale consists of new items. E.g., ‘My favourite celebrity influences my brand choices’, 
and ‘My favourite celebrity influences my product preferences’ 
3.4.2 Quantitative data analysis plan  
The analysis of the quantitative stage of this study started with the analysis of 
the pilot study, followed by the analysis of the final data. The final dataset was analysed 




  Figure 3.6- Stages of the quantitative data analysis 
 
3.4.2.1 Pilot survey data analysis 
Prior to the analysis of the final dataset used in this study (N=611), the pilot 
study (N=150) was analysed using the same procedure described in phase I and II of the 
quantitative data analysis plan. In addition, oral feedback was received from 
approximately 20% of the respondents of the pilot test. Hence, the analysis of the data 
and feedback from respondents assisted with the improvement of the final version of the 
survey.  
3.4.2.2 Phase I- Data screening and demographics 
Firstly, the data was inputted into an SPSS file and coded. The researcher 
screened the data using several checks to assure accuracy in coding and to detect 
missing data and confusing or illogical responses. Secondly, the researcher analysed the 
demographics of the respondents and the basic demographics of the listed celebrities. In 
addition, descriptive statistics analysed the responses of the items used in this study. 
Data analysis 






























3.4.2.3 Phase II – Exploratory Data Analysis 
An exploratory factor analysis (EFA) is usually adopted in early stages of the 
data analysis process. Its primary objectives are to assess the “dimensionality of a set of 
multiple indicators” (Brown, 2012: 20) and to estimate the number of factors that 
explain their correlations (Brown, 2012). Hence, it is useful in the process of scale 
development and scale refinement. The number of factors was decided based on the 
eigenvalues greater than one (Kaiser, 1970), scree plots (Cattell, 1966) and familiarity 
with the existing literature (Preacher & MacCallum, 2003).  
I) Factor extraction 
The most appropriate method for factor extraction (component analysis vs. 
common factor analysis) is a long-standing controversial topic in the literature (Hair et 
al., 2006). Nonetheless, researchers seem to be increasingly concerned with the 
improper use of principal component analysis (PCA), as they suggest that PCA should 
not be used to estimate latent variable construction (Brown, 2012; Fabrigar et al., 1999).  
According to Hair et al. (2006: 117), a PCA “considers the total variance and derives 
factors that contain small proportions of unique variance and, in some instances, error 
variance” by using a linear function of principal components. Therefore, PCA does not 
differentiate between common and unique variance (Fabrigar et al., 1999). PCA should 
be used to reduce the measures, but not to identify latent variables construction (Brown, 
2012; Hair et al., 2006).    
Common factor analysis, also referred to as exploratory factor analysis (EFA), 
considers “the total variance and derives factors that contain small proportions of unique 
variance and, in some instances, error variance” (Hair et al., 2006: 117). Consequently, 
the factors are a result of common or shared variance, and they are more likely to fit a 
144 
 
confirmatory factor analysis (CFA). There are two most commonly used EFA methods: 
Maximum Likelihood (ML) and Principal Factor (PF) also referred to as principal axis 
factoring in SPSS. ML has many advantages because it computes several goodness of 
fit indexes and tests of statistical significance, but it assumes that the data is normally 
distributed (Brown, 2012). PF does not make this assumption and, in such cases, is 
more likely to draw proper solutions, even though it has a substantially more limited 
number of goodness of fit indexes than the ML (Brown, 2012). A PF approach was used 
in this study due to the non-normal distribution of the data.  
II) Rotation Method 
There are two options for factor rotation: orthogonal and oblique. Orthogonal 
rotation assumes that the factors are not correlated, while oblique rotation assumes the 
opposite (Brown, 2012). Thus, an oblique rotation method provides more realistic 
results in behavioural sciences (Brown, 2012). Promax is the most popular type of 
oblique rotation and the one selected for this study. 
III) Reliability tests 
Cronbach alpha (Cα) and composite reliability (CR) were used to ensure the 
internal consistency of the scales. Cα is the most conservative and used method to 
assess the internal consistency of a scale. The lower limit for the Cα is 0.7, but some 
researchers consider 0.6 acceptable for exploratory research (Hair et al., 2006; Nunnally 
& Bernstein, 1994).  Nonetheless, Cα scores are very sensitive to the number of items in 
a construct and can undervalue the reliability of a scale (Hair et al., 2014; Peterson & 
Kim, 2013). Thus, certain authors recommend the complementary use of CR. The CR 
score accounts for the outer loadings of each indicator and that CR should be above 0.7 
(Hair et al., 2014; Hair et al., 2011). 
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IV) Validity tests 
 “A valid measure is one that measures what it is intended to measure” (De 
Vaus, 2014: 51). The degree to which a measure addresses different aspects of a 
construct is referred to as content validity. Content validity was established through a 
careful examination of the items of the scales and the constructs matrix correlations 
(Hair et al., 2006), which took place during the pilot test and final survey data analysis. 
Besides, the constructs were adapted from validated scales after an extensive qualitative 
study. 
Construct validity takes place when the construct conforms to the existing 
theory (De Vaus, 2014). Hence, construct validity was established through the detailed 
and in-depth literature review conducted for this research (see Chapter 2). 
The degree of correlation between two measures of a construct, convergent 
validity, was measured by the average variance explained (AVE) of the variables. The 
convergent validity of all variables should be higher than 0.5, or in other words, account 
for at least 50% of the variance of its indicators (Hair et al., 2014; Hair et al., 2011).  
The degree that each of the variables differentiates from others, discriminant 
validity, was measured using Fornell and Larcker (1981) guidelines. According to the 
Fornell-Locker criterion, the square root of the correlations with other constructs should 
always be lower than the AVE. Additionally, the indicators cross loadings should not 
exceed the outer loadings of an indicator (Hair et al., 2014).  
In addition, to cross-validate the measures, a split sample analysis was carried 
(Hair et al., 2006). Cases were selected at random and approximately one-half of the 
cases were used in the EFA, and the hold-out sample was used to test the SEM model. 
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3.4.2.4 Phase III – Descriptive statistics  
The third phase of the data analysis consists of the descriptive statistics of the 
factors used in the next phases of the quantitative data analysis. Normality tests were 
conducted and led to the conclusion that non-parametric tests should be avoided 
(Henseler et al., 2009). Basic differences in the descriptive statistics are used to 
understand differences within sub-groups and basic multi-group comparisons were 
conducted in this stage and briefly reported. 
3.4.2.5 Phase IV – Structural Equation modelling using Partial Least 
Squares (PLS- SEM) 
The fourth phase of the quantitative data analysis consists of the use of Partial 
Least Squares Structural Equation modelling (PLS-SEM) to examine the predictive 
ability of the variables and test the thesis hypotheses and research model (Chapter 4 – 
pages 225-229).  
I) Reasoning for adopting a PLS approach 
 Structural equation modelling (SEM) was first developed to be used in 
econometrics models, but it gained a considerable and rigorous use in marketing (Babin 
et al., 2008). SEM can be conducted using two possible approaches: a covariance based 
approach (CB-SEM) and a partial least squares approach (PLS-SEM). They 
differentiate considerably in their estimation procedure as PLS-SEM uses an ordinary 
least squares estimation approach with the goal of minimizing error terms and maxing 
the explained variance of the model (R2); while CB-PLS uses a maximum likelihood 
estimation approach and aims at reproducing a covariance based matrix (Hair et al., 
2014; Hair et al., 2011). 
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A CB-SEM approach is more popular in marketing; nonetheless, researchers are 
increasingly considering the advantages of a PLS-SEM approach (see Table 3.6) to the 
point that it has been referred to as the “silver bullet” of research (Hair et al., 2011: 
139). Table 3.6 displays a summary of the aspects that should be considered when 
selecting between a CB-SEM or a PLS-SEM approach. If the data fit the assumptions of 
CB-SEM, it is expected that both CB-SEM and PLS-SEM will produce similar results 
(Hair et al., 2011). PLS-SEM has been criticised for the lack of global goodness-of-fit 
indexes. Thus, PLS-SEM models require a careful analysis as it will be described 
shortly (Hair et al., 2014; Hair et al., 2011; Hair et al., 2012; Henseler et al., 2012). 
 
 Table 3.6- Aspects to consider when selecting between PLS-SEM and CB-SEM (Adapted from Hair et 
al., 2011) 
 PLS-SEM CB-SEM 
Research objective - Predict key target constructs or to 
identify key drivers 
- Exploratory research or extension 
of existing theory 
 -  Theory testing, theory 




- Formative constructs are part of 
the model. 
 
- Error terms require additional 
specification 
Structural model - Complex models - Non-recursive models 
Data attributes/ algorithm - It can be used with smaller 
samples and non-normal 
distributions 
 
- Meets the assumptions of 
minimum sample size and 
normal distributions 
Model Evaluation - The plan is to use latent 
variables’ scores in future analysis 
- Research requires global 
goodness–of-fit criterion and 




This study uses a PLS-SEM approach due to its exploratory nature a PLS-SEM 
approached was selected because it aims to test the current theory and developing a 
theoretical model rather than confirmation. Furthermore, the non-normal distribution of 





II) Data analysis software: WarpPLS (V.5)  
Most relationships in behavioural sciences are non-linear, U-Curve or S-curve 
relationships, but still most SEM software products fail to identify these relationships 
(Kock, 2010).  Hence, SEM software products do not compute for moderating variables 
and nonlinear relationships between the latent variables. The only exception to this rule 
is WarpPLS (Kock, 2010), which is currently in its 5th version. WarpPLS recognises 
these warped relationships between latent variables and accounts for non-linearity 
(Kock, 2010). As a consequence, the relationships in WarpPLS are more realistic for the 
behavioural sciences. Another advantage of WarpPLS is the automatic estimation of p-
values for each of the relationships, which is a great advantage considering that the p-
values of the paths are one the primary criteria in the evaluation of the structural model.  
The terminology used in a PLS-SEM study differs considerably from the CB-
SEM terminology (Henseler et al., 2009). PLS-SEM models can be divided into inner 
and outer models. The relationships between the unobserved or latent variables are 
referred to as the inner model, while the relationships between the latent variables and 
the observed/manifest variables in the model are referred to as outer model (Henseler et 
al., 2009). The outer model algorithm (weights and loadings) used was PLS regression, 
and the inner model algorithm (path coefficients) was the Warp3, which “tries to 
identify the relationships among latent variables defined by functions whose first 
derivatives are U-curves” (Kock, 2015: 25). The resampling method used was Stable3, 






III) Inner model analysis 
The primary way of measuring the fit of a model is based on the significance of 
the paths and the explained variance of the model (R2) (Hair et al., 2011). According to 
Hair et al. (2011), R2 value of 0.25, 0.5 and 0.75 can be considered low, medium and 
high, respectively; while Chin (1998) considers R2 values of 0.19, 0.33, 0.67 to be 
weak, medium and substantial,  respectively. However, in consumer behaviour 
R2 values such as 0.20 or 0.25 can already be considered substantial (Hair et al., 2014; 
Henseler et al., 2012).  
 WarpPLS provides the path coefficient (β) and effect sizes (f2). The β presents 
the trend of warped relationships, and they are accompanied with the one-tailed p-value. 
Hence, the β should be significant at the 0.05 significance level. The f2 follows the 
guidelines proposed by Cohen (1988) for stepwise regression procedure, but it had to be 
adapted for the PLS algorithm (Kock, 2015). Cohen (1988) suggests that a f2 value of 
0.02 is weak, 0.15 is moderate and 0.35 is high. Paths which have f2smaller than 0.02 
are too low to be included in the model and, thus, should be deleted (Cohen, 1988; 
Kock, 2015).  
WarpPLS provides ten global model fit and quality indices (Kock, 2015). The 
model fit indices consist of the: average path coefficient (APC), average R-squared 
(ARS), average adjusted R2 (AARS), Tenenhaus GoF (GoF), average block variance 
inflation factor (AVIF), average full collinearity variance inflation factor (AFVIF), 
Simpson’s paradox ratio (SPR), R2 contribution ratio (RSCR), statistical suppression 
ratio (SSR) and non-linear bivariate causality direction ration (NLBCDR) .  
The APC, ARS and AARS should be significant at the 0.05 level. The ARS 
tends to increase and the APC tends to decrease when a new variable is added to the 
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model (Kock, 2015). The AARS corrects for the inflation in the R2 that does not 
account for explanatory power (Kock, 2015).  
Tenenhaus et al. (2005) proposed a global goodness-of-fit index for PLS-SEM 
named Tenenhaus (GoF). The GoF is the “geometric mean of the average communality 
and average R2” (Wetzels et al., 2009: 187). Wetzels et al. (2009) suggest that a GoF 
should be considered small if greater or equal to 0.1, medium if greater or equal to 0.25 
and large if greater or equal to 0.36. Nonetheless, the use of GoF is controversial and 
authors suggest that it should not be used (Hair et al., 2012) or that it should be used 
with caution (Henseler et al., 2009). The GoF will be reported in this study, but it is 
used in conjunction with other indices to assess the model fit (Kock, 2015). 
Lateral collinearity takes place when the causal predictors are actually very 
similar, while vertical collinearity is the “typical predictor-predictor collinearity” (Kock 
& Lynn, 2012: 547) of two very similar predictors within a model. Multi-collinearity 
can lead to questionable results and, thus, the collinearity of the models and variables 
within the model should be carefully analysed. The AVIF and AFVIF should be less 
than 3.3 which indicates that the model does not present problems with multi-
collinearity (Kock, 2015). The AVIF tends to increase if new variables are added to the 
model (increases the vertical collinearity), while the AFVIF tends to increase if 
variables add full-collinearity to the model (Kock, 2015). Both indices should always be 
analysed and reported. In addition, Kock (2015) suggests that the VIF should be below 
3.3 for all the variables in the model. 
The SPR indicates if the paths in the model are either implausible or reversible 
(Kock, 2015). If the SPR is equal to 1, this indicates that Simpson’s paradox does not 
take place. If not possible, the SPR should be greater than 0.7, which indicates that 70% 
of the paths in the model do not have evidence of the Simpson’s paradox (Kock, 2015). 
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Simpson’s paradox suggests causality problems that might influence the results and 
interpretation. In addition,  Kock (2015) suggests that it is important to check for the 
path correlations ratio to be more cautious and certain that Simpson’s paradox is not 
present in the model, or that the model is free from causal problems. The path 
correlation ratio should be smaller than 1.3 and with a p-value lower than 0.05 (Kock, 
2015).  
The RSCR index is an experimental index available in WarpPLS. It measures 
the extent to which a model is free from negative relationships (Kock, 2015). If it is 
equal to 1, the model is free from any negative relationships (Kock, 2015). This 
indicator should be greater than 0.9, which means that the sum of positive R2 “makes up 
at least 90% of the total sum of R2  contributions in a model” (Kock, 2015: 52)  
The SSR index is based on MacKinnon et al. (2000) guidelines to identify 
suppression and confounding effects. The SSR index is also an experimental feature, 
and, thus, Kock (2015) guides users to treat it as such. Values should be greater than 
0.7, which means that statistical suppression is not present in 70% of the paths (Kock, 
2015).  
The NLBCDR index measures the extent to which bivariate non-linear 
coefficients of association are supportive of the causal directions in the model (Kock, 
2015). This index is also in the experimental stage and it should be greater than 0.7. 
This means that the reverse relationships in the models are not fully supported or are 






IV) Outer model analysis 
The outer model fit was measured based on the validity and reliability tests 
mentioned under the exploratory factor analysis (see Table 3.8). In addition, to establish 
convergent validity the outer loadings of the constructs were analysed. Hence, the outer 
loading relevance test suggested by Hair et al. (2014) was applied (see Figure 3.7). 
 
Figure 3.7- Outer loading relevance test (Adapted from Hair et al., 2014: 104) 
 Divergent validity was established in this stage through two different 
measures proposed by Hair et al. (2014). Firstly, the indicator’s outer loading should be 
higher than its loadings with other constructs (Hair et al., 2014; Henseler et al., 2009). 








Outer loading is > 
0.40 but < 0.70 
Analyse the impact 
of indicator on 
AVE  
Outer loading is > 
0.70 
Retain indicator  
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Table 3.7 – Inner model quality indices 
Criterion Description 
 
𝐑𝟐 of endogenous variables 
 
 Small if greater or equal to 0.19, medium if greater of equal to 
0.33 and large if greater or equal to 0.67  
(Chin, 1998). 
 
Path Coefficients (β) 
 
Should be significant at the 0.05 level (one-tailed p-value) (Kock, 
2015) 
 
𝐟𝟐 Effect sizes 
 
Small if greater or equal to 0.02, medium if greater of equal to 0.15 
and large if greater or equal to 0.35 (Cohen, 1988) 
 
Average path coefficient (APC) 
Average R-squared (ARS) 
Average adjusted 𝐑𝟐 (AARS) 
 
Should be significant at the 0.05 level (one-tailed p-value) (Cohen, 
1988)  
Tenenhaus Goodness-of-fit (GoF) 
 
Small if greater or equal to 0.1, medium if greater of equal to 0.25 
and large if greater or equal to 0.36 (Wetzels et al., 2009). 
. 
Average block variance inflation 
factor (AVIF) 
Average full collinearity variance 
inflation factor (AFVIF) 
 
Smaller than 3.3 (Kock, 2015) 
Simpson’s paradox ratio (SPR) 
𝐑𝟐 contribution ratio (RSCR) 
 
Acceptable if greater than 0.7. Ideally it should be equal to 1 
(Kock, 2015).  
Path correlation ratio 
 
 
These paths ratios should not be greater than 1.3, and with a p-
value for this correlation be less than 0.05 (Kock, 2015). 
Statistical suppression ratio 
(SSR) 
Non-linear bivariate causality 
direction ration (NLBCDR) 
 
Acceptable if greater than 0.7 (Kock, 2015) 
 
Table 3.8– Outer model reliability and validity 
Criterion  Description 
 
Reliability Cronbach Alpha- should be greater than 0.7, but 0.6 is acceptable 
for exploratory research (Hair et al., 2006). 
 
Composite reliability –should be greater than 0.8(Hair et al., 2014). 
 
Indicator’s outer loadings should be greater than 0.7. If the outer 
loading is below 0.7, the reliability and validity of the scales (if the 
indicator) is deleted should be carefully analysed (Hair et al., 
2014). 
 
Convergent validity AVE should be higher than 0.5 (Henseler et al., 2009). 
 
Analysis of the outer-loadings (See Figure 3.7). 
 
Discriminant validity The squared root of the AVE should be higher than its correlation 
with other variables in the model (Fornell & Larcker, 1981). 
 
An indicator’s outer loadings should be higher than its cross-
loadings with other constructs (Henseler et al., 2009). 
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3.4.2.6 Phase V- Multi-group comparison 
In order to test possible multi-group differences, PLS multi-group comparisons 
(PLS-MGA) were carried. The multi-group comparisons were conducted by dividing 
the sample based on the 1) consumers’ age group; 2) gender of the respondents and 
gender of the celebrity; and 3) celebrity field. The significance of the difference of the 
path coefficients (β) and explained variances (R2) were compared using the guidelines 
provided by Kock (2014) which use the Satterthwaitte method. This particular method 
takes into consideration different sample sizes and standard errors for the path 
coefficients when analysing if the path coefficients are significantly different (Kock, 
2014). P-values for the Satterthwaitte method should not be smaller than 0.05 (one-
tailed) if significant differences between the two groups do exist.  
The significance of the difference in the  R2 values of two different groups 
should be calculated using the same method (Satterthwaitte). Thus, using the formula: 






















 This chapter presents the findings of the qualitative stage of this research. As 
mentioned in Chapter 3 of this thesis, a qualitative approach comprised the first stage of 
this study due to the limited existing research on the specific personal characteristics of 
influential celebrities and their complex relationships with consumers.   
The main objectives of this research stage (and this chapter) are:  
1. To gain a more detailed understanding of the main personality attributes of 
influential celebrities. 
2. To understand the complex relationships that consumers develop with 
celebrities. 
3. To explore the relationship between consumers’ aspirational goals and their 
favourite celebrities.  
4. To better understand how consumers are influenced by their favourite 
celebrities.  
5. To refine and develop the instrument of the quantitative stage. 
6. To refine and develop the research model and hypotheses, which will be 
tested in the quantitative stage of this study (Chapter 5). 
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To address the research objectives of this study, four phases of qualitative 
research were conducted in this thesis and gathered complimentary data: 
Phase I: The first phase of this study consists of exploratory unstructured 
observations and discussions with tourists and people who work in service jobs in 
Hollywood, Los Angeles. The main objective of this section was to gain a firsthand 
experience of the celebrity capital of the world and to explore possible research paths. 
Hence, due to its heavily exploratory nature, it followed an unstructured procedure. This 
stage identifies and explores some of the main issues surrounding the celebrity industry 
beyond the knowledge that can be obtained from the existing literature. The data 
collected in this stage includes: 
o The experience of the Hollywood environment and the Los Angeles celebrity 
industry.  
o A celebrity tour experience - a narrated tour guide of the celebrity houses and key 
celebrity locations, such as Beverly Hills.  
o Brief interviews with tourists and people who work in Hollywood. This includes 
an interview with a person who works at the Oscar venue, Dolby theatre, and 
who, consequently, interacts directly with some of the world’s most famous 
celebrities.  
o Warner Brother’s studio tour experience.  
Phase II: The second phase of the qualitative data collection consists of depth 
interviews with five casting agents in Australia and the United States. Casting agents 
are considered experts in identifying individuals who have the potential to work in the 
entertainment industry (theatre, music, television or cinema). The research objective 




Phase III: The third stage of the qualitative data consists of depth interviews 
with thirteen university students (consumers). The main objectives of the depth 
interviews were to gain a better understanding of the complex relationships consumers 
develop with their celebrities and to explore how celebrities are perceived and some of 
the main implications. 
Phase IV: The fourth stage of the qualitative section of this study consists of six 
small focus groups with young and middle age adults in Australia. The objective of this 
stage was to gain information at a group level considering that celebrities are a 
reflection of social norms and social aspirations. In total, 69 individuals participated in 
Phases I, II, III and IV of the qualitative stage (Table 4.1).  
   Table 4.1- Qualitative stage sample 
  Sample information 
Phase I- General observations of the 
celebrity industry (consumers and 
employees in the celeb industry of 
Los Angeles 
 
General population of visitors to the celebrity capital and 
Hollywood factories; Los Angeles employees in service 
industries, convenience samples of N=20 people in total 
who participate (consumers, visitors and service 
employees) in the celebrity industry. 
Phase II – Depth Interviews with 
casting agents. 
5 depth interviews.  2 depth interviews with Los 
Angeles-based casting agents and 3 depth interviews 
with Perth-based casting agents. 
Phase III –Depth interviews with 
consumers  
13 depth interviews 
6 depth interviews with female students  (4 younger than 25 
years of age, 2 older than 25 years of age) 
7 depth interviews with male students (4 younger than 25 
years of age and 3 older than 25 years of age). 
Phase IV-  Focus groups with 
consumers 
6 small focus groups in total 
3 focus groups with postgraduate university students (6 
participants in each)  
3  Focus group with undergraduate students (one with 4 
participants and one with 5 participants) 




This chapter reports the findings of each of these stages separately. The chapter 
concludes with a synthesis of the findings and presents the refined research model and 
hypotheses. Figure 4.1 illustrates the structure of Chapter 4. 
Figure 4.1– Structure of Chapter 4 
 
4.1 Findings of Phase I: Observations and discussions 
with people who visit or work in Hollywood   
  Los Angeles seems to be the ‘natural’ home and tourist destination for many 
intense celebrity worshipers. However, it is arguable that even those who are not intense 
celebrity worshippers get immersed into the celebrity scene when they spend time in 
Los Angeles. As a tourist in Los Angeles, it is evident that the eminent lives of 
celebrities are a form of entertainment (Gabler, 1998). Celebrities seem to be perceived 
as the royalty of the city. For example, it is remarkable the number of people willing to 
sit down for hours in front of a movie premiere, just to get a brief glimpse of the 
celebrities. The preferential treatment of the celebrities becomes clear by observing the 
red carpet of a movie release being prepared and highlights celebrities’ lifestyles as 
being in their “own special world” (Gabler, 1998: 187). The preferential treatment of 
celebrities can even extend to unexpected scenarios. For example, even the Beverly 
Chapter 4  
4.1 Phase I- 
Observations and 
short discussions 
with people who 
visit or work in 
Los Angeles 





















Hills jail seems to be notorious for its relative luxury, where inmates can pay a daily 
rate for more privacy and benefits.  
Los Angeles is the place where ordinary people can get a distant but yet close 
look at the lifestyle of their favourite celebrities (Howell, 2014). The celebrity tour 
through the celebrities’ mansions and Beverly Hills’ most well-known celebrity spots 
highlight the visibility and appeal of the glamorous and exciting lifestyle of the ‘rich 
and famous’, and make more evident the obviously large gap between the lives of the 
celebrities and those of ‘ordinary’ people. Nonetheless, these types of celebrity tours 
lead people to believe that they are in a ‘midst of a fantasy’ (Howell, 2014: 131). For 
many, it seems difficult to observe the glamorous and exciting lifestyle of the celebrities 
and not aspire for the same or small parts of it. In general, the message sent by the 
evident glamorous lifestyle of celebrities is that happiness can be bought, and that “we 
will feel better about ourselves if we are surrounded by symbols of worth-toys that 
others admire, clothes and adornments that convey attractiveness, or image products 
that communicate self-importance and aliveness” (Kasser, 2003: xi).  
 Nonetheless, there is a strange paradox when as a visitor you discover that the 
pools and large backyards seem empty and lifeless. Perhaps, the researchers’ perception 
of the emptiness of the mansions is consistent with the underpinning factors that lead to 
an empty self “characterised by strivings for self-contained individualism, autonomy, 
self-sufficiency, and attempts to master the environment for one's own needs” (Reeves 
et al., 2012: 675). It seems very rare to see people using the facilities of the mansions, 
which is understandable considering the large number of tourist tours passing near the 
houses of the celebrities. The tour guide, who passes through these houses at least three 
times a day, reports how unusual it is to see a celebrity around their houses. It seems 
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that having a mansion in Beverly Hills or Hollywood is another heuristic attribute of 
celebrity branding.  
The researcher identified that service establishments in Los Angeles proudly 
display pictures of the celebrities who have been there. This seems to increase the 
perceived symbolic value of a service business, mostly because consumers feel 
associated with stars. There are a remarkable number of products sold because they are 
similar to those owned by celebrities or used in movies. The feeling of association with 
reference groups, such as celebrities, may lead consumers to believe that they are 
socially integrated or share similarities with admired celebrities (Newman et al., 2011; 
Sheth & Parvatlyar, 1995).  
 In Los Angeles, it is clear that there are many aspiring entertainers who moved 
there for a job in the entertainment industry, but who end up working in the hospitality 
industry. With so many aspiring actors moving to Los Angeles, finding a job in the 
hospitality industry is more competitive in Los Angeles than in other places (Barry, 
2009). Jobs in the entertainment industry are very competitive; thus, it is not surprising 
that aspiring actors need to find extra work to pay the bills (Barry, 2009; Turner et al., 
2006).  
During the conversations that the researcher had with locals, it seems that people 
from Los Angeles have mixed attitudes towards celebrities. Some seem to dislike the 
attention that celebrities receive and to believe that celebrities are attention-seekers; 
while others praise celebrities and are very happy to talk about the last time they have 
seen someone famous. In addition, conversations led the researcher to believe that 
different types of celebrities are related to different types of aspirations. Hence, it 
became clearer to the researcher that this path of study could lead to fruitful research 
outcomes.    
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4.2. Findings of phase II: Depth interviews with casting 
agents 
Turner et al. (2006) propose that casting agents have one of the most traditional 
roles in the entertainment industry. Casting agents are key contacts for aspiring 
entertainers. Behind a successful actor/musician, there is usually a good casting agent. 
Casting agents need to develop a network of contacts that will enable them to find work 
for the people who they represent. Nonetheless, the main objective of casting agents is 
to please television networks, movie studios and producers as they are their main clients 
(Turner et al., 2006).  
The entertainment industry seems to operate at a constant surplus of people, 
which means that there are more aspiring actors, musicians or entertainers than actual  
jobs (Turner et al., 2006). Hence, this makes casting agents “part of a massive filtration 
system for the entertainment industry” (Turner et al., 2006: 774). To succeed in this 
industry casting agents need to recruit selectively. The recruitment of talented 
individuals is important, so there is a high competition among casting agents for 
talented individuals that meet the high expectations of producers, studios and television 
networks (Turner et al., 2006). In order to do so, casting agents need to have a very deep 
understanding of the entertainment industry and the attributes required for someone to 
succeed.  
This following section presents the findings of the interviews with casting 
agents. Firstly, Leximancer was used to explore the data. Secondly, a thematic analysis 
was conducted with the use of NVivo.  
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4.2.1 Leximancer analysis (depth interviews with casting agents) 
Firstly, the transcripts of the interviews with casting agents were explored with 
the use of Leximancer. The concept map created by Leximancer shows the words 
which are placed close to each other in the transcripts of the interviews (Leximancer, 
2011). The most important themes are placed in the centre of the concept map and are 
represented by bubbles in hot colours as the map is heat-mapped (Leximancer, 2011). 
Themes that are related are placed relatively closer to each other in the concept map, 
while the opposite happens to themes which are not related (Leximancer, 2011). The 
researcher changed the settings of Leximancer to exclude questions asked by the 
researcher. In addition, similar themes were merged, and concepts which were not 
meaningful, such as ‘stuff’ and ‘things’, were deleted from the final version of the 
concept map. These words are usually used in the colloquial language in ways that can 
imply many different meanings.  
Based on the concept map produced by Leximancer (see Figure 4.2), there are 
two key themes: ‘actors’ and ‘someone”, which are in red and dark orange. These 
themes are relatively consistent with the thematic analysis conducted by the researcher. 
The theme in red and dark brown represents the most important theme ‘actors’, which 
was the central topic of the interviews (see Figure 4.2). The theme ‘someone’ represents 
how casting agents referred to the types of people who they would like to represent. The 
overlap between the themes ‘someone’ and ‘people’, seem to highlight the importance 
of social skills in this industry. 
According to the concept map (see Figure 4.2), there is a relatively distant link 
between ‘skills’ and ‘looks’. ‘Skills’ represent basic skills required for an actor to 
succeed, such as talent and acting skills.  Additionally, it is interesting to notice the 
close link between ‘look’ and ‘important’. This relationship seems to highlight the 
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importance for aspiring entertainers to be physically attractive or to have a certain look 
for aspiring entertainers. The close link between the words ‘idea’ and ‘people’ shows 
that casting agents believe that certain people are more likely to succeed than others. 
These relationships will be explored in more depth in the thematic analysis. The close 
interlinks between ‘people’, ‘famous’ and ‘someone’ indicate that a lot of entertainment 
jobs are dependent on social networks and the ability to connect with influential people 
at all levels of the celebrity and fame value chain industry.  
 
Figure 4.2 –Leximancer concept map: depth interviews with casting agents findings  
 
It is important to notice that a Leximancer analysis can oversimplify concepts, 
which need to be carefully interpreted (Sotiriadou et al., 2014). Thus, Leximancer was 
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used for a visual representation and exploration of the data. The thematic analysis 
revealed more meaningful interpretations of the text. 
 4.2.2 Thematic analysis (depth interviews with casting agents) 
The thematic analysis of the depth interviews with casting agents can be 
divided into two main topics of discussion: 1) the key attributes of successful 
entertainers, and 2) people’s (aspiring celebrities) desire for fame.  
 4.2.1.1 The key attributes of successful entertainers  
The depth interviews with casting agents revealed six themes, which, according 
to casting agents, represent the main attributes of a successful human brand: 1) The’ 
it’ factor, 2) talent, 3) social skills, 4) professional skills, 5) self-Esteem and 6) physical 
appearance (see summary in Table 4.2). These key celebrity attributes will now be 
explored in more detail.  
Table 4.2- Depth interviews with casting agents summary of the main findings 




“Is what quality that person brings to the screen and that is almost beyond their 
control…..  How photogenic they are or …..It is not just about beauty, it is about how 
they will bring a presence to the screen”. 
 
‘There is something different that makes them stand out from the rest. It could be a 
look, or their personality. It is hard to describe, it is so individual and it changes for 





“There was this actor who was absolutely gorgeous looking, not the best actor. I have 
auditioned, probably in fact average… but was excellent in managing social 
interactions”. 
 
Social skills “Being talented is not enough; you have got to have social skills… This is primarily a 




“I would expect them to network, stay sober…. And I would expect high level of 
professionalism, because they are representing every other actor on my books and me”.  
Self-Esteem  “Self-esteem is probably more important than in any other profession; it is insanely 




“I am more aware of physical appearance; looks are important… and I do take into 




I) Influential celebrities and the ‘it’ factor 
 Casting agents believe that there is something about certain individuals, which 
makes them stand out from others. This is consistent with authors of the celebrity 
literature who propose that “stars have a magical aura around them – a certain 
indefinable glowing something that mere mortals don’t have. You might call it the ‘it’ 
factor, or star quality or charisma- but whatever you call it, there is no denying that stars 
are set apart from the rest of us” (Lawrence, 2009: 4).  
Casting agents refer to the attributes that make someone charismatic as the ‘it’ 
factor, which they define similarly to Verčič and Verčič (2011) perception of charisma 
as it is the result of many attributes, such as communication skills and ability to inspire 
(Verčič & Verčič, 2011). The ‘it’ factor is a result of attributes, which make someone 
marketable (see Table 4.3). In addition, the outcomes of ‘it’ factor seem to be consistent 
with the organisational leadership literature, which suggests that idealised influence is a 
key outcome of charismatic leaders (Stone et al., 2004). 
Describing in words the ‘it’ factor verbally is a tough task, but casting agents say 
that they feel it when they see it. These industry experts believe that some people are 
just incredibly eye-catching and have a ‘special’ energy around them that is hard to 
describe and to put it into words (see Table 4.3). According to casting agents, a 
successful aspiring entertainer needs to have the ‘it’ factor to connect with an audience 
as it gives them personal energy and vivacity. 
In conclusion, the ‘it’ factor is very hard to measure and to understand. It seems 
to be a group of attributes that together differentiate a person. Perhaps, in many ways, it 
is similar to what makes some individuals more influential and popular than others on a 
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smaller scale, such as in a high school or work environment. Nonetheless, in the case of 
celebrities, it enables them to connect with a larger number of individuals.  
Table 4.3- Depth interviews with casting agents: the ‘it’ factor indicative comments 
Attribute  Casting agents indicative comments 
The ‘it’ factor “Something different that makes someone different from the rest. It could be a look, 
or their personality. It is hard to describe because it is very individual and it changes 
for each person, but certainly you can tell when someone has got that stuff …” 
(Los Angeles casting agent) 
 
“Sometimes you just meet people that have a certain vivacity about them …actors use 
their charisma to gain the opportunity to play roles and to be able to take us away 
for a couple of hours...”  
(Los Angeles casting agent) 
 
“There is quality that a person brings to the screen and that is almost beyond their 
control … It is not just about beauty, it is about they will bring a presence to the 
screen.” 
(Perth casting agent) 
 
 
II) Talent is not enough 
Caroline Barry, a Los Angeles casting agent, wrote a book to guide aspiring 
entertainers. She defines talent as a “marked innate, exceptional ability for artistic 
accomplishment” (Barry, 2009: 9). It is what makes someone exceptional in a particular 
field. Casting agents believe that some people develop skills in acting or signing faster 
than others due to a natural ability (see Table 4.4). On the other hand, ‘raw’ talent needs 
to be polished which is something that can be accomplished with time and training. In 
the case of actors, talent seems to be strongly related to imaginatively abilities (see 
Table 4.4).  
However, talent alone is not enough for an aspiring actor to succeed. Casting 
agents believe that it is easier to find work for someone who is good looking and not 
very talented than to find work for someone who is talented but not attractive. Table 4.4 
illustrates that talent is just one out of many important attributes which justify the 
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success of some celebrity brands. In addition, it is insightful to note how casting agents 
frequently refer to people as brands and products (see Table 4.4). 
Table 4.4- Depth interviews with casting agents: ‘talent is not enough’ indicative comments 
Attribute Casting agents indicative comments  
Imagination “If the door slammed really loudly, it would be normal for us to respond to that in a 
natural, in a physiological way, what the actor is able to do is to imagine that sound 
and respond as if it was happening for real.” 
(Perth casting agent) 
Talent and 
time 
“Most people need training to bring out the talent, but every now and again, I come 
across an organic actor who is actually a natural actor, they are amazing, but of 
course most of them still need training to improve that talent. It takes some time to 
understand the industry as well.” 
(Perth casting agent) 
Talent is not 
enough 
“Well, obviously for an actor they need to have talent. There has got to be some basic 
talent, some have it more than others. Some are talented; others are more handsome 
or prettier. “  
(Perth casting agent) 
 
“You may not be marketable. You may not be the brand they want.” 
(Los Angeles casting agent) 
 
 
III) Physical appearance and physical attractiveness  
The thematic analysis suggests that a certain look is a substantial part of the ‘it’ 
factor for a potentially successful celebrity brand (see Table 4.5). This is consistent with 
the existing literature, which suggests that attractive people tend to be more successful 
in a professional environment (Andreoni & Petrie, 2008; Hamermesh & Biddle, 1993). 
This has been referred to as the ‘beauty premium’ and is associated with the social 
expectancy theory which proposes that someone’s attractiveness has an impact on how 
people are expected to behave (Andreoni & Petrie, 2008). Thus, as most auditions have 
a relatively short duration, it is possible to expect that actors’ appearance influences 
producers or directors perceive them. In addition, according to casting agents, attractive 
individuals are more likely to connect with an audience, and, in such a competitive 
environment, physical appearance is now more important than ever before (see Table 
4.5). It seems that some casting agents prefer to work with someone who is not that 
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talented, but who has got a certain look than someone who is incredibly talented and 
who does not have a certain look. This is mostly because they recognise that it is hard to 
find work for those who are not attractive. This can be the ‘beauty premium’ of the 
entertainment industry.   
Table 4.5- Depth interviews with casting agents: the importance of physical attractiveness indicative 
comments 
Attribute Casting agents indicative comments  
Physical 
attractiveness 
“I think the looks are very important.  Commercially speaking, the looks are 99% of 
it... Sometimes the look is a little bit less vital, but it's still important. ” 
 (Los Angeles casting agent) 
 
“This actor wasn’t a particularly ‘top of his tree’ at the time he auditioned, but he had 
this blond hair and, a beautiful face... I suppose there is something there that you 
know will connect.”  
( Perth casting agent) 
 
“Appearance is important. For a celebrity to stand out, the first thing that people look 
at is appearance. It is the first thing that creates an impression. “ 
 (Los Angeles casting agent) 
 
 
IV) People skills   
 Celebrities are in the ‘people industry’ (Rojek, 2012: 27). According to Rojek 
(2012: 27), “knowing how to put people at their ease, take them into your confidence 
has high economic value and cultural cachet”. In addition, social skills are key for an 
individual to be perceived as charismatic because charisma is audience-based (Rein et 
al., 2006). For anyone to be considered charismatic, they need to be able to express 
appropriate behaviours, ideas, attitudes and manners based on the expectations of the 
audience (Rein et al., 2006; Verčič & Verčič, 2011). 
 Social skills are a reflection of the “cultural and interpersonal social norms that 
regulate interpersonal communication” (Riggio, 1986: 650). The term skill is used 
because it is assumed that it can be learned. Nonetheless, even though some social skills 
can be learned and adapted, there needs to be some basic natural gift, which is not found 
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in everyone (Rein et al., 2006). The underpinning reasons why some individuals can 
learn social skills faster or better than others is not a fully comprehended topic due to its 
obvious complexities. Social skills can be related to social and emotional intelligence. 
As briefly discussed in Chapter 2 of this thesis, social intelligence is composed of social 
empathy and effective verbal and non-verbal communication (Goleman, 2007). Social 
intelligence and emotional intelligence seem to be related because the ability to manage 
and express emotions are essential to the development of meaningful interpersonal 
relationships (Lopes et al., 2004).   
Aspiring entertainers need to be able to connect with other individuals on a 
social and parasocial level. Social connections and a network of contacts, perhaps 
similar to most professions, are important for aspiring actors as they need to create a 
network of contacts (casting agents, producers, directors, etc.) that will assist them to 
find more prominent jobs. And, therefore, social/ people skills were a constant theme 
during the interviews with casting agents (see Table 4.6).   
Table 4.6- Depth interviews with casting agents: social skills indicative comments 
Attribute Casting agents indicative comments  
Social Skills “100%. There is no point only being talented, you have got to have social skills. I 
think at this day and an age anyway because it is such a competitive industry and there 
is a lot of people looking to break into.” 
 ( Perth casting agent) 
 
“He is absolutely gorgeous looking, not the best actor I have auditioned, probably in 
fact middle, but he just has this wonderful attitude, go to parties, meet the directors, 
know them by their names and is nice to them” 




 V) Self-esteem 
 According to Leary and Baumeister (2000), self-esteem is a reflection of how 
an individual perceives to be assessed and valued by others. Casting agents believe that 
actors need to deal with constant rejections. In auditions, actors are, more often than not, 
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rejected for the roles they audition for, and, for this reason, they need to handle constant 
rejections (see Table 4.7). Self-esteem helps to deal with these rejections. Actors need to 
understand that a rejection for a role does not necessarily reflect their skills and personal 
value. Besides, they should be perceived to be comfortable with whom they are (see 
Table 4.7).  
Table 4.7- Depth interviews with casting agents: self-esteem indicative comments 
Attribute Casting agents indicative comments  
Self-Esteem “They need self-esteem because probably more than in any other profession, it 
is insanely difficult because every single audition you go for, you have the 
potential to be rejected.” 
(Perth Casting agent) 
 
“I think in almost any industry who can achieve relative success are people who 
are comfortable in their own skin.” 
(Los Angeles casting agents) 
 
 
VI) Professional attitude and conscientious 
Actors who behave professionally, especially in the years when they are still in 
the early stages of establishing a reputation for themselves, are more likely to succeed. 
Hence, casting agents want to represent actors who have a professional attitude (see 
Table 4.8).  
Table 4.8- Depth interviews with casting agents: professional skills indicative comments 




“Directors  want professional actors that are going to show up on time, they are 
going to learn their lines, easy to work with, … An audition is like a job 
interview, you expect the potential employees to be on time and be prepared”  
(Perth Casting agent) 
 
 
 4.2.1.2 People’s desire for fame: Dreaming to be a star 
The findings of the depth interviews with casting agents are consistent with 
previous studies which suggest that there is an increasing desire for fame among young 
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generations (Gountas et al., 2012; Twenge, 2014; Twenge & Campbell, 2009; Twenge 
et al., 2008). According to casting agents, the high number of young people who have 
never acted before and seek their services because they want to be famous creates a 
substantial challenge for the entertainment industry (see Table 4.9). People who simply 
want to be famous are mostly concerned with living the lives of the ‘rich and the 
famous’ instead of developing a skill (see Table 4.9). These are usually young people 
who have never acted before. Perhaps this can be interpreted as a form of consumerism; 
people want to ‘buy fame’ or the lifestyle of the famous without achieving it through 
their own merit and hard work.  
Table 4.9- Depth interviews with casting agents: ‘dreaming to be a star’ indicative comments 
Aspiration  Indicative comments – Casting agents 
Dreaming to be 
a star 
“That's the biggest problem in Los Angles, New York and Chicago. … There are a 
large number of people who want that instantaneous 15 minutes of fame and it really 
creates a problem.  There used to be a time where actors were people who had this 
drive and this passion to act …” (Los Angeles casting agent) 
“I probably get fifty e-mails a week from sexy blond bombshells, saying that they 
want to be a star  ...  If they said they wanted to be an actor, I might be interested, but 
since they want to be a star...” (Perth casting agent) 
 
   
Interestingly, one of the Los Angeles-based casting agents perceives an increase 
in the demand for her services after award ceremonies, such as the Golden Globe and 
the Oscar. According to the casting agent, these people seem to seek public recognition 
for their skills and achievements.  
4.3. Findings of Phase III: Depth interviews with 13 
university students / consumers 
This section presents the findings of the depth interviews with university 
students/consumers. The sample consists of 13 participants studying undergraduate and 
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postgraduate courses at one Western Australian University (see Table 4.10). The 13 
participants of the depth interviews were asked to list their three favourite and least 
favourite celebrities (see Table 4.10). The least liked celebrities served as a point of 
clear contrast. Some interviewees had problems to list their least favourite celebrities, 
but none of the respondents had problems to name their favourite celebrities. A wide 
variety of celebrities were listed and discussed during the depth interviews. A high 
number of participants listed politicians as their most or least admired celebrities, which 
indicates that politicians are perceived to be celebrities. In the case of politicians, 
political views seemed to be an important reason why they are admired or disliked. As it 
is not within the scope of this study to discuss political perspectives, the reasons why 
people like or dislike certain politicians are not included in the findings.  
 The analysis of the interviews suggests that people feel closer to television 
celebrities than music or cinema celebrities. This is because participants felt that they 
knew television celebrities better, which is consistent with the literature (Gamson, 1994; 
Langer, 2006). (Appendix 4.1 displays a summary of the relationships discussed in the 
interviews). Langer (2006), believes that cinema creates stars; while television creates 
personalities because the audience has more familiarity and accessibility to these types 
of celebrities personal attributes. 
Music celebrities, such as Justin Bieber, Miley Cyrus and Lady Gaga, were 
among the most common names of disliked celebrities. The participants of the depth 
interviews described that they dislike these celebrities because they are bad role models; 
this seems to highlight the role of music celebrities in the construction of social 
identities. According to the literature, music celebrities are important opinions leaders 
as they have an important role in the construction of social identities among younger 
audiences (Marshall, 2006).   
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Table 4.10- Summary of depth interviews with students / consumers 
Pseudo 
Name 
Course Gender Age 
Bracket 
Favourite celebrity Least Favourite celebrity 







-Ellen DeGeneres (Television) 
-Adele (Music) 
-Angelina Jolie (Cinema) 
 






-Anthony Kieds (Music) 
- Nelly (Music) 
-Kevin Parker (Music) 
 
-Justin Bieber (Music) 
-The Janoskians (Social Media) 







-Takuya Kimura (Music) 
-Yu-na Kim (Olympic skater) 
-Leonardo DiCaprio (Cinema) 
 
-Barrack Obama (Politics) 
-Justin Bieber (Music) 
-Kim Jeong-Eun (Politics) 





-Barrack Obama (Politics) 
-Anne Heathway (Cinema) 
-Ryan Gosling(Cinema) 
 
-Shapelle Corby (Involved in scandal) 




Female 26+ -Jamie Oliver (Television Chef) 
- Tiffany- K-pop (Music) 
-Angelina Jolie (cinema) 
 
-Lady Gaga (Music) 






-Bryan Cranston (Television) 
-Jennifer Lawrence (Cinema) 
-James Franco (Cinema) 
-Seth Rogen (Cinema) 







-Thomas Muller (Soccer) 
-Angelina Jolie (Cinema) 
-Oliver Kahn (Soccer) 
-Justin Bieber (Music) 
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Table 4.10 cont.- Summary of depth interviews with students / consumers 
Pseudo 
Name 
Course Gender Age 
Bracket 







-Tobias Schmeighofer (Cinema) 
-Robert Downey Jr. (Cinema) 
-Jim Parsons (Television) 
-Miley Cyrus (Music) 







-Justin Bieber (Music) 
-Channing Tatum (Cinema) 
-Jackie Chan (Cinema) 
-Nicki Minaj (Music) 
-Drake (Music) 
-Matt Damon (Cinema) 
 
 






-Leonardo DiCaprio (Cinema) 
-Jennifer Lawrence (Cinema) 
-Ellen DeGeneres 
(Television) 
-Lady Gaga (Music) 
-Miley Cyrus (Music) 
-Jack Black (Cinema) 
 






-Taylor Swift (Music) 
-Adam Sandler (Cinema) 
-Mark Walberg (Cinema) 
 
-Miley Cyrus (Music) 
-Kim Kardashian (Reality television) 
-Shockie (Reality Television) 






-Dwaine Johnson (Cinema) 
-Jason Statham (Cinema) 
-Matt Damon (Cinema) 
 
-Nicole Polizzi (Reality Television) 
-Jennifer Farley (Reality Television) 
 




- Barrack Obama (Politics) 
-Oprah (Television) 
-David Morisson (Academic)  
 






4.3.1 Leximancer analysis (depth interviews with 13 university students 
/consumers) 
The depth interviews were first explored in Leximancer. Similar concepts were 
merged and concepts which were not meaningful, such as ‘stuff’ and ‘things’, were 
deleted from the final version of the concept map. These words are usually used in the 
colloquial language in ways that can imply many different meanings. Sentences asked 
by the researcher during the interviews were not included in the analysis.  
Two themes emerged in the middle and in hot ‘colours’:  ‘people’ and ‘nice’. 
Other two central themes emerged in the centre Leximancer analysis: ‘watch’ and ‘life’. 
The theme ‘people’ is in the centre of the concept map and with a darker colour, which 
means that it is the most important theme. The concept ‘people’ was merged with 
‘person’ and implies how participants referred to the celebrities and the general 
population. It also highlights that celebrities are part of the ‘people industry’ (Rojek, 
2012). The proximity and overlap of the themes ‘people’ and ‘watch’ seem to highlight 
that public recognition and attention that celebrities receive are some of the main 
advantages that participants associated with celebrities’ fame. It is interesting to note the 
proximity of the concept ‘people’ with the concepts ‘feel’, ‘helps’, ‘influence’ and 
‘money’ (see Figures 4.3 and Figure 4.4); these concepts suggest that the audience 
develops feelings towards celebrities and some of the others main advantages of fame.  
The relatively central position of the theme ‘nice’ highlights the importance of 
celebrities to be perceived as agreeable and friendly (see Figure 4.3). Nonetheless, it is 
important to notice that Leximancer does not account for contradictory statements, such 
as participants who describe their disliked celebrities as ‘not a nice guy’; this is not 
necessarily a problem as it also highlights the importance of niceness and a celebrities’ 
personality attributes (see Figures 4.3 and 4.4). 
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Another central theme in the concept map is ‘life’, which seems to represent the 
lifestyle of the celebrities (see Figure 4.3). ‘Life’ has a close link with concept ‘bad’ 
(see Figures 4.3 and 4.4), but this close link needs to be analysed and interpreted with 
caution. The word bad was used to address different topics (see Table 4.11). The 
different usage of the word ‘bad’ provides an illustration of the limitations of an 
automated content analysis.  As previously mentioned, automated content analysis can 
be useful, but it needs to be analysed and interpreted with caution (Sotiriadou et al., 
2014).  
 
Figure 4.3– Leximancer conccept map: depth interviews with university students / cosnumers findings 
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Figure 4.4 - Leximancer concept cloud: depth interviews with university students / consumers findings 
Table 4.11- Depth interviews with students / consumers: illustrations of how the word ‘bad’ was used 
Illustrations of how the word ‘bad’ was used by depth interviews’ participants 
“She had bad relationships in the past and that is just something that we have in common I guess you 
would say.” 
“There was an ad, I think it was for Aston Martin.  And I thought ‘ why British actors are always 
portrayed as the bad guy?” 
“Yeah, and I mean whether it  is a good cause or bad cause…” 
“She has the potential to influence people’s lives and show people what is right and what is wrong, like 
show them the good path versus the bad path to be on.” 





4.3.2 Thematic analysis (depth interviews with 13 university students 
/consumers) 
The thematic analysis of the depth interviews are organised into three different 
parts: Part1) celebrity brands’ perceived attributes, Part2) consumers’ celebrity-like 
aspirations and Part3) celebrity role modelling (celebrity influence). Hence, these parts 
represent the main areas of the research model which will be refined prior to the 
quantitative stage (see Figure 4.5). Consumer-celebrity emotional bonds are addressed 
in the analysis of the other components of the model as it was inter-related to the other 
topics (see Figure 4.5). Multi-group differences are explored in the three parts (Parts 1, 
2 and 3) 
 
 
Figure 4.5 – Research model and structure of the topics discussed in the thematic analysis 
Positive celebrity 
brand attributes 











(social and material 











Parts 1, 2 and 3 
Multi-Group differences:  
Consumers’ Age Group 
Celebrity/ Consumer Gender Congruence 
Celebrity field 
 
Parts 1, 2 and 3 
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4.3.2.1 Part I – Celebrity brands’ perceived attributes  
Participants of the depth interviews were asked to describe how they perceived 
their most liked and disliked celebrities. Based on these descriptions, a pool of attributes 
and concepts was identified (see Table 4.12). These attributes seem to belong to five 
main themes for liked celebrities: 1) perceived talent and creativity, 2) physical 
appearance, 3) lifestyle and glamour, 4) agreeableness, and 5) socially inspirational 
attributes. For disliked celebrities, six main themes were identified: 1) attention-
seekers, 2) inconsistent behaviour, 3) Self-centred, 4) poor communications skills, 5) 
negative role models and 6) non-relatable. 
Table 4.12- Depth interviews with students / consumers: pool of adjectives and concepts which describe 
celebrities 
 
I) Liked celebrities’ perceived skills, talent and creativity 
Talent is a vague and controversial term (Cashmore, 2006; Rojek, 2001; 
Rowlands, 2008). This is mostly because talent is socially constructed and can have 
different meanings to different people (Rowlands, 2008). As a result, some individuals 
might perceive Britney Spears to be as talented as Beethoven, even if this is far from 
being true (Rowlands, 2008). During the interviews, it was evident that different 
individuals have differing perceptions of talent (see Table 4.13). Nonetheless, the 
findings of the depth interviews suggest that consistency, respect for the profession, 
originality and skills are positively associated with talent in the entertainment industry 
(see Table 4.13). There seems to be a relationship between talent and celebrity 
Characteristics of favourite celebrities (positive 
role model) 
Characteristics of least favourite celebrities 
(negative role model) 
Emotional connection, inspirational, friendly, 
humorous, attractive appearance, generous, 
courageous, confident, friendly, well-mannered, 
genuine, exciting,  persistent, non-materialistic, 
down to earth,  professional, family person, open-
minded, courageous, emotional, humble, 
cooperative. 
Non-relatable (no emotional connection), 
inconsistent behaviour, ill-mannered, materialist 
(only in it for the money), Self-centred, attention 




admiration as talent displays a celebrity’s competence in a particular field, and 
competence is an important aspect of admired individuals (Onu et al., 2016) 
Based on the responses of the depth interviews, talent seems to be more 
important for male participants than female participants, which indicates that there 
might be certain gender differences which can be explored in the quantitative stage of 
this research. In addition, even though the depth interviews suggest a high importance 
for a celebrity to be perceived as talented, it does not seem to be a determinant attribute 
in the creation of a strong celebrity brand. For example, some participants of the depth 
interviews consider their disliked celebrities to be talented, but these ‘talented’ 
celebrities were disliked because of their personality characteristics and behaviour. 
 
Table 4.13- Depth interviews with students / consumers: perceived work skills, talent and creativity 
indicative comments 
Attribute Indicative comments – depth interviews with 13 university students /  
consumers 
Consistency 
and respect for 
the profession 
“I would say talented because he has done many different consistently good roles.” 
(Diego, depth interview participant in relation to one of his admired celebrities, 
Jennifer Lawrence) 
 
“His message is that he really likes and respects what he is doing. He is not under 
pressure, it is not under anything.” 
(Britney, depth interview participant in relation to one of her admired celebrities, 
Jamie Oliver) 
 
Originality “I think she is famous because of her originality. She could be a stand-up 
comedian. It does come naturally. It is her originality that makes her famous … I 
like her because of her originality, humour and how she carries herself.” 
 (Britney, depth interview participant in relation to one of her admired celebrities, 
Ellen DeGeneres) 
 
“His voice is very unique… and the way he performs, the energy he brings to the 
stage. Just stuff like that”. 
(Andrew depth interview participant in relation to one of his admired celebrities, 
Anthony Kieds) 
 
Skills  “It takes a lot of skill, when people put work into their craft and do it properly” 
(Diego, depth interview participant in relation to one of his admired celebrities, 
Bryan Cranston) 





II) Liked celebrities’ physical appearance and attractiveness 
Social psychology studies suggest that attractive people are “happier, more 
successful, more well-adjusted, and generally better liked” (Davis, 2006: 559). The data 
collected during this stage suggest that physical attractiveness is important for a liked 
and successful celebrity. However, it is not all about the looks. The reasons why 
participants develop feelings towards celebrities are complex. For example, many 
attractive celebrities were disliked by the depth interview participants, and many famous 
people are not universally considered attractive; indicating that good looks are not 
enough in themselves to differentiate and make a celebrity.  
Female and male respondents expressed a desire to look more similar to some of 
their favourite celebrities. Consumers describe their favourite celebrities using words 
such as beautiful, sexy and good looking (see Table 4.14). However, there are different 
types of physical appearance which seem to connect with different consumers. More in-
depth research is needed to understand the differences in individual preferences for 
attractiveness, which may be influenced by age, gender, cultural and personality 
characteristics. 
Table 4.14 – Depth interviews with students / consumers: attractiveness indicative comments 
Attribute Indicative comments – depth interviews with 13 university students /  consumers 
Attractiveness “I think she is very pretty. Very bold and sexy person.” 
(Amanda, depth interview participant in relation to one of her admired celebrities, 
Angelina Jolie) 
 
“He is very talented. He is very good looking.  He is pretty.”  







III) Liked celebrities’ agreeableness and friendliness 
 An agreeable person is usually perceived as being good-natured, trusted and 
friendly (John et al., 2008). Celebrities with high agreeableness skills are described as 
approachable, friendly and kind (see Table 4.15). In addition, they can effectively 
communicate their ideas and emotions (socially intelligent), which seems to enable 
them to connect with an audience (see Table 4.15). Thus, this leads to certain celebrities 
being more likely to connect emotionally with an audience. They are genuinely able to 
communicate their ideas, feelings and lifestyle behaviours in a way that pleases their 
fans. However, while doing so, celebrities should be able to portray what is perceived to 
be a unique personality. After all, a celebrity gains a status of celebrity because of 
her/his personality and narrative (Gabler, 2001; Rojek, 2001, 2012).  
Table 4.15- Depth interviews with students / consumers: agreeableness indicative comments  
Attribute Indicative comments – depth interviews with 13 young consumers 
Agreeableness “Based on the interviews that I have seen, Matt seems like a really nice guy.” 
(Jordan, depth interview participant, referring to one of his favourite celebrities, 
Matt Damon) 
 
“He is a very friendly person He has many, a lot of friends from all ages and he has 
friends in every country because he is an artist and a star at the same time.” 
(Ben, depth interview participant, referring to one of his favourite celebrity, Takuya 
Kimura) 
 
“She has got all this talent and even outside the screen, she is down to earth, she is 
funny, she communicates really well on interviews…” 




IV) Liked celebrities’ socially inspirational attributes 
According to Rojek (2012), celebrities act as ‘life coaches’ for modern day 
consumers. In their cultural function of ‘life coaches’, celebrities provide “lifestyle tips 
and people skills” to ordinary people (Rojek, 2012: 175). The interviews indicated that 
celebrities who are perceived as socially inspirational tend to be more influential ‘life 
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coaches’. Participants seemed to admire celebrities who can motivate them to achieve 
outstanding accomplishments. For a celebrity to be perceived as socially inspirational, it 
appears that they need to be perceived as resilient, trustworthy and generous (see Table 
4.16). 
The depth interviews findings suggest that members of the audience seem to 
enjoy the underdog type of celebrities’ life stories. Underdogs are perceived to be less 
competitive and less likely to win a contest, but they have a “strong will and 
indefatigable spirit” (McGinnis & Gentry, 2009: 194). The inspiration motive seems to 
play a major role on why people connect with underdogs (McGinnis & Gentry, 2009). 
In addition, underdogs are means for consumers to witness fairness, and provide an 
opportunity for the underprivileged to succeed (McGinnis & Gentry, 2009). About half 
of the participants of the depth interviews, admire celebrities because of their courage 
and resilience when faced with challenges. These celebrities are perceived to have 
overcome challenging situations in their lives and succeeded despite the odds (see Table 
4.16). Jun et al. (2015) found that people who are more empathetic are more 
appreciative of underdog stories. Nonetheless, everyone faces difficulties, and it seems 
that celebrities are important figures in guiding ‘ordinary’ people to overcome personal 
problems and insecurities (Gabler, 1998). As the admiration literature suggests, admired 
individuals are inspirational as they motivate their admirers to accomplish similar 
outcomes (Onu et al., 2016; Schindler et al., 2013). In summary, the underdog 
celebrity’s life story seems to be a good tactic used to connect with consumers as it 
gives them the impression that celebrities help them to solve their personal problems. 
As discussed in Chapter 2 of this thesis, trustworthiness is about the perceived 
honesty of a celebrity (Erdogan, 1999). The findings of the depth interviews indicate 
that it is important for celebrities to be perceived as trustworthy and genuine in their 
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actions. Nonetheless, the perception of trustworthiness seems to be associated with 
additional celebrity attributes, such as generosity and compassion (see Table 4.16). This 
highlights the importance of celebrities to be involved in what Rojek (2012) refers to as 
‘celanthropy’. Celanthropy is the involvement of celebrities with charitable and 
humanitarian causes (Rojek, 2012). Being perceived as generous is a desirable and 
admirable quality because it shows that celebrities care and have noble feelings towards 
other fellow humans. Generosity is the opposite of selfishness and, therefore, liked 
celebrities often seem to develop an aura of selflessness. Displays of generosity enable 
consumers to trust and believe that celebrities’ emotions and feelings are real (see Table 
4.16). It is important to note that consumer’s personal characteristics influence the type 
of celebrity they perceive to be trustworthy, and they are more likely to trust others who 
seem to be more similar to themselves  (Stayman & Deshpande, 1989).   
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Table 4.16 - Depth interviews with students / consumers: socially inspirational attributes indicative 
comments 
Attribute  Indicative comments – depth interviews with 13 young consumers 
Resilience and 
courage 
“All three admired celebrities that I listed are really courageous, bold and brave. 
These would be the major differences between them and me.” 
(Amanda, depth interview participant, referring to her three favourite celebrity) 
 
“If most people were in that situation that they had nothing going for them, they 
would kill themselves. That is a bit extreme. They would do nothing about it or just 
stick to a regular desk job or something, but he persisted. So, he was like ‘yes, this 
is where I want to go, and so he just like kept going’ and then look at where he is 
now… “ 
(Carl, depth interview participant, referring to his favourite celebrity having 
dyslexia) 
 
“I think that the resilience, the way that he fought back to be out of drugs, that is no 
longer his life and he moved on and turned everything around. I think that you can 
work towards something new and forget about what has happened.” 
(Andrew, depth interview participant, referring to his favourite celebrity 





“She does not only do something for the fame. If someone just was going to do this 
for fame, they would just donate them a property and stuff. But Ellen actually went 
back to see how they had been in that period of time.” 
(Amanda, depth interview participant, referring to her favourite celebrity, Ellen 
DeGeneres) 
 
“He seems genuinely nice, but not just fake nice. He seems like a nice guy. He 
seems, trustworthy, caring and generous.” 





“She gives a lot of money for donations. Lots of donations for the poor people 
worldwide.  She is a representative of the UNICEF.” 
(Ben, depth interview participant, referring to one of his favourite celebrities, Yu-na 
Kim) 
 
“He helps people. In Philippines when they had the flood, he went there for the kids, 
he made donations and sang songs for free just to make people happy, because 
people were really upset.” 




V) Liked celebrities’ lifestyle and glamour 
People enjoy imagining alternative lifestyles, such as those experienced by 
celebrities (Houran et al., 2005). It is a way to provisionally escape into another and, 
perhaps, more desirable reality (Houran et al., 2005; Rojek, 2012). According to Dyer 
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(2006), a glamorous celebrity lifestyle is the backbone of a celebrity personality as it 
connects with the audience’s aspirations. 
The findings of the depth interviews propose that consumers like and admire 
celebrities who have an interesting and exciting lifestyle (see Table 4.17). In addition, 
the findings of the qualitative study propose that people who are more materialistic 
perceive a greater benefit associated with celebrities’ exciting and glamorous lifestyles.  
These participants were also more likely to have their buying behaviour influenced by 
celebrities. Interestingly, even though participants clearly described the glamorous and 
exciting lifestyle of their favourite celebrities, they did not consider them to be 
narcissistic, materialistic or selfish. In addition, during the depth interviews, it was 
possible to explore some possible gender differences, and it seems that male participants 
perceived the lifestyle of their favourite celebrities to be more exciting than female 
participants did.  This can be analysed further in the quantitative stage of this research.   
Table 4.17- Depth interviews with students / consumers: exciting and glamorous lifestyle indicative 
comments. 




“So, I follow him on Twitter and he uploaded a photo with the quote ‘oh, I just 
bought a new private jet’, but he seems like a nice guy because he puts motivational 
sayings at different times because, you know, you have got keep on pushing on and 
stuff like that” 
(Jordan, depth interview participant, referring to the lifestyle of one  his favourite 
celebrities, Dwayne Johnson) 
 
“The thrill of being in front of so many people and the thrill he gets for that. Yeah, 
money and the image, an image that you are superior.” 
(Andrew, depth interview participant, referring to the lifestyle of his favourite 
celebrity, Anthony Kieds) 
 
“There are things that only famous people can do... they can do everything.” 
(Ben, depth interview participant in relation to the lifestyle of her three admired 
celebrities) 
 
“I think they are quite successful, they earn lots of money, they have got their dream 
houses, they travel all over the world. I think that is what common people want, the 
house, the car, travel and to enjoy life…” 






IV) Disliked celebrities’ attributes 
The attributes of disliked celebrities are similar to the interpersonal problems 
inventory proposed by Alden et al. (1990). In particular, three dimensions of the 
inventory were evident among disliked celebrities: intrusiveness, social avoidance and 
obsessiveness. Participants disliked celebrities whom they perceived to be self-centred 
and attention-seekers (Table 4.18). These celebrities were not perceived to be genuine 
and consistent in their actions, which led participants to believe that disliked celebrities 
were ‘fake’ (see Table 4.18).  
Additionally, participants disliked celebrities whom they considered aggressive, 
who have problems expressing themselves and/or who were perceived to be socially 
avoidant (see Table 4.18). In addition, participants perceived their disliked celebrities 
to be negative role models and negative examples to be followed by younger 
generations (see Table 4.18). This highlights the important role modelling function of 
celebrities. Another important aspect of disliked celebrities is that depth interview 
participants were not able to relate with their disliked celebrities because they were too 
different from their self-perception. 
Interestingly, when admired celebrities do not behave appropriately or 
misbehave, the participants of the depth interviews seemed to blame external factors, 
such as negative influence from their friends. The following passage illustrates this 
particular attitude: “The bad things that he is doing recently are because of the people 
who he hangs out with… I reckon they are using him and they are not really 
supportive.” (George, depth interview participant referring to the recent negative 
behaviour of his favourite celebrity, Justin Bieber) 
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 In regards to talent, a few depth interviewees disliked reality television 
celebrities because of their lack of talent. However, participants also listed music or 
television celebrities whom they assumed to be talented, but whom they disliked 
because of the celebrity’s perceived (negative) personality attributes.  
Table 4.18- Depth interviews with students / consumers: disliked celebrities’ attributes indicative 
comments 




“She is rebellious and doesn’t really think about the things she does, like the 
consequences of her actions. She kind of does whatever she wants, kind of like brat 
syndrome, rich kid syndrome. “ 
 (Amanda, depth interview participant in relation to one of her disliked celebrities, 
Miley Cyrus) 
 
“I think that the reason why they keep doing what they are doing, just so that they 
can get money and stuff like that.” 
(Elaine depth interview participant in relation to his disliked celebrities) 
 
“I think they are attention seekers, I think that they are not going to last. In the 
future they are going to be nobodies, but I guess they are making money at the 
moment so…” 





“You know when people are awkward and they make you feel awkward. They can’t 
really communicate properly with you and that is kind of cute when they are young 
… it gets a bit degrading after a while.” 





“I just think that the drastic change is weird.  She was a simple girl in Hannah 
Montana… It could be due to a teenage phase or something like that, but it is just 
hard to accept to see her like that. “ 
(Amanda, depth interview participant in relation to one of her disliked celebrities, 
Miley Cyrus) 
 
“It must have messed with their heads. And now I don’t even know what has 
happened to her. She has gone psycho. In the rehab and out of rehab.” 
 (Andrew, depth interview participant in relation to one of his disliked celebrities, 
Lindsay Lohan) 
 
“I feel like she is a bouncing ball... She is going crazy. Like a lot of people do, she 
just goes crazy. And she is trying to find herself, I guess, so she is the complete 
opposite of who she was. “ 








Table 4.18 cont.- Depth interviews with students / consumers: disliked celebrities’ attributes indicative 
comments 
Attribute  Indicative comments – depth interviews with 13 young consumers 
Self-Centred  “She is the type of person that is only about herself. She doesn’t care about other 
people or her fan base, you know? She is like ‘oh well I have got this much money, 
I am doing this, it is mine’.” 
(George, depth interview participant in relation to one of her disliked celebrities, 
Nicole Polizzi) 
 
“He just seems so stuck up, arrogant, only in it for himself, just wants to earn his 
money and doesn’t care for anything else. He is this sort of person.” 





“Younger people want to be like them and they are not a good examples, so they 
should be a bit more like this German actor because I think he is a very good 
example.” 
(Edward, depth interview participant in relation to one of his disliked celebrities, 
Justin Bieber) 
 
“She started out as a childhood star and all these young girls looked up to her. 
Now all these girls are seeing the way that she is presenting herself to the world. 
They see her looking hammered and on her music videos being completely naked. I 
think it is an inappropriate path for all these little kids to look up to, especially 
when they are growing up and are not they making their own decisions.” 





“I mean that is not my personality at all, so that we are completely different” 




Differences, lots of differences. I am not like a social climber, like I don’t … I am 
not really. I am not socially hungry, I guess. I am really not fame bothered. So, 
yeah that is a big difference. 




4.3.2.2 Part II- Consumers’ celebrity-like aspirations 
Celebrities are influential because they are symbolic representations of 
consumers’ aspirations (McCracken, 1989; Nayar, 2009). According to Nayar (2009: 
13), “a celebrity becomes the model of emulation, even idealisation because he or she is 
the sum total of desires and aspirations of the masses”. Celebrities are capable of 
influencing consumers’ lifestyle goals, which are important drivers of consumers’ 
buying decisions (Fishbach & Dhar, 2005). The 13 participants of the depth interviews 
were able to identify similarities between themselves and their favourite celebrities. 
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Most of these similarities were related with consumers’ ideal self-image (see Table 
4.19).  
Congruence between consumers’ aspirations and the celebrity lifestyle attributes 
seem to lead to a consumer-celebrity emotional connection. A match between 
consumers’ attitudes, aspirations/goals and behaviours, and the perceived celebrity 
attributes are key in consumer-celebrities emotional connections (Banister & Cocker, 
2013; Choi & Rifon, 2012). Participants’ favourite celebrities were perceived to be 
extraordinary in many different ways; it seemed that most of the interviewees’ (except 
Ben – see Table 4.19) feelings towards their favourite celebrities can be described as 
admiration. Nonetheless, Ben was highly influenced by his favourite celebrity and had a 
strong desire to be connected with celebrities, which is characteristic of celebrity 
worshipping (Schindler et al., 2013).  
In addition, the data from the depth interviews suggest that people, who perceive 
more advantages associated with being a celebrity, are more likely to feel a stronger 
relationship with their favourite celebrity and to be influenced by celebrities. Appendix 
4.1 displays a summary of the relationships participants of the depth interviewees have 
developed towards celebrities. 
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Passage which illustrates celebrity-like aspirations Passage which illustrates celebrity influence  
Amanda Female Social acceptance 
and respect. 
They know her true original personality and where she 
has come from and how she has transformed during the 
years.  … People actually appreciate her for her actual 
character...” 
“To actually love myself for whom I am… I think every 
individual has a different perception ... I learn this 
from this kind of people.” 
Andrew Male Social Influence. 
Social recognition.  
Exciting lifestyle.  
“The thrill of being in front of so many people and the 
thrill he gets for that. Yeah, money and the image, an 
image that you are superior.” 
 
“He has taught me that you can work towards 
something new and forget about what has happened. 
And just be resilient. Keep trying and never give up.” 
 




“He travels the universe, and they broadcast it. So it is 
kind of special thing. Only these people can do these 
things because they are extremely famous.” 
 
“If I have a next life, I would like to be him, like him.” 
 
“He is the model of Toyota, so I had a Toyota before … 
And he is the model of Gatsby, hair products, so I 
always use Gatsby hair products. He is the model of 
Nikon camera, so I am using Nikon camera. I want to 
be connected to him. So I am happy when I buy 
products that he has got. It makes me happy.” 
 
Carl Male Social respect. “What are the disadvantages of being famous? More 
people listen to you, and they watch you, and they look 
at you.” 
 
“I guess he has influenced me to be more persistent, 
like follow what you want to do.” 
Britney Female Social Influence. “I want to be like Jamie Oliver and contribute to 
someone because once you are famous, you can 
influence lots of people, that is what I think.” 
 
“Because I watch his program, I started to bake cakes 
and make deserts ... I started to cook because of him 
and eat healthier.” 
Christina Female Lifestyle. “I am not sure; sometimes I think yeah, it would be a 
good life. But sometimes I think when many want to 
make photos and interviews, it must be so annoying.” 
“I have a scarf with  his name.” 
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Passage which illustrates celebrity-like aspirations Passage which illustrates celebrity influence  
Diego Male Social recognition. 
Social Influence. 
‘To be able to say to people to know my name.” “The power thing, I want that power. “ 
Edward Male Social Influence. “Well, not every celebrity is rich, I think. They are just 
famous, so it is not the money. They have got a bit 
more influence because they are on television and 
radio and everybody listens to them.” 
 
Not clear 
George Male Social Influence. 
Social power. 
‘Money means having power. He has got a strong fan 
base, stronger than other bands/singers.” 
“I started donating money because of him, you know?” 
Danielle Female Social Influence. 
Social recognition. 
“Reach, influence, huge influence. Lots of people look 
up to him.” 
“He would influence some things like the whole going 
green thing. … When buying a car I will think of how it 
impacts the environment and stuff.” 
Elaine Female Money. Social 
Influence.  
“Money and she has the potential to influence other 
people and show people what is right and what is 
wrong, like show them a good path versus the bad path 
to be on.” 
 
“Listening to her music inspired me to get out of a bad 
relationship.” 
Jordan Male Social Influence. 
Social Power. Social 
power. Money. 
Lifestyle. 
“Well, influence. He has lots of money. He have, yeah. 
A lot of influence, you know, a lot of people follow 
what he says and what he does, you know? He has 
authority.” 
 
“I don’t miss their movies and read about them of 
social media.”  
 
Laura Female Social Influence. 
Access to 
opportunities. 
“You can have influence. You could influence society… 
For instance, if your child is on the waiting list in the 
best private school that child probably gets immediate 
attention.” 
 







The types of consumer’s aspirations to emulate celebrities identified in the depth 
interviews seem to belong to three main categories of aspirations: 1) social influence; 2) 
social approval and respect; and 3) glamour, money and hedonistically rich lifestyle. 
I) Celebrity-like aspiration: Social influence 
 According to Bourdieu (1974), social distinction is an important part of a 
person’s social capital. The distinctive social position of celebrities gives them an 
important and influential power over ‘ordinary’ people. The depth interview findings 
suggest that people seem to aspire to have the social influence (power) that celebrities 
have (see Table 4.20), which was one of the main perceived advantages of being 
famous. Therefore, people want to be heard and to feel that their opinions matter. The 
participants of the depth interviews would like to be able to influence positively other 
people’s behaviours, opinions and attitudes (see Table 4.20). Besides, interviewees 
justified their desire for social influence by mentioning that this would allow them to 
help the less fortunate members of society. However, research studies found that even 
though people are likely to mention altruistic reasons for fame, this does not portray 
their true intentions (Giles, 2000; Maltby, 2010).  




Indicative comments– depth interviews with 13 young consumers 
Social influence  “Influence because you can do a lot of good with that.” 
(Danielle, depth interview participant in relation to the main advantages associated 
with being a celebrity) 
 
“You have more influence because more people listen to you and they watch and 
look at you… you can either do bad things or you can do good things, so you have 
that influence. I think that is the biggest thing really” 
(Carl, depth interview participant in relation to the main advantages associated with 





II) Celebrity-like aspiration: Social recognition and respect 
 Fame can lead to social respect and a higher perception of self-worth (Braudy, 
1997; Giles, 2006). According to the literature, it seems that communication media and 
celebrities have played a major role upon consumers ‘need for social recognition and 
desire to be acknowledged and validated for their skills (Rojek, 2001; Twenge, 2014; 
Twenge & Campbell, 2009; Twenge et al., 2008). Positive social recognition seems to 
increase a person’s respect and sense of self-worth.  
The qualitative findings suggest that many people aspire to be more similar to 
their favourite celebrities because they want to be socially respected and recognised for 
their abilities and personal attributes (see Table 4.21). Social admiration denotes that the 
admired person has a valuable ability which is a desirable and useful asset (Schindler et 
al., 2013). Social respect and social acknowledgement is a valuable and desirable form 
of social capital. 
Table 4.21- Depth interviews with students / consumers: celebrity-like aspiration, social recognition and 
respect, indicative comments 
Celebrity-like 
Aspiration  
Indicative comments– depth interviews with 13 young consumers 
Social approval 
and respect 
“Because she is famous, people actually know the kind of person she is. They know 
her true original personality. They know where she has come from and how she has 
changed during the years.”  
(Amanda, depth interview participant in relation to the main advantages associated 
with being a celebrity) 
 
“I do like recognition for the work that I have done. It is not a matter of status, but 
just so that I know that the work that I do is appreciated. “  
(Danielle, depth interview participant in relation to the main advantages associated 
with being a celebrity) 
 
  
 III) Celebrity-like aspiration: Glamour, money and lifestyle 
To be a celebrity means to get the best tables at restaurants, receive invitations to 
greatest social gatherings, have the opportunity to travel the world in first class, and so 
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the list continues. As a result, the celebrity status leads to a lifestyle that only a selected 
few can have. In addition, it is important to highlight that material achievements are a 
reflection of success in today’s current environment. Aspirational desires for a better 
life (material and financial success) drive people’s search for alternative lifestyle 
solutions, and celebrity role models seem to fulfil this role (Holmes & Redmond, 2006).  
The findings of the depth interviews propose that celebrities’ fans are fascinated 
with the glamour gap between their lives and the lives of the celebrities; and that 
glamour, money and lifestyle are significant aspirational aspects of celebrities (see 
Table 4.22). Obviously, money is an aspirational part of a celebrity lifestyle, but 
participants of the depth interviews associated money with social power and the 
possibility to experience a more exciting hedonistic lifestyle (see Table 4.22).  
Interestingly, male participants of the depth interviews perceived the money and 
lifestyle of the celebrities to be particularly appealing, while the same was not observed 
during the interviews with female participants. Female participants associated money 
with social influence and emphasised the social approval and respect of the celebrities.  
Table 4.22– Depth interviews with students / consumers: celebrity-like aspiration, money and glamorous 
lifestyle, indicative comments. 
Celebrity-like 
Aspiration  
Indicative comments– depth interviews with 13 young consumers 
Glamour, money 
and lifestyle 
“I guess it would be alright to live his lifestyle. It is not that I envy it, but it would be 
cool just to see how it would be a day in the life of Kevin Parker.” 
(Andrew, depth interview participant in relation to the main advantages associated 
with being a celebrity) 
 
“He has a lot of money and if you have money, you have power in your hands to do 
anything…. He doesn’t have problems, like I want to go there and I haven’t got 
money, I can’t spend, “ 
(Diego, depth interview participant in relation to the main advantages associated with 
being a celebrity) 
 
“I think his lifestyle would have to be awesome.” 
(Jordan, depth interview participant in  relation to the main advantages associated 





4.3.2.3 Part III- Celebrity role modelling (celebrity influence) 
A celebrity’s symbolic meanings can influence consumers’ lives in many 
different and meaningful ways (Boon & Lomore, 2001; Lee et al., 2014; McCracken, 
1989). Celebrities are the symbol of success and of values considered important in 
society. If consumers are not able to emulate a celebrity’s fame, they can imitate smaller 
parts of their lifestyle and personality attributes. In addition, as discussed in Chapter 2, 
people are heavily influenced by their social environment (Bandura, 1986; Festinger, 
1954).  
The existing literature and depth interviews propose that there are different 
categories of celebrity influence: 1) celebrity influence upon consumers’ attitudes and 
opinions, and 2) celebrity influence upon consumers’ buying intentions (see Tables 4.23 
and 4.24). Celebrity influence upon consumers’ attitudes and opinions seem to reflect 
the feeling of adoration (Schindler, 2014), and adoration leads to emulation of 
behaviours and choices (Schindler, 2014; Schindler et al., 2015; Schindler et al., 2013). 
A substantial number of participants directly or indirectly admitted that a celebrity’s 
symbolic meanings can influence consumers’ lives in many different and meaningful 
ways (Boon & Lomore, 2001; Lee et al., 2014; McCracken, 1989). However, when 
some participants were asked ‘does this celebrity influence you?’, participants answered 
negatively to this question. They were more likely to admit to being influenced by 
celebrities during the discussion of other issues and questions. During the depth 
interviews, many participants used the third person, such as a friend or a family 




I) Celebrity influence upon consumers’ attitudes and opinions 
In Chapters 1 and 2 of this thesis, celebrities have a strong influence in shaping 
other people’s/fans’ attitudes, goals, opinions and identities  (Boon & Lomore, 2001; 
Gabler, 1998; McCracken, 1989; Rojek, 2001, 2012). Celebrities help ordinary people 
to make sense of their lives and lifestyles in many aspects, such as sexual orientation 
and class identity (Dyer, 2013). They teach people the most important social and 
personal attributes which are valued in a social context. Hence, they are opinion leaders 
with ‘referent power’ because consumers ‘look up’ to them (Shoham & Ruvio, 2008). 
In this way, they do not only have the ability to influence consumers’ buying 
preferences (McCutcheon et al., 2002), but also to shape personality traits and attitudes 
in many different and complex ways (Valente & Pumpuang, 2007). Table 4.23 
illustrates the influence that celebrities can have upon consumers’ opinions and 
attitudes. 
Table 4.23- Depth interviews with students / consumers:  celebrity influence upon consumers’ attitudes 
and opinions indicative comments 




“I guess he has influenced me to be more persistent, follow what I want.” 
(Carl, depth interview participant, in relation to one of his favourite 
celebrities, Ryan Gosling) 
 
“To actually love myself for whom I am. Instead of depending on people’s 
comments. … I learn this form this kind of people. “ 
(Amanda, depth interview participant in relation to one of his favourite 
celebrities, Adele) 
 
“Because I come from a family where, especially my grandpa, they really 
don’t accept adoption…. because my parents had family issues, couldn’t 
conceive and stuff like that… I would rather invest the money they spent by 
adopting a child …Because of Angelina I believe that I am more willing to 
adopting a child.”  
(Amanda, depth interview participant, in relation to one of his favourite 
celebrities, Angelina Jolie) 
 
“Because I watch his program, I started to bake cakes and make deserts ... I 
started to cook because of him and eat healthier.” 
(Britney, depth interview participant, in relation to one of his favourite 
celebrities, Jamie Oliver) 
 
“They influence attitudes. For me attitudes, are very important” 
(Laura, depth interview participant, in relation to her favourite celebrities) 
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The interviewees revealed, sometimes in a subtle manner, several aspects in 
which they are influenced by their favourite celebrities (see Table 4.23). Some topics 
and areas of celebrity influence can be sensitive and complex, such as child adoption 
(see Table 4.23). The female participants of the depth interviews seemed to be more 
willing to admit having their attitudes and opinions influenced by celebrities.  
II) Celebrity influence upon consumers’ buying intentions 
 As previously mentioned, celebrities are influential figures in shaping 
consumers’ buying intentions (Choi et al., 2005; Erdogan, 1999; Keel & Nataraajan, 
2012; Weisfeld-Spolter & Thakkar, 2011). The degree that participants admit to being 
influenced by celebrities varied considerably. The majority of the participants did not 
openly admit to being influenced by celebrities; nonetheless, there were some 
exceptions (see Table 4.24). Participants revealed the power of celebrities to influence 
their preferences of clothes, perfumes, electronics and even cars. Celebrity influence 
seems to take place when consumers identify their ideal selves with the image 
transmitted by celebrities, which Hoffner and Buchanan (2005) refers to as ‘wishful 
identification’. 
 In addition, the depth interviews revealed that gender congruence between the 
consumer and celebrity might have a major role in the degree that a celebrity is 
influential. For example, celebrity admirers seemed to look up to celebrities of the same 
gender in regards to their fashion style and physical appearance. The differences in 
consumer-celebrity relationships when both parties (consumer and celebrity) are of the 
same or opposite genders can be explored and lead to fruitful results in the quantitate 




Table 4.24- Depth interviews with students / consumers: celebrity influence upon consumers’ buying 
intentions indicative comments 




“They have their own styles and fashion …I am also learning to do that, like 
dress nicely. Sometimes that allows me to shop better.”  
(Amanda, depth interview participant,  in relation to her favourite celebrities) 
 
“I think that my friends, if you see them, they dress what celebrities dress and 
they buy what celebrities buy. This has never really appealed to me that much. 
But in saying that , I have got this bag here that is an Usher bag….I was 
buying a perfume and I thought ‘oh Usher is cool’, so I will get his perfume 
and the perfume came with a bag.” 
(Andrew, depth interview participant,  in relation celebrity influence) 
 
“He is the model of Toyota, so I had a Toyota before, now I have a BMW, but 
I had Toyota before. And he is the model of Gatsby, hair products, so I always 
use Gatsby hair products. He is the endorser of Nikon cameras, so I am using 
a Nikon camera.” 




4.4. Findings of Phase IV: Focus groups with consumers 
This section presents the findings of the 6 small focus groups. During the focus 
groups, celebrities’ fame, attributes and influence were discussed in an interactive 
mode. The focus groups followed a similar procedure as the depth interviews and 
participants were asked to name their favourite and least favourite celebrities, which 
were later discussed in more depth regarding their attributes. Hence, during the focus 
groups, a number of celebrities were discussed at the group level, which adds more 
information to the individual views obtained during the depth interviews. Celebrities 
from the fields of sports and cinema were especially popular during the group 
discussions (see Table 4.25). Interestingly, sports celebrities were substantially more 
popular during the focus group discussions than during the depth interviews. Hence, it 
seems that to discuss the lives of sports celebrities is more socially acceptable than to 
discuss the lives and personalities of celebrities from other fields. A smaller number of 
disliked celebrities, if compared to admired celebrities, was discussed during the focus 
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groups because participants of different focus groups listed the same names of disliked 
celebrities (e.g., Miley Cyrus, Paris Hilton and Justin Bieber) (see Table 4.25). 
Table 4.25 – Positive and negative celebrities’ role models discussed during the focus groups 
Positive celebrity role models 
Cinema Celebrities Television Celebrities Sports Celebrities Other and music 
celebrities  







Bruce Willis  (Actor) 
Paul Walker  (Actor) 
Sandra Bullock 




Ashton Kutcher (Actor) 
Blake Lively (Actress) 
Kim Kardashian 
(Reality TV) 
Oprah (TV show host) 
Ellen DeGeneres (TV 
show host) 
Jamie Oliver (TV Chef) 
 
Rafael Nadal (Tennis) 
Roger Federer (Tennis) 
David Beckman 
(Soccer) 
David Hill (Rugby) 
















The Beatles (Music) 
Hillary Duff (Music) 
 
Negative celebrity role models 
Cinema Celebrities Television Celebrities Sports Celebrities Music celebrities 
 





















Justin Bieber (Music) 




4.4.1 Leximancer analysis of the focus group discussions  
Firstly, the researcher explored the focus groups transcripts with Leximancer. 
The procedure was the same as the one followed for the depth interviews and similar 
concepts were merged, and non-meaningful concepts deleted. The concept map 
produced by Leximancer has two main themes, which appear in the centre of the 
concept map and in hot colours: ‘people’ and ‘look’. Other central themes discussed 




Figure 4.6 – Leximancer concept map: small focus groups findings 
  
The theme ‘people’ is in the centre of the concept map and with a darker colour, 
which means that it is the most important theme (see Figure 4.6). The central position of 
the theme ‘people’ is consistent with the position that this theme had in the Leximancer 
concept map of the depth interviews, and reinforces that celebrities are in the ‘people 
industry’ (Rojek, 2012). It is interesting to notice that the concept ‘influence’ is at the 
very centre of the theme ‘people’. There seem to be two reasons for this proximity: 1) 
social influence seems to be associated with famous people and 2) social influence is 
one of the main perceived advantages of being famous. In addition, it is interesting to 
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notice the proximity and overlap of the themes ‘people’ and ‘life’, which portray how 
the participants of the focus groups were interested in talking about the lifestyle of the 
celebrities as they highlighted many advantages associated with the lifestyle of 
celebrities. The overlap and proximity of the themes ‘life’ and ‘friends’ highlight the 
social aspect of a celebrity’s lifestyle.  
The theme ‘look’ was the second most important theme according to the 
Leximancer analysis (see Figure 4.6). However, this theme can be misleading because 
the word ‘look’ was not only used to refer to the celebrities’ physical appearance but 
also in expressions such as “If you look into celebrity gossip”. 
The theme ‘nice’ that was placed in the centre of the Leximancer concept map 
of the depth interviews, but it does not appear in the concept map of the focus groups. 
One possible reason for this may be that participants of the focus groups were not as 
willing to describe the personal characteristics of the celebrities in details and depth, 
which perhaps is the result of a sensitivity bias. The concept cloud (see Figure 4.7) 
provides a more detailed view of the concepts which were identified by Leximancer. 
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Figure 4.7 – Leximancer concept cloud: small focus groups findings 
  
 4.4.2 Thematic analysis of the focus groups discussions 
This section presents the thematic analysis of the focus groups transcripts. This 
section is structured based on the main components of the research model presented in 
Figure 4.5- page 180. Hence, the main sections of the focus groups thematic analysis are 
structured inti three parts: 1) celebrity bands perceived attributes, 2) consumers’ 
celebrity-like aspirations and emotional attachment, and 3) celebrity role modelling 
(celebrity influence). Multi-group differences are explored in the three parts. 
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4.4.2.1 Part 1- Celebrity brands perceived attributes 
The main themes that emerged in the thematic analysis of the focus groups in 
regards to the main celebrity’s attributes of liked and disliked celebrities are consistent 
with the themes identified in the depth interviews, but the focus groups discussions 
provided new insights about these themes. One new theme emerged during the 
discussions: a celebrity’s family life. 
I) Liked celebrities’ socially inspirational attributes: generosity, social 
influence 
The generosity of admired celebrities was a frequent topic of the focus groups 
discussions. Participants were, in general, well informed and excited to discuss how 
their admired celebrities have had a positive social influence upon society, which 
suggests a substantial importance for celebrities to be involved in ‘celanthropy’. 
Participants believed that it is important for celebrities to be genuinely involved in 
social or environmental causes (see Table 4.26). It seems the participants needed to 
believe that celebrities are trustworthy to believe that their generosity is not a publicity 
act. Otherwise, ‘celanthropy’ can be perceived as a way of celebrities to gain attention 
(Samman et al., 2009). Ilicic and Baxter (2014) proposed that a celebrity is perceived as 
more trustworthy when there is a consistency between the cause that they support and 
their perceived personality attributes.  
The finding of the focus groups is consistent with Samman et al. (2009) who 
proposed that when celebrities are involved with social causes, people are more 
influenced by the personal attributes of the celebrities than the actual cause. Participants 
did not seem to care or know much about the cause that their favourite celebrities were 
involved with; instead, they were more concerned about their favourite celebrities being 
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positive role model due to their engagement in noble causes (see Table 4.26). This may 
be a case of the ‘vampire effect’, in which the celebrity overshadows the product 
(Erfgen et al., 2015). Hence, in this scenario, the celebrity overshadows the social cause.  
Table 4.26- Focus groups: socially inspirational attributes indicative comments 
Attribute  Indicative comments –  Focus groups discussions 
Celanthropy “I can see them doing so much for humanity. They are doing something with their 
fame and their fortune. They are not just buying houses and properties and things 
like that.” 
(Focus group participant, university administrative staff in relation  to Brad Pitt and 
Angelina Jolie) 
 
“He would not only donate his own money… He would actually participate in 
helping these children or rebuilding a community.” 
(Focus group participant, university administrative staff in relation to Paul Walker) 
 
Genuine charity “A lot of them do charity work and stuff. It is not advertised that much, but they do 
that.” 
(Focus group participant, undergraduate student in relation to admired celebrities) 
 
“What confuses me is that while they like to highlight some important issues in the 
world, they don’t do much to change any of the situations that they are highlighting 
and, you know, it is nice to go and support some young kids that have health 
problems and help them to plant a tree, but in the end they are still super-ultra-rich 
people who I think have been idealised simply because they are rich and have 
interesting background.” 
(Focus group participant, postgraduate student in relation to celebrity charity) 
 
 
II) Liked celebrities’ physical appearance and lifestyle 
The participants of the focus groups discussed the importance of physical 
attractiveness and lifestyle of successful celebrities and the findings are consistent with 
those of the depth interviews with casting agents and consumers (see Table 4.27).  
Table 4.27 - Focus groups: physical appearance indicative comments 
Attribute  Indicative comments – Focus groups  
Physical 
appearance 
“For a person to stand out usually the first thing that people look at is appearance. 
Because that is the first thing that creates an impression. Like, the first 3 seconds.” 
(Focus group participant, undergraduate student) 
Lifestyle “You get like a really good lifestyle. Like, everything you have in your house is 
basically probably sponsored by a company.” 
(Focus group participant, undergraduate student) 
“Celebrities have such a perfect life, money, boyfriends, friends and going to nice 
parties. It is kind the ideal life that people want.” 
(Focus group participant, undergraduate student) 
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 III) Liked celebrities’ family brand 
A family brand can be an important part of a celebrity and enhance a celebrity 
brand (Parmentier, 2011).  A strong celebrity brand is usually the result of notorious 
marriages and children (Parmentier, 2011). The families of celebrities were a more 
common theme during the focus groups than if compared to the depth interviews, and it 
was brought up by many participants of different focus groups (see Table 4.28). In some 
cases, a celebrity’s family was mentioned because of the adoption of a child or the 
celebrities’ poor socioeconomic background. Hence, the family of a celebrity portrayed 
the generosity and resilience of admired celebrities. Also, the family orientation of a 
celebrity seemed to increase the celebrity’s perceived trustworthiness.  
Table 4.28 - Focus groups: positive family celebrity brands indicative comments 
Attribute  Indicative comments – Focus groups discussions 
Family brand “I like Sandra Bullock and appreciate her because she has adopted this child and 
you can tell that she is a really good mum.” 
(Focus group participant, postgraduate student in relation to Sandra Bullock) 
 
“He is a family man ‘look at his cute kids, wife is about to have another baby or 
whatever’. There is no scandal; it is just like that and it is nice.” 
(Focus group participant, university staff  in relation to Bruce Willis) 
 
“I like her because she adopts kids. It is really nice for her to do that …every time I 
hear something about Angelina Jolie, I think of the tattoo that she has in the back 
that was done in Thailand by a monk.” 
(Focus group participant, undergraduate student in relation to Angelina Jolie’s 
tattoo, which is a symbol to protect her Cambodian son, Maddox, and herself from 
bad luck)  
 
“Roger is a gentleman. I think he is a bit older and he has got the family and he 
comes across as a really nice guy, family oriented.” 
(Focus group participant, postgraduate student in relation to Roger Federer) 
 
“I think she is good. She is raising many kids she adopts from foreign countries, like 
Vietnam, Cambodia and some from Africa, I don’t remember exactly the country.”  







 IV) Liked celebrities’ talent  
People admire individuals who portray success (Schindler et al., 2013). As a 
consequence, the perception that a celebrity is talented is important to trigger 
consumers’ feelings of admiration. The focus groups’ findings seem to be consistent 
with the findings of the depth interviews (see Table 4.29). In particular, the focus 
groups participants discussed the importance of originality and consistency in 
celebrities’ talent (see Table 4.29). This seems to be consistent with Moulard et al. 
(2015) who proposed that celebrities who are not considered talented may be perceived 
as non-authentic. Hence, talent, originality and consistency are important parts of 
celebrities’ perceived authenticity. 
The focus groups participants highlighted different perspectives of how talent is 
perceived. Some people consider talent to be a natural gift that people are born with, 
while others perceive talent as a skill that can be developed with time (see Table 4.29). 
Table 4.29- Focus groups: talent indicative comments 
Attribute Indicative comments – Focus groups discussions 
Consistency 
and respect for 
the profession 
“You need a body of work as well. You need a significant amount of work to be able 
to claim for fame.” 
(Focus group participant) 
 
Originality “He is quite funny, and he also got talent and he is very kind, so it is easy to connect 
with people, and he has got great ideas and is creative in what he does. “ 






“They have to be at the top of their field in whatever they do, they have to be on the 
top. “ 
(Focus group participant, postgraduate student in reference to what he refers to as 
the ‘perfect’ celebrity) 
 
“Some of the famous people they don’t depend on the television media, they are 
famous because they are talented at painting, singing or whatever.” 
(Focus group participant, undergraduate student explaining that talent is what makes 
some people become a celebrity) 
 
Some celebrities are scouted because of their looks. Everything after that comes 
after, like they would send them for training before they debut. …..They kind of have 
the looks and then the talents come out for them 
(Focus group participant, undergraduate student explaining the reasons why some 




V) Disliked celebrities’ attributes  
The attributes of disliked celebrities which were discussed during the focus 
groups are consistent with the findings of the depth interviews (see Table 4.30).  
Table 4.30 - Focus groups: disliked celebrities’ attributes indicative comments 




“There are a lot of celebrities that I think are really shallow and things like that, 
and I am not into, I am not interested in them. I don’t read these funny magazines.” 
(Focus group participant, undergraduate student) 
 
“I look more at what the individual is like. If I think that they are too starry or filmy, 
then I am not really interested in looking at a movie.” 
(Focus group participant, undergraduate student) 
 
“Well, just being silly and doing things that are not good role models for young 
children. You know, alcohol and womanising, just being in the news for all the 
wrong reasons.” 
(Focus group participant, postgraduate student) 
 
 
During the focus groups, participants disagreed about how they perceived 
certain celebrities. For example, in one of the focus groups, the majority of the 
respondents perceived Kim Kardashian as shallow and not smart, but two participants 
defended Kim Kardashian’s personality and behaviours. One of the participants who 
defended and liked Kim Kardashian described her as a ‘perfectionist’ and funny person 
(see Table 4.31).  
Table 4.31 - Focus groups: differing perceptions of Kim Kardashian indicative comments  




“She is stupid. Her sisters, her mother as well, but people keep watching even if it 
looks really stupid.” 
(Focus group participant, undergraduate student explains why she dislikes Kim 
Kardashian) 
 
“She is very funny.  She likes to be a perfectionist. Like, when she was about to have 
her baby, she had not even organised the hospital room, but she was getting her 
nails done, her hair done… but she hadn’t even booked her room yet, like that was 
her first thing, she wanted to make sure her baby was beautiful or something like 
that, and it was just crazy, she just wanted it to be perfect besides the fact of having 
a room to deliver her baby.”  





4.4.2.2 Part II - Consumer-celebrity emotional connection and celebrity-like 
aspirations 
During the focus groups, participants were encouraged to discuss how they 
perceived themselves in comparison to their admired celebrities. It seems that when 
there is certain congruence between the values, life experiences and aspirations a more 
intense consumer-celebrity emotional attachment takes place (see Table 4.32). This 
congruence leads people to believe that they are connected and share a stronger 
emotional bond with their favourite celebrities (see Table 4.32).   
  Table 4.32 - Focus groups: consumer-celebrity emotional connections 





“Someone can be a fan if they feel connected to that person, even if they do not 
know that person personally, but when they have the feeling that they have the same 
perception, the same ideas, the same failures, they can get connected.” 
(Focus group participant, undergraduate student) 
 
“All these people have something that we don’t have, but as much as I would love to 
get, or have learned, at least some, gained what it is that they have, but I am 
missing. And then eventually one day I will be able to get to. Like, for example, 
Richard Branson, there is something that he has, and I do want, I would like to be 
like him as well.” 
(Focus group participant, undergraduate student) 
 
“My dreams are the main reason why I like football players.  I would like to have 
been a football player, a football manager, a football commentator, all related to 
football, but I recognised I am not really talented.” 
(Focus group participant, undergraduate student) 
 
 
The celebrity-like aspirations identified as common themes during the focus 
groups were similar to those identified in the depth interviews: social influence, social 
approval and celebrity lifestyle (see Table 4.33). In particular, the focus groups 
participants provided interesting insights in regards to social approval and respect 




   
Table 4.33 - Focus groups: participants’ celebrity-like aspirations indicative comments 
Celebrity-like 
aspirations 
Indicative comments – Focus groups 
Social influence  “But then you have to have the power to be able to help. We could do it and it 
wouldn’t make an impact, but someone like that who does it because their name is 
out there and they are famous, well known. I suppose they can do more.” 






“More famous you become, people know the value of you being famous and when 
in a movie probably increases the value of the movie, so things like that could be 
one of the reasons.” 
(Focus group participant, undergraduate student) 
 
“What about immortality in a way having your name on the board at Wimbledon. 
And having so much written about you, if you die, you are still famous.” 
(Focus group participant, postgraduate student) 
 
“Everyone at some level would want to be because if you want to be better if you 
want to achieve things that tights in with want to be famous.” 
(Focus group participant, postgraduate student) 
 
“I would like to have the recognition. I think hand in hand with the recognition is 
getting your message out there.” 






“They have the perception that celebrities have such a perfect life, money, 
boyfriends, friends and going to nice parties. It is kind the ideal life that people 
want.”  
(Focus group participant, undergraduate student) 
 
“Celebrities are always going to clubs and everything, being popular.  So people 
are like ‘so if I go to clubs, I go to parties and everything, I seem to be popular as 
well’, kind of thing.  Sometimes I wish my life was like that.” 
(Focus group participant, undergraduate student) 
 
 
Interestingly, the participants identified more disadvantages of being famous 
when in a social environment (focus groups) than when asked individually (depth 
interviews). Hence, some aspects of a celebrity’s lifestyle that they do not aspire for 
were often mentioned during the focus groups. Focus groups participants seemed to 
perceive invasion of privacy to be the main disadvantage of being in the public eye (see 
Table 4.34).  
Because communication media “sacrifice information for entertainment” 
(Turner, 2006: 493) and because there is a high demand for celebrity news (Gabler, 
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1998), celebrities need to deal with a constant intrusion into their private lives, which is 
an important aspect of a celebrity brand. Therefore, a certain degree of personal privacy 
invasion seems to be part of the ‘job description’ of a celebrity. Celebrities are public 
figures who are famous because of their public personality and personal narrative 
(Gabler, 1998).  
Table 4.34 - Focus groups: main perceived disadvantage of being famous indicative comments 




“It must be so horrible to be photographed every second of your life.” 
(Focus group participant, undergraduate student) 
 
“I think their personal life is not very well secure, you know? They don’t have lots 
of private time because it is all being chased by reporters.” 
(Focus group participant, undergraduate student) 
 
“It would be so horrible to be photographed every second of your life. 
(Focus group participant, postgraduate university student) 
 
They are probably just happy because of the money, but they don’t have the freedom 
to walk around like us 
(Focus group participant, postgraduate university student) 
 
 
4.4.2.3 Part III- Celebrity role modelling (celebrity influence) 
Focus groups participants seemed to be more willing to discuss celebrity 
influence than those who participated in the depth interviews. It seemed that when there 
was one participant who admitted of being influenced by celebrities, others would admit 
the same (see Table 4.35). However, similar to the depth interviews, many participants 
would refer to celebrity influence using a third person, and described how friend or 




Table 4.35 - Focus groups: celebrity influence indicative comments 




“When you see someone doing something that blows your mind, you go: ‘I 
want to do that’, ‘I want to be able to that because she/he did it’. And it is an 
inspiration to be better, to be stronger, to be faster, and to go higher. “ 
(Focus group participant, university postgraduate student) 
 
“She said, you don’t have to be skinny, curls are fine for people as well. I 
think that can be a positive influence.” 






“My cousin, she likes Selena Gomez, so she buys everything that she puts out, 
like perfumes and all of that.” 
(Focus group participant, undergraduate student) 
 
“I find her clothes very comfortable and I see a drink bottle and I go’ ah, I 
need that drink bottle. I am a bit bad in that sense … Lorna Jane clothes fits 
comfortably, they look good, and so I feel the need to spend a little more …. 
And it gives you the motivation to wear it because it is so expensive” 
(Focus group participant, undergraduate student) 
 
 
 4.5 Chapter conclusion Model refinement, hypothesis 
development and quantitative instrument development 
The qualitative component of this research assisted with the model refinement, 
hypothesis development and instrument development. Thus, this section summarises the 
main findings of the qualitative stage and explains some of the main aspects of the 
model that will be tested quantitatively.   
4.5.1 Summary of findings and instrument development 
 This section is structured based on the four main components of the research 
model (see Figure 4.5- Page 180): 1) positive celebrities’ brand attributes, 2) 
consumers’ celebrity-like aspirations, 3) consumer-celebrity emotional bonds and 4) 
celebrity role modelling (celebrity influence). 
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4.5.1.1 Positive celebrity brand attributes 
Table 4.36 displays the main positive attributes discussed during the qualitative 
data collection. A positive celebrity role model, as opposed to a negative celebrity role 
model, seems to require four main attributes: to be perceived as socially inspirational, 
talented, someone who has an exciting and glamorous lifestyle, and attractive. Some 
celebrities tend to be more inspirational role models for healthy lifestyles and socially 
caring causes, while others have a stronger role model influence on consumer’s hedonic 
and materialistic lifestyle choices. Different celebrity types/characters are likely to be 
associated, through imaginary relationships, with different groups of consumers and; 
thus, lead to different influences on behavioural choices and outcomes. 
Table 4.36 – Main attributes of admired celebrities as opposed to disliked celebrities 
 Depth interviews with 
casting agents 
Depth interviews with 
students 
Focus groups 
Attributes of a 
positive 
celebrity brand 
The ‘it’ factor 
Talent  
Social skills  
Professionalism 
Self-esteem  




Talent and creativity 
Physical attractiveness 





Talent and creativity 
Physical attractiveness 




I)  Celebrities’ socially inspirational attributes 
 Media personalities are symbolic representations of positive, rewarding and 
socially accepted behaviours (Bandura, 2004). According to Bandura, some celebrities 
and media characters are transitional role models because they “are shown transforming 
their lives by moving from uncertainty or discarding adverse styles of behaviour in 
favour of beneficial ones” (Bandura, 2004: 83). This seems to be consistent with the 
findings of the qualitative stage of this research. Transitional celebrities are those who 
are considered to be socially inspirational. As presented in this Chapter of the thesis, 
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there are three main facets of a socially inspirational celebrity: resilience, 
trustworthiness and generosity. There are no scales available which address the socially 
inspirational role of celebrities; thus a scale was developed with items adapted from the 
literature: 
- I perceive my favourite celebrity to be someone who does not give up when the 
situation seems hopeless. Adapted from Connor and Davidson (2003) – Resilience 
scale  
-  I perceive my favourite celebrity to be someone who is not easily discouraged by 
failures. Adapted from Connor and Davidson (2003) – Resilience scale  
- I perceive my favourite celebrity to be someone who likes challenges. Adapted from 
Connor and Davidson (2003) – Resilience scale  
- I perceive my favourite celebrity to be someone who cares for others who are in 
need of help. Adapted from Kasser and Ryan (1993)- Community feeling 
(aspirations index).   
- I perceive my favourite celebrity to be someone who helps others to improve their 
lives. Adapted from Kasser and Ryan (1993)- community feeling (aspirations 
index).   
- I perceive my favourite celebrity to be someone who tries to make the world a 
better place. Adapted from Kasser and Ryan (1993)- community feeling 
(aspirations index).   
- I perceive my favourite celebrity to be someone who is helpful and friendly towards 
others. Adapted from John et al. (1991) – Agreeableness (Big Five Inventory BFI). 
- I perceive my favourite celebrity to be someone who is a trustworthy person 
through his/her actions. New item. 
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These items all other measures used in this study will be tested and validated in the 
pilot study conducted with 150 university students (Chapter 5). 
II) Celebrities’ exciting and glamorous lifestyle 
Celebrity lifestyle seems to be a determinant factor in differentiating the ‘rich 
and famous’ from ‘ordinary’ people. The exciting and glamorous lives of the ‘rich and 
famous’ are one of the reasons why people are fascinated with celebrities (Houran et al., 
2005). Once again, due to the non-existence of scales which fully address the 
advantages of celebrities’ lifestyles, a scale was developed with adaptations from 
existing scales: 
- I perceive my favourite celebrity to be someone who has a fast-paced lifestyle. 
Adapted from John et al. (1991) – Extraversion (BFI). 
- I perceive my favourite celebrity to be someone who has an exciting lifestyle. 
Adapted from John et al. (1991) – Extraversion (BFI). 
- I perceive my favourite celebrity to be someone who is a sociable and outgoing 
person. Adapted from John et al. (1991) – Extraversion (BFI). 
- I perceive my favourite celebrity to be someone who lives a glamorous lifestyle. 
Adapted from Aaker (1997) –Sophistication (Brand Personality Attributes –BPA) 
- I perceive my favourite celebrity to be someone who likes upper-class products. 
Adapted from Aaker (1997) – Sophistication (BPA). 
III) Celebrity talent and skills 
Furthermore, the qualitative data suggest that some celebrities are admired 
because of their perceived talent and skills. Even though perhaps this is not a 
determinant attribute for a celebrity to be considered influential, this seems to be an 
important attribute for celebrity admiration. Admiration is the result of  “something that 
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people marvel at and may seek to investigate” (Schindler et al., 2013: 87). The 
qualitative data suggest that there are a few elements important for celebrities to be 
perceived as talented. These elements are: skills in a particular field, originality and 
consistency. Celebrity talent and creativity was measured with the items:  
- I perceive my favourite celebrity to be someone who is very talented in his/her 
respective field – New item.  
- I perceive my favourite celebrity to be someone who is original and often comes up 
with new ideas. Adapted from John et al. (1991) – Openness (BFI). 
- I perceive my favourite celebrity to be someone who has an active imagination. 
Adapted from John et al. (1991) – Openness (BFI). 
- I perceive my favourite celebrity to be someone who values artistic, aesthetic 
experiences. Adapted from John et al. (1991) – Openness (BFI). 
- I perceive my favourite celebrity to be someone who is consistent is his/her field of 
work. New item.  
IV) Celebrity attractiveness 
The qualitative findings suggest that there is a ‘beauty premium’ of the 
entertainment industry. Even though physical appearance and “good looks” are 
important, many famous people are not classed as attractive.  Good looks are not 
enough in themselves to differentiate and make a celebrity. However, the literature and 
qualitative findings still suggest that attractiveness is an important aspirational attribute 
of celebrities. Celebrity attractiveness was measured with the items:  
- I perceive my favourite celebrity to be good looking. Adapted from Ohanian 
(1990)- Attractiveness (Source Credibility Scale).  
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- I perceive my favourite celebrity to be attractive. Adapted from Ohanian (1990)- 
Attractiveness (Source Credibility Scale). 
- I perceive my favourite celebrity to be sexy. Adapted from Ohanian (1990)- 
Attractiveness (Source Credibility Scale).   
4.5.2.2 Consumers’ celebrity-like aspirations  
Social psychology and marketing researchers consider goals and aspirations to 
be important determinants of behaviour (Aarts et al., 2012; Bandura, 2004; Fishbach & 
Dhar, 2005). Individuals seek to adopt new goals when they notice a disparity between 
their current and desired states (Aarts et al., 2012). The lifestyle of the rich and famous 
seems to be everywhere. Hence, people are constantly reminded of the advantages of 
being a celebrity. Celebrities and the media in general “model how to translate a vision 
of a desired future in a set of achievable subgoals” (Bandura, 2004: 81). 
The findings of the depth interviews with casting agents suggest that there are a 
high number of people who ‘dream to be a star’. However, during the depth interviews 
and focus groups with students and potential consumers, it was not possible to clearly 
identify their ‘dream to be a star’. Nonetheless, it seems that participants aspire to have 
the influence, money, respect and lifestyle of the celebrities without being famous. 
Hence, the findings of the qualitative stage fit well with the quote: “Today men seek the 
kind of approval that applauds not their action but their personal attributes. They wish to 
be not so much esteemed as admired. They crave not fame but the glamour and 
excitement of celebrity. They want to be envied rather than respected” (Lasch, 1991: 
59). 
 The findings of the depth interviews and focus groups with potential consumers 
suggest that there are three types of celebrity-like aspirations: 1) Social influence, 2) 
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Social approval and respect and 3) Exciting and glamorous celebrity lifestyle. These 
three subgroups can be divided into two categories, which represent the social (social 
influence and social respect and approval), and material (exciting and glamorous 
celebrity lifestyle) outcomes of being famous. This is also consistent with Bandura 
(2004) who proposed that people’s motivations are regulated by three main outcomes: 
behavioural, social and material. Hence, outcome expectations concerned the material 
benefits and social reactions are important determinants of human behaviour and 
motivation (Bandura, 2004). Celebrity-like aspirations were measured by items adapted 
from  Kasser and Ryan (1996) and Gountas et al. (2012) need for fame scale.  
 I) Consumers’ aspirations/need to be as recognised and respected as 
celebrities 
Four items measured the aspirations to have the social benefits associated with 
celebrities: 
-  I wish I could have a positive impact in others people’s lives as my favourite 
celebrity has. Adapted from Kasser and Ryan (1996) – Community Feeling 
(aspirations index).  
- I wish my life was as meaningful as the life that my favourite celebrity has. 
Adapted from Kasser and Ryan (1996)- Self-acceptance (aspirations index). 
- I wish I could be as admired by other people as my favourite celebrity is. Adapted 
from Kasser and Ryan (1996)- Social recognition (aspirations index). 
-  I wish I could be as recognised for my work and my abilities as my favourite 





II) Consumers’ aspirations to have a celebrity-like lifestyle 
 Four items measured the celebrity-like material and lifestyle aspirations: 
- I would like to have expensive possessions as my favourite celebrity has. Adapted 
from Kasser and Ryan (1996)-  Financial success (aspirations index). 
- I would like to have a similar lifestyle as my favourite celebrity has. Adapted from 
Gountas et al. (2012) need for fame scale. 
- The lifestyle of my favourite celebrity appeals to me a lot. Adapted from Gountas et 
al. (2012) need for fame scale.  
- If I were as famous as my favourite celebrity, I believe that my life would be more 
exciting. Adapted from Gountas et al. (2012) need for fame scale.  
4.5.3.3 Consumer-celebrity emotional attachment: Celebrity admiration  
Positive feelings, such as admiration and adoration, help people to grow and 
develop their identities (Schindler et al., 2013). Admiration seems to lead to two distinct 
areas of celebrity influence: ideas/opinions and behavioural choices (Schindler et al., 
2013).  Internalisation leads to the adoption of ideas and values, while imitation leads to 
the shaping of behavioural responses (Schindler et al., 2013), which is consistent with 
the qualitative data. Celebrity admiration was selected to be analysed further in the 
quantitative stage of this study. It seems that admiration is particularly relevant in 
today’s social environment in which younger generations believe that they are entitled 
to the best things in life, such as those experienced by celebrities (Lasch, 1991). A 
materialistic lifestyle and social recognition are meaningful aspirations among a 
younger demographic of consumers. In addition, admiration is an emotion which is 
under-studied in the research literature, and the understanding of its outcomes can lead 
to substantial contributions.   
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Celebrity admiration was measured using an adapted version of Schindler et al. 
(2015) admiration scale:  
- I am continually impressed by something that my favourite celebrity does or has 
done.       
- I admire my favourite celebrity because of his/her characteristics or abilities. 
- I feel that my favourite celebrity’s ability or behaviour is admirable.   
- I admire my favourite celebrity because his/her roles (cinema/television) or music 
elates me. 
4.5.3.4 Celebrity influence 
Based on the existing literature and qualitative stage of this research, celebrity 
influence was divided into: 1) Celebrity influence upon consumers’ opinions and 
attitudes, and 2) Celebrity influence upon consumers’ buying preferences and 
intentions. The qualitative data displayed the complex ways that consumers tend to be 
influenced by celebrities. Celebrity influence can manifest in many different ways and 
in very personal and sensitive areas of someone’s lives and personal identities. 
Celebrities who manage to shape consumers’ attitudes and opinions seem to be those 
who influence their buying behaviour. Different celebrity types/characters can lead to 
different influences on behavioural choices and outcomes. 
People are willing to include others into the construction of their identities (Aron 
& Aron, 1997). The social learning theory proposes that people learn through 
modelling; thus, behavioural examples from other people are very influential character 
shaping forces (Bandura, 1971). The processes of behaviour imitation affect personal 
identification; as a result, people believe that they are similar to their role models 
(Bandura, 1971). In a social learning process, celebrities have become important 
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modelling forces because famous celebrities portray important symbolic brand 
meanings which are often imitated due to celebrities’ strong social influence on 
consumer aspirations (Bush, Martin, & Bush, 2004; McCracken, 1989; Um, 2013).   
Four items measured celebrity influence upon consumers’ opinions and 
lifestyle choices, which represent more intense consumer-celebrity relationships: 
-  My favourite celebrity influences the way I think about life. New item.  
- My favourite celebrity shapes and guides me. Adapted from Schindler et al. (2015) 
– adoration scale.  
- My favourite celebrity influences my lifestyle decisions. New item. 
Four items measured celebrity influence upon consumers' buying preferences:  
- My favourite celebrity influences my brand choices. New item.  
- My favourite celebrity influences my product choices. New item. 
- My favourite celebrity influences my fashion preferences. New item. 
4.5.3.4 Multi-group differences  
The qualitative stage and literature revealed some multi-group differences which 
will be tested in the quantitative stage of this research (Chapter 5).  
I) Consumers’ age  
 Previous studies suggest that consumers younger than 25 years of age are more 
likely to develop stronger relationships with celebrities and are more likely to be 
influenced by them (Boon & Lomore, 2001; Maltby & Day, 2011). However, the 
qualitative data does not seem to suggest that there is a difference between consumers 
from different age groups. Nonetheless, considering the nature of a qualitative approach 
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and small sample size, possible differences between age groups should be analysed in 
the quantitative stage of this research. Furthermore, previous studies do not fully 
address the differences in celebrity relationships from different age groups and their 
respective outcomes.  
II) Celebrity and consumer gender 
Male consumers seem to value different celebrities’ attributes when compared to 
female consumers. For instance, the qualitative data suggest that male participants tend 
to perceive the lives of their favourite celebrities as more exciting than female 
participants. On the other hand, it seems that female consumers tend to value the 
agreeableness and generosity of celebrities. Previous studies also suggest that the 
admirer’s gender and the gender of the admired celebrity lead to different types of fan 
and celebrity relationships. In particular, Hoffner and Buchanan (2005) found that 
‘wishful identification’ is more relevant when there is a gender congruence between the 
media character and television viewer.  
III) Celebrity field 
The qualitative data and literature suggest that there are substantial differences 
in how people relate to different types of celebrities (Marshall, 1997). For example, 
people feel closer to television celebrities mostly because they feel like they know them 
better than music or cinema celebrities (Langer, 2006). Marshall (1997) suggest that 
music celebrities seem to have an important role in the construction of social identities 
among younger audiences (Marshall, 2006).  
Many participants of the depth interviews listed politicians as their most or least 
admired celebrities. Sports celebrities were more popular in the focus group discussions 
than depth interviews. Nonetheless, these two types of celebrities (political and sports 
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celebrities) were not included in the next stage of this research. Political celebrities are 
liked because of their political views and ideals, and sports celebrities can be admired 
because they play for a particular team or represent the nation. Hence, these types of 
celebrities do not fit well with the research objectives of this study. As a result, the 
quantitative stage of this research will focus on entertainment celebrities (cinema, 
television or music).  
 4.5.2 Research model and hypotheses 
The qualitative findings assisted in refining the conceptual model and addressed 
the research objectives of this study. Figure 4.8 displays the model which will be tested 
in the quantitative stage of this work (Chapter 5). Table 4.37 presents the research 




Figure 4.8- Quantitative research model 
a) Socially Inspirational 
Attributes (resilience, 
trustworthiness, friendliness and 
generosity) 
Celebrities’ perceived attributes:  
b) Talent (consistency, originality 
and skills)  
C) Physical Attractiveness 
d) Exciting and glamorous 
lifestyle 
a) Recognition and respect  





b) Buying intentions 
a) Opinions and lifestyle 
H1a, b, c, d  
H2a, b, c, d 
H3a, b, c, d 
H4 a, b, c, d 




Multi-Group Analysis:  
a)Admirer Age Group 
b) Celebrity-Admirer Gender Congruence 
c) Celebrity field 
H11a, b, c 
H9a, b 
H10 





Table 4.37 – Research hypotheses to be tested in Chapter 5 
Research proposition presented in Chapter 2 
 
Research hypotheses to be tested in Chapter 5 
Research objective 1- To identify the main personality characteristics of influential celebrities’ brands 
 
P1- There are certain celebrity brand attributes which lead to 
stronger consumer-celebrity emotional bonds. 
P2- There is congruence between the perceived attributes of 
consumers favourite celebrities and consumers’ celebrity-like 
aspirations. 
P3- There are certain celebrity brand attributes which lead to 
more influential celebrities’ role models. 
 
H1a, b, c, d- Celebrities’ perceived a) socially inspirational attributes, b) talent, c) physical 
attractiveness and d) exciting and glamorous lifestyle; have a positive relationship with celebrity 
admiration. 
H2a, b, c, d- Celebrities’ perceived a) socially inspirational attributes, b) talent, c) physical 
attractiveness and d) exciting and glamorous lifestyle; have a positive relationship with consumers’ 
aspirations/need for recognition and respect. 
H3a, b, c, d- Celebrities’ perceived a) socially inspirational attributes, b) talent, c) physical 
attractiveness and d) exciting and glamorous lifestyle; have a positive relationship with consumers’ 
celebrity-like lifestyle aspirations. 
H4a, b, c, d- Celebrities’ perceived a) socially inspirational attributes, b) talent, c) physical 
attractiveness and d) exciting and glamorous lifestyle; have a positive relationship with celebrity 
influence upon consumers’ opinions and lifestyle choices. 
H5a, b, c, d- Celebrities’ perceived a) socially inspirational attributes, b) talent, c) physical 
attractiveness and d) exciting and glamorous lifestyle; have a positive relationship with celebrity 
influence upon consumers’ buying preferences. 
Research objective 2- To explore and identify the complex relationships consumers develop with admired celebrities 
 
P4- Consumer-celebrity emotional bonds influence consumers’ 
aspirations. 
H6a, b- Celebrity admiration has a positive relationship with a) consumers’ aspirations/need for 
recognition and respect, and b) consumers’ celebrity-like lifestyle aspirations.  
H7a, b- Celebrity admiration has a positive relationship with a) celebrity influence upon consumers’ 
opinions and lifestyle choices, and b) celebrity influence upon consumers’ buying preferences. 
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Table 4.37 cont.– Research hypotheses to be tested in Chapter 5 
Research proposition presented in Chapter 2 
 
Research hypotheses to be tested in Chapter 5 
Research objective 3 - To explore how consumers-celebrities relationships lead to consumers’ celebrity-like aspirations and celebrity behavioural emulation. 
  
P5- Consumers who have aspirations to emulate celebrities are 
more likely to be influenced (attitude formation and behavioural 
choices) by their favourite celebrities. 
P6- Celebrities who represent consumers’ aspirations have a 
positive influence upon consumers’ attitudes and buying 
behaviour. 
 
H8a, b- Consumers’ aspirations/need for recognition and respect have a positive relationship with 
a) celebrity influence upon consumers’ opinions and lifestyle choices, and b) celebrity influence 
upon consumers’ buying preferences. 
H9a, b- Consumers’ celebrity-like lifestyle aspirations have a positive relationship with a) celebrity 
influence upon consumers’ opinions and lifestyle choices, and b) celebrity influence upon 
consumers’ buying preferences. 
H10- Celebrity influence upon consumers’ opinions and lifestyle choices has a positive relationship 
with celebrity influence upon consumers’ buying preferences. 
Research objective 4- To understand possible multi-group differences that influence consumers-celebrities relationships (according to gender, age and celebrity 
type). 
P7- There are some multi-group differences (based on 
consumers’ age groups; Consumer/celebrity gender; Celebrity 
field) which can influence the research model.   
 
H11a, b, c- There are multi-group differences in how consumers relate with their favourite celebrities 
based on a) different age groups, b) consumer and celebrity gender congruence/incongruence, and 
c) celebrity field. 
More specifically:  
H11a- The overall model coefficients are stronger for younger demographics. 
 H11b- The overall model coefficients are stronger when there is a gender congruence between the 
celebrity and consumer. 




 4.5.2.1 Hypotheses Rationale 
H1a, b, c, d- Celebrities’ perceived a) socially inspirational attributes, b) talent, c) 
physical attractiveness and d) exciting and glamorous lifestyle; have a positive relationship 
with celebrity admiration. 
H1 Rationale: Admiration is an emotion elicited by an exceptional role model, who 
represents the admirer’s values or ideals (Schindler et al., 2013). The skills and talents of an 
admired person are perceived to be exceptional, but not magical which means that they are 
the outcome of training, skill refinement and hard work (Schindler, 2014). The qualitative 
stage of this research and literature review suggest that there are four main celebrity attributes 
which lead to celebrity admiration: celebrities’ perceived a) socially inspirational attributes, 
b) talent, c) physical attractiveness and d) exciting and glamorous lifestyle  
H2a, b, c, d- Celebrities’ perceived a) socially inspirational attributes, b) talent, c) 
physical attractiveness and d) exciting and glamorous lifestyle; have a positive relationship 
with consumers’ aspirations/need for recognition and respect. 
H3a, b, c, d- Celebrities’ perceived a) socially inspirational attributes, b) talent, c) 
physical attractiveness and d) exciting and glamorous lifestyle; have a positive relationship 
with consumers’ celebrity-like lifestyle aspirations. 
H2 and H3 Rationale:  Modelling influence leads to the learning and development of 
a new set of cognitive skills, behavioural and judgemental standards (Bandura, 1986). 
Learning from media personalities and, therefore, celebrities involves learning aspirations 
which are valued and esteemed in a social context (Bandura, 2001). Hence, celebrity 
attribute, such as celebrities’ perceived a) socially inspirational attributes, b) talent, c) 
physical attractiveness and d) exciting and glamorous lifestyle have a positive relationship to 
celebrity-like aspirations. 
H4a, b, c, d- Celebrities’ perceived a) socially inspirational attributes, b) talent, c) 
physical attractiveness and d) exciting and glamorous lifestyle; have a positive relationship 
with celebrity influence upon consumers’ opinions and lifestyle choices. 
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H5a, b, c, d- Celebrities’ perceived a) socially inspirational attributes, b) talent, c) 
physical attractiveness and d) exciting and glamorous lifestyle; have a positive relationship 
with celebrity influence upon consumers’ buying preferences. 
H4 and H5 Rationale: People are willing to include others into the construction of 
their identities (Aron & Aron, 1997). The social learning theory proposes that people learn 
through modelling; thus, behavioural examples from other people are very influential 
character shaping forces (Bandura, 1971). The processes of behaviour imitation affect 
personal identification; as a result, people believe that they are similar to their role models 
(Bandura, 1971). In a social learning process, celebrities have become important modelling 
forces because famous celebrities portray important symbolic brand meanings which are 
often imitated due to celebrities’ strong social influence on consumer aspirations (Bush, 
Martin, & Bush, 2004; McCracken, 1989; Um, 2013). Studies show that different types of 
celebrities can lead to two distinct areas of celebrity influence (Yue & Cheung, 2000; Yue et 
al., 2010), such as celebrity influence upon consumers’ opinions and lifestyle choices and 
celebrity influence upon consumers’ buying preferences. 
H6a, b- Celebrity admiration has a positive relationship with a) consumers’ 
aspirations/need for recognition and respect, and b) consumers’ celebrity-like lifestyle 
aspirations. 
H7a, b- Celebrity admiration has a positive relationship with a) celebrity influence upon 
consumers’ opinions and lifestyle choices, and b) celebrity influence upon consumers’ buying 
preferences. 
H6 and H7 Rationale: Studies propose that consumer-celebrities relationships can 
lead to celebrity influence upon consumers’ lifestyle choices, attitudes, appearance, values 
and behaviours (Basil, 1996; Boon & Lomore, 2001; Hoffner & Buchanan, 2005). Admired 
figures, such as celebrities, are inspirational role models who can encourage others to 
improve and achieve their ideals and aspirations (Algoe & Haidt, 2009; Bush et al., 2004; 
Escalas & Bettman, 2003; Lockwood et al., 2002; Lockwood & Kunda, 1997; Ruvio et al., 
2013; Schindler et al., 2015; Schindler et al., 2013). Admiration leads to achievement 
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aspirations for similar outcomes as the admired person (Schindler et al., 2015). Admired 
individuals are inspirational as they motivate their admirers to accomplish similar outcomes 
(Onu et al., 2016; Schindler et al., 2013). Hence, as it is proposed in the literature and 
findings of the qualitative stage of this work celebrities have can have an effect on 
consumers’ aspirations, opinions and buying preferences.  
H8a, b- Consumers’ aspirations/need for recognition and respect have a positive relationship 
with a) celebrity influence upon consumers’ opinions and lifestyle choices, and b) celebrity 
influence upon consumers’ buying preferences. 
H9a, b- Consumers’ celebrity-like lifestyle aspirations have a positive relationship with a) 
celebrity influence upon consumers’ opinions and lifestyle choices, and b) celebrity influence 
upon consumers’ buying preferences. 
H8 and H9 Rationale: Celebrities are influential because they are symbolic 
representations of consumers’ aspirations (McCracken, 1989; Nayar, 2009). According to 
Nayar (2009: 13), “a celebrity becomes the model of emulation, even idealisation because he 
or she is the sum total of desires and aspirations of the masses”. 
H10- Celebrity influence upon consumers’ opinions and lifestyle choices has a positive 
relationship with celebrity influence upon consumers’ buying preferences. 
H10 Rationale: Celebrities do not only have the ability to influence consumers’ 
buying preferences (McCutcheon et al., 2002), but also to shape personality traits and 
attitudes in many different and complex ways (Valente & Pumpuang, 2007).The qualitative 
stage suggests that celebrities who manage to shape consumers’ attitudes and opinions seem 
to be those who influence their buying behaviour. 
H11a- The overall model coefficients are stronger for younger demographics. 
H11a Rationale: Previous studies suggest that consumers younger than 25 years of 
age are more likely to develop stronger relationships with celebrities and are more likely to 
be influenced by them (Boon & Lomore, 2001; Maltby & Day, 2011). 
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H11b- The overall model coefficients are stronger when there is a gender congruence 
between the celebrity and consumer. 
H11b Rationale: Previous studies suggest that the admirer’s gender and the gender of 
the admired celebrity lead to different types of fan and celebrity relationships. In particular, 
Hoffner and Buchanan (2005) found that ‘wishful identification’ is more relevant when there 
is a gender congruence between the media character and television viewer.  
H11c- The overall model coefficients are stronger in the case of television celebrities. 
H11c Rationale: The qualitative data and literature suggest that there are substantial 
differences in how people relate to different types of celebrities (Marshall, 1997). In 
particular, television celebrities seem to be more influential. For example, people feel closer 
to television celebrities mostly because they feel like they know them better than music or 






Chapter 5 – Quantitative Results 
________________________________________ 
 
Chapter introduction  
This chapter presents the results of the quantitative stage of this research. The 
conceptual model developed and refined based on the qualitative findings was 
empirically tested at this stage of the research. Figure 5.1 illustrates the structure of this 
Chapter. 




5.1 Phase I - 
Pilot study 





5.3 Phase III- 
Measures and 
exploratory 
factor analysis  
5.4 Phase IV- 
PLS-SEM 
model 
5.5 Phase V- 
PLS multi-
group analysis 













5.1 Phase I - pilot study 
Before the collection of the final dataset, a pilot study was conducted with 
N=150 respondents to test and refine the quantitative instrument. The high number of 
respondents of the pilot study was important to assure a higher level of content validity 
as the scales were adapted to fit with the main objectives of this study. The data and 
feedback from survey respondents contributed to the establishment of content validity 
of the measures used in the final instrument. In addition, the pilot test contributed to the 
establishment of measure reliability, which takes place when the instrument presents 
consistent results. The pilot study supported the measures used in the instrument with 
some minor revisions summarised in Table 5.1 (See Appendix A5.1 for more 
information).  
     Table 5.1-- Pilot study: summary of revisions 
Measure Number of items 
Number of revisions 
Celebrities’ perceived attributes   
I) Celebrities’ perceived socially inspirational 
attributes (CelInsp) 
8 2 revised items 
II) Celebrities’ perceived creativity and talent (CelTal) 5 1 revised item 
III) Celebrities’ perceived exciting and glamorous 
lifestyle (CelLife) 
4 2 revised items 
IV) Celebrities’ perceived attractiveness (CelLook): 3 - 
Consumers’ celebrity-like aspirations   
I) Consumers’ aspirations to have a celebrity-like 
social influence and social recognition (AspRec) 
4 - 
II) Consumers’ aspirations to have a celebrity-like 
lifestyle (AspLife) 
4 - 
Feelings towards celebrities   
Celebrity Admiration 4 1 deleted item  
Celebrity influence   
I) Celebrity influence upon consumers’ opinions and 
attitudes 
3 - 




 The convergent and discriminant validity of the measures was confirmed with 
WarpPLS, software which will be used in the PLS-SEM analysis of the final dataset. 
All the variables presented convergent validity, AVE above 0.5 (Hair et al., 2014), and 
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discriminant validity, the square root of the AVE was higher than its correlations with 
other variables (Fornell & Larcker, 1981). In addition, all the measures presented 
Cronbach alpha (Cα) above 0.7 and composite reliability (CR) above 0.8, which suggest 
that the variables present acceptable reliability (See Appendix A5.1). 
5.2 Phase II - Data screening and descriptive statistics of 
all responses (respondent’s and celebrity’s characteristics / attributes) 
Firstly, the final dataset was inputted into an SPSS file and coded appropriately. 
Missing data did not represent more than 3% of any items or questions in the survey, 
which is not considered to be substantial (below 10%), and does not require any actions 
(Hair et al., 2006). Illogical answers from participants were deleted from the final 
dataset (e.g., flat liners).  
After the process of data screening, the researcher analysed the respondents’ and 
celebrities’ demographic characteristics. Table 5.2 displays the sample demographic 
characteristics. The sample of the final dataset consists of N = 611 Australian university 
students taking undergraduate (84.5%) and postgraduate (10%) courses at four Western 
Australian Universities. The average age of the participants was 27.5 years, with the 












Gender    
Male 183 30.0 30 
Female 426 69.7 70 
Missing answers 2 .3 - 
Age    
18-25 380 62.2 62.4 
26-35 117 19.1 19.2 
36-45 61 10.0 10.0 
46-55 40 6.6 6.6 
55+ 11 1.8 1.8 
Missing answers 2 .3 - 
Relationship status    
Single  275 45.0 46.1 
In a serious 
relationship/ married 
321 52.5 53.9 
Missing answers 15 2.5 - 
Student level    
Undergraduate  516 84.5 89.4 
Postgraduate  61 10 10.6 
Missing answers 34 5.6 - 
Field of study    
Business 143 23.4 25.1 
Law 62 10.1 10.7 
Arts 102 16.7 17.9 
Education 71 11.6 12.5 
Science 151 24.7 26.5 
Psychology 37 6.1 6.5 
Information technology 3 .5 .5 
Missing answers 42 6.9 - 
 
In the first question of the survey, respondents were asked to name their 
favourite celebrity from the entertainment field (television, cinema or music). Emma 
Watson and Johnny Depp, both cinema celebrities, were the two most common names 
of admired celebrities (see Table 5.3), and a surprisingly high number of other 
celebrities were listed (322 celebrities in total).   
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Table 5.3- Respondents’ 10 most frequently listed favourite celebrities’ field, gender and nationality 
Listed favourite 
celebrity (Top 10) 
 





1- Emma Watson  Acting (movie) Female British 20 
2- Johnny Depp  Acting (movie) Male American (US) 19 
2- Taylor Swift Music Female American (US) 19 
4- Beyonce Music Female American (US) 15 
5- Jennifer Lawrence Acting (movie) Female American (US) 12 
6- Angelina Jolie Acting (movie) Female American (US) 10 
6- Kim Kardarshian  Reality Tv/socialite Female American (US) 10 
8- Leonardo DiCaprio Acting (movie) Male American (US) 9 
9- Tom Hiddlestone Acting (movie) Male British 8 
10- Channing Tatum  Acting (movie) Male American (US) 7 
10- Matt Damon Acting (movie) Male American (US) 7 
10- Robert Downey Jr. Acting (movie) Male American (US) 7 




The majority of respondents’ favourite celebrities were male (56.8%) and under 
46 years of age (65.8%, see Table 5.4). Female celebrities were listed less often, but 
they represent four out of the five most frequently listed celebrities (see Tables 5.3 and 
5.4). Cinema celebrities were among the most popular names (45.3%), followed by 
music celebrities (29.8%) and television celebrities (21.3%, see Table 5.4). 








Celebrity Gender   
Male 347 56.8 
Female 264 43.2 
Celebrity Age   
14-25 93 15.2 
26-35 169 27.7 
36-45 140 22.9 
46-55 104 17.0 
55+ 86 14.1 
Dead 19 3.1 
Celebrity Field   
Cinema celebrities 277 45.3 
Music celebrities 182 29.8 
Television celebrities  130 21.3 
Other (radio commentators, 




The majority of male respondents had a favourite celebrity of the same gender 
(82.5%); while close to half of the female respondents named a favourite female 
celebrity (54.2%, see Table 5.5). Hence, men seem to be more likely to admire 
celebrities of the same gender than women.  









Male Male 151 82.5 
(N=183) Female 32 17.5 
Female Male 195 45.8 
(N=426) Female 231 54.2 
 
Almost half of the respondents (47.1%) follow their favourite celebrity through 
a social media channel (see Table 5.6). Facebook was the most common site through 
which respondents were connected with their favourite celebrity (35.7%), followed by 
Instagram (23.6%) and Twitter (17.2%, see Table 5.6).  
 Table 5.6- Respondent/celebrity social media relationship 
Social media  
Percentage of respondents who are connected with 






Number of social media sites through which 








Social media sites through which participants are 










5.3 Phase III- Measures and exploratory factor analysis 
(EFA) 
An EFA was adopted to explore the dimensionality of the indicators used in this 
research.  In addition, a split sample EFA and PLS-SEM analysis was conducted to test 
for the validity of the measures and model. The findings of the split sample EFA and 
CFA are available in Appendix A5.2. As per Chapter 3 of this thesis, the number of 
factors, designed based on the literature review and qualitative stage of this study, were 
confirmed based on eigenvalues greater than one (Kaiser, 1970) and scree plots (Cattell, 
1966). This section is structured based on the four different types of variables in the 
research model (see Figure 5.2): 1) celebrities’ attributes, 2) consumers’ celebrity-like 
aspirations, 3) celebrity influence and 4) celebrity admiration.  
A principal factor (PF) extraction method was used in the EFA, which is more 
conservative and leads to smaller factor loadings than in a principal component analysis, 
for example (Hair et al., 2006). The rotation method selected was Promax, which 





Figure 5.2- Quantitative research model 
a) Socially Inspirational 
Attributes (resilience, 
trustworthiness, friendliness and 
generosity) 
Celebrities’ perceived attributes:  
b) Talent (consistency, originality 
and skills)  
C) Physical Attractiveness 
d) Exciting and glamorous 
lifestyle 
a) Recognition and respect  





b) Buying intentions 
a) Opinions and lifestyle 
H1a, b, c, d  
H2a, b, c, d 
H3a, b, c, d 
H4 a, b, c, d 




Multi-Group Analysis:  
a)Admirer Age Group 
b) Celebrity-Admirer Gender Congruence 










5.3.1 Celebrities’ attributes measures  
The celebrity attributes are divided into four factors, which measure a 
celebrity’s perceived I) socially inspirational attributes, II) talent and creativity, III) 
exciting and glamorous lifestyle and IV) physical attractiveness.  
I) Celebrities’ socially inspirational attributes (CelInsp) scale: socially 
inspirational celebrities are perceived to make a positive difference in the world. Items 
from this scale were adapted from the Connor and Davidson (2003) resilience scale, 
John et al. (1991) agreeableness facet of the BFI (Big Five Inventory) and Kasser and 
Ryan (1993) aspirations index (community feeling). Out of the eight items included in 
the survey to measure CelInsp, only five items were used in the subsequent data 
analysis of this study. Hence, three items were removed from this measure as they had 
factor loadings below 0.5, and the internal reliability of the scale increased with deletion 
of these items (Cα=0.82) (see Table 5.7).  
         Table 5.7- PF loadings: celebrity socially inspirational attributes (CelInsp)  
 Factor Loading   
Items - Celebrity socially inspirational attributes 
(CelInsp) 
Initial Revised  
CelInsp 1- I perceive my favourite celebrity to be 
someone who is helpful and unselfish towards others. 
.738 .746  
CelInsp 2- I perceive my favourite celebrity to be 




CelInsp 3- I perceive my favourite celebrity to be 
someone who helps others to improve their lives. 
.689 .689  
CelInsp 4- I perceive my favourite celebrity to be 
someone who does not give up when the situation 
seems hopeless. 
.671 .676  
CelInsp 5- I perceive my favourite celebrity to be a 
trustworthy individual. 
.650 .633  
I perceive my favourite celebrity to be someone who 
is not easily discouraged by failures.  
.411 -  
I perceive my favourite celebrity to be someone who 
likes challenging situations.  
.434 -  
I perceive my favourite celebrity to be someone who 
tries to make the world a better place. 
.207 -  
Cronbach α (Cα) 
 




II) Celebrities’ creativity and talent (CelTal) scale: this factor measures the 
celebrity’s perceived skills and talent in his/hers respective field of work. For 
entertainment celebrities, it seems that originality is crucial; thus, three items were 
adapted from John et al. (1991) openness scale (BFI) and two new items added. One 
item was removed from the subsequent analysis due to its low factor loading below 0.5. 
The reliability of the scale improved once this item was removed (Cα=0.76) (see Table 
5.8).  
Table 5.8- PF loadings: celebrity perceived creativity and talent (CelTal)  
 Factor Loading  
Items - Celebrity perceived creativity and talent  
(CelTal) 
Initial Revised  
CelTal1- I perceive my favourite celebrity to be 
someone who is talented in his/her respective field 
.741 .748  
CelTal2- I perceive my favourite celebrity to be 




CelTal3- I perceive my favourite celebrity to be 
someone who is reliable in his/her field of work. 
.622 .636  
CelTal4- I perceive my favourite celebrity to be 
someone who is original and often comes up with 
new ideas. 
.598 .577  
I perceive my favourite celebrity to be someone who 
values artistic, aesthetic experiences. 
.415 -  
Cronbach α (Cα) 
 
.74 .76  
 
III) Celebrities’ exciting and glamorous lifestyle (CelLife) scale: this factor 
represents the perceived glamorous and exciting lifestyle of the celebrities. Items were 
adapted from John et al. (1991) extroversion facet of the BFI, and Aaker (1997) 
sophistication dimension of the brand personality attributes (BPA). One item was 
removed from the subsequent analysis due to its loading under 0.5 (see Table 5.9). The 




Table 5.9- PF loadings: celebrity perceived exciting and glamorous lifestyle (CelLife) 
 Factor Loading  
Item - Celebrity exciting and glamorous 
lifestyle  (CelTal) 
Initial  Revised  
CelLife1- I perceive my favourite celebrity to be 
someone who has an exciting lifestyle. 
.761 .806  
CelLife2- My favourite celebrity has a fast-paced 
life.  
.713 .713  
CelLife3- I perceive my favourite celebrity to be 
someone who has a fast-paced life. 
.627 .623  
I perceive my favourite celebrity to be someone 
who likes upper-class products. 
.370 -  
I perceive my favourite celebrity to be someone 
who is sociable and outgoing. 
.354   
Cronbach α (Cα) 
 
.69 .75  
 
IV) Celebrities’ perceived attractiveness (CelLook) scale: these items are 
adapted from Ohanian (1990) attractiveness scale (see Table 5.10). They represent the 
perceived physical attractiveness of the consumers’ favourite celebrities. Internal 
reliability is acceptable (Cα=0.73). 
Table 5.10- PF loadings: celebrity perceived attractiveness 
(CelLook) 
Celebrity perceived attractiveness facet 
(CelLook) 
Factor Loading 
CelLook1- I perceive my favourite celebrity 
to be good looking 
 
.774 
CelLook2- I perceive my favourite celebrity 
to be sexy. 
.704 
CelLook3- I perceive my favourite celebrity 
to be attractive 
.593 




After the celebrities’ attributes’ dimensions were analysed separately, an EFA 
was conducted with the items of the four dimensions to ensure the factor structure was 
appropriate.  All the four factors presented eigenvalues higher than 1 and accounted for 
63% of the total variation in the data (see Table 5.11). The number of factors extracted 
is consistent with the scree plot (see Figure 5.3) and match the number of factors 
proposed in the research model (see Figure 5.2- page 230). The total inter-item 
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correlations among the items of each factor are above 0.5 and significant at the 0.01 
level (see Table 5.11). Two items presented communalities below 0.4 (see Table 5.11), 
but the content validity of the scale would be jeopardised if these items were deleted.   
Table 5.11 – Celebrities’ perceived attributes EFA: Pattern matrix, structure matrix, communalities 
(com), eigenvalues (E), % of the variance explained (% V), total inter-construct correlations (IC), 
Cronbach Alpha (Cα) and composite reliability (CR) 
 Pattern Matrix Structure Matrix Com. E %V Item Cor. 
Cα CR 
Item 1 2 3 4 1 2 3 4       
CelInsp1 .811    .742    .562 4.224 28.16 .656 .82 .88 
CelInsp2 .730    .738    .546   .661   
CelInsp3 .673    .672    .459   .602   
CelInsp4 .628    .637 .   .413   .568   
CelInsp5 .604    .696    .513   .615   
CelTal1  .750    .725   .528 2.395 15.97 .620 .76 .85 
CelTal2  .726    .706   .505   .597   
CelTal3  .593    .621   .396   .522   
CelTal4  .579    .612   .384   .490   
CelLife1   .797    .792  .630 1.789 11.93 .633 .75 .86 
CelLife2   .676    .707  .529   .582   
CelLife3   .646    .655  .449   .531   
CelLook1    .715    .725 .530 1.018 6.79 .499 .73 .85 
CelLook2    .686    .723 .550   .563   
CelLook3    .633    .652 .456   .597   
Kaiser-Meyer-Olkin = 0.82     Bartlett’s test: Chi Square=2892, df=105, sig=.000 
Extraction Method: Principal Axis Factoring.  Rotation Method: Promax with Kaiser Normalization. 
 7 interactions required. 
            





Figure 5.3- Scree Plot: celebrities’ perceived attributes (CelInsp, CelTal, CelLife, CelLook) 
 
As previously mentioned, all the factors presented Cα above 0.7 and CR above 
0.8 (see Table 5.11), which suggests an adequate reliability of all the measures (Hair et 
al., 2006; Hair et al., 2014). The validity tests were conducted with WarpPLS and the 
AVE of all the indicators are above 0.5 and the square root of the average variance 
extracted (AVE) is higher than their respective correlations (see Table 5.12) (Fornell & 











                                              **Sig. at 0.01 (square root of the AVE shown on diagonal) 
 
5.3.2 Consumers’ celebrity-like aspirations 
The celebrity-like aspirations items were adapted from Gountas et al. (2012) 
desire for fame scale and Kasser and Ryan (1993) aspirations index and they can be 
Table 5.12–   Celebrity perceived attributes WarpPLS 
validity tests: celebrities’ perceived attributes correlations, 










CelInsp (.766)    0.59 
CelTal .461** (.763)   0.58 
CelLife -.024 .236** (.819)  0.67 
CelLook .400** .211** .410** (.805) 0.65 
245 
 
divided into consumers’ I) aspirations to have a celebrity-like lifestyle and II) 
aspirations to be as recognised and respected as the respondents’ favourite celebrity. 
I) Consumers’ aspirations to have a celebrity-like lifestyle (AspLife) scale: 
these items were adapted from Kasser and Ryan (1993) and Gountas et al. (2012). They 
portray the desire of consumers to have a celebrity-like lifestyle (similar to their 
favourite celebrity). All items displayed loadings above 0.5 (see Table 5.13) and 
internal reliability above recommended levels (Cα = 0.82).  
Table 5.13- PF loadings: consumers’ aspirations to have celebrity-like lifestyle 
(AspLife) 
Celebrity-like lifestyle aspirations (AspLife) Factor 
Loading 
AspLife1- The lifestyle of my favourite celebrity appeals to 
me a lot. 
 
.800 
AspLife2- If I were as famous as my favourite celebrity, I 
believe that my life would be more exciting. 
 
.735 
AspLife3 - I would like to have a similar lifestyle as my 
favourite celebrity has. 
 
.731 
AspLife4- I would like to be able to afford expensive 
possessions as my favourite celebrity can. 
 
.647 
Cronbach α (Cα) 0.82 
 
II) Consumers’ aspirations/need to be as recognised and respected as 
respondents’ favourite celebrity (AspRec) scale: these items were adapted from Kasser 
and Ryan (1993) and portray the desire of consumers to have the positive social role 
that celebrities have, and to be recognised for their abilities and actions. All items 
displayed loadings above 0.5 (see Table 5.14) and the factor presented an acceptable 




Table 5.14- PF loadings: consumers’ aspirations /need to be as recognised and 
respected as celebrities (AspRec) 




AspRec1- I wish I could be as admired by other people as my 
favourite celebrity. 
0.773 
AspRec2- I wish my life was as meaningful as the life of as my 
favourite. 
0.659 
AspRec3- I wish I could be as recognised for my work and my 
abilities as my favourite celebrity is. 
0.629 
AspRec4- I wish I could have a positive impact on others people’s 
lives as my favourite has. 
0.512 
Cronbach α (Cα) 0.74 
. 
An EFA was conducted with the eight items of the AspLife and AspRec factors 
to test for the factor structure. The EFA display that both factors (AspLife and AspRec) 
have eigenvalues higher than 1 and account for 63 % of the total variation in the data 
(see Table 5.15). The number of factors extracted was consistent with the scree plot (see 
Figure 5.4), and the same number of factors which were hypothesised and predicted in 
the research model (see Figure 5.2). The pattern loading of the indicator AspRec4 was 
below 0.5, but the Cα of the scale reduces from 0.74 to 0.69 if one item is removed. The 
Cα of both constructs was higher than 0.7 and the CR above 0.8. The inter-item 




Table 5.15 – Celebrity-like aspirations EFA: Pattern matrix, structure matrix, 
communalities (com), eigenvalues (E), % of the variance explained (% V), total inter-





Com. E %V Item 
Cor. 
Cα CR 
Item 1 2 1 2       
AspLife1 .939  .816  .535 3.898 48.8 .604 0.82 0.88 
AspLife2 .687  .730  .685   .656   
AspLife3 .681  .645  .418   .663   
AspLife4 .631  .745  .571   .462   
AspRec1  .724  .577 .361 1.129 14.2 .447 0.74 0.84 
AspRec2  .618  .655 .431   .545   
AspRec3  .530  .754 .632   .619   
AspRec4  .495  .609 .387   .522   
Kaiser-Meyer-Olkin = 0.88      Bartlett’s test: Chi Square=1713.4, df=28, sig=.000 
Extraction Method: Principal Axis Factoring.  Rotation Method: Promax with Kaiser Normalization. 





Figure 5.4- Scree Plot: celebrity-like aspirations (AspLife and AspRec) 
  
The validity tests were conducted with WarpPLS, and the AVE of both 
constructs were above the recommended levels of 0.5, and the square root of the AVE is 
higher than the correlation of both factors (see Table 5.16). Thus, the factors show 
acceptable levels of convergent and discriminant validity. 
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Table 5.16- Celebrity-like aspirations 
WarpPLS validity tests: correlations, square 






AspLife (.805)  0.65 
AspRec .582** (.749) 0.56 
**Sig. at 0.01 (square root of the AVE shown on diagonal) 
 
5.3.3 Celebrity influence 
The celebrity influence indicators measure two distinct areas of celebrity 
influence: I) celebrity influence upon consumers’ opinions and attitudes and II) celebrity 
influence upon consumers’ buying preferences. These six items are new and were 
developed based on the qualitative stage of this study and literature review.  
I) Celebrity influence upon consumers’ opinions and attitudes (InfOpin) 
scale: this factor represents the ability of celebrities to influence consumers’ opinions 
and attitudes (see Table 5.17). The reliability of the scale is above the recommended 
levels (Cα= 0.81).  
Table 5.17- PF loadings: celebrity influence upon consumers’ opinions and 
attitudes (InfOpin) 




InfOpin1 –My favourite celebrity influences my lifestyle 
decisions. 
0.794 
InfOpin2- I feel that I am shaped and guided by my favourite 
celebrity. 
0.778 
InfOpin3 – My favourite celebrity influences the way I think 
about life. 
0.742 
Cronbach α (Cα) 0.81 
 
II) Celebrity influence upon consumers’ buying preferences (InfProd): this 
measure represents the ability of celebrities to influence consumers’ buying preferences 
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(see Table 5.18). The reliability of the scale is above the recommended levels (Cα= 
0.85). 
Table 5.18- PF loadings: celebrity influence upon consumers’ buying preferences (InfProd) 




InfProd1 – My favourite celebrity influences my brand choices. 0.904 
InfProd2-  My favourite celebrity influences my product choices 0.820 
InfProd3-  My favourite celebrity influences my fashion 
preferences 
0.695 
Cronbach α (Cα) 0.85 
 
An EFA was conducted with both celebrity influence factors, and they both 
presented eigenvalues higher than 1 and together accounted for 76% of the total 
variation in the data (see Table 5.19). The number of factors extracted was consistent 
with the scree plot (see Figure 5.5). Both factors presented internal reliability, and all 
the factor loadings were above 0.5 (see Table 5.19).  
Table 5.19- Celebrity influence EFA: Pattern matrix, structure matrix, communalities 
(com), eigenvalues (E), % of the variance explained (% V), total inter-construct 






Matrix Com. E %V 
Item 
Cor. Cα CR 
Item 1 2 1 2       
InfProd1 .970  .910  .836 3.959 56.9 .770 0.845 0.903 
InfProd2 .795  .814  .663   .717   
InfProd3 .676  .704  .498   .641   
InfOpin1  .867  .800 .614 1.391 19.3 .648 0.813 0.889 
InfOpin2  .713  .771 .576   .668   
InfOpin3  .643  .756 .695   .679   
Kaiser-Meyer-Olkin = 0.81      Bartlett’s test: Chi Square=1684.15, df=15, sig=.000 
Extraction Method: Principal Axis Factoring.  Rotation Method: Promax with Kaiser Normalization. 




Figure 5.5- Scree Plot: celebrity influence (InfOpin and InfProd) 
  
The validity checks of the celebrity influence factors were conducted with 
WarpPLS and both factors displayed acceptable convergent and discriminant validity 
(see Table 5.20). 
Table 5.20- Celebrity influence WarpPLS validity 
tests: correlations, square root of the AVE’s 






InfOpin (.874)  0.725 
InfProd .514** (.853) 0.768 
                            **Sig. at 0.01 (square root of the AVE shown on diagonal) 
 
5.3.4 Celebrity Admiration  
 The celebrity admiration items were measured by three items (see Table 5.23) 
adapted from Schindler et al. (2015) with one item excluded after the pilot study ( See 
Appendix A5.1). The average loading of the scale was relatively lower than other 




Table 5.21- PF loadings: celebrity admiration (CelAdm) 




CelAdm1 – I admire my favourite celebrity because of his/her 
characteristics or abilities. 
0.681 
CelAdm2- I am continually impressed by something that my 
favourite celebrity does or has done. 
0.674 
CelAdm3- I feel that my favourite celebrity is admirable. 0.652 
Cronbach α (Cα) 0.71 
 
5.3.5 Descriptive Statistics of constructs 
A composite variable was calculated for each factor by computing the mean 
score of the items. The correlations, means, standard deviations and normality tests 
were conducted for the composite variables (see Table 5.22). The Z-scores and 
normality tests (Kolmokov-Smirnov and Shapiro-Wilk) suggest that the majority of the 
variables are significantly non-normal (see Table 5.22). However, the non-normality of 
the data does not represent any problems for the subsequent PLS-SEM analysis (Hair et 
al., 2014). In addition, the impact of non-normal data is not substantial when the sample 
size is above 200 cases (Hair et al., 2006). The negative skewness of the celebrities’ 
perceived attributes (CelInsp, CelTal, CelLife and CelLook) and celebrity admiration 
(CelAdm) variables (see Table 5.22) were expected as respondents have positive 
perceptions of their favourite celebrity. The Skewness of the CelLook and CelTal 
variables (see Table 5.22) highlights the importance of these two attributes among 
admired celebrities, which do not seem to be sufficient for a celebrity brand 
differentiation. The positively skewed data of the InfProd variable is consistent with 
previous studies (Boon & Lomore, 2001; Gountas et al., 2012). The kurtosis of the data 
suggests relatively flat scores of the AspRec and AspLife variables and a relatively 
peaked distribution of the CelLook variable (see Table 5.22).  
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Table 5.22 - Composite variables correlations, descriptive statistics and normality tests ( **sig. at 0.01 , * sig at 0.05 level) 
  CelInsp CelTal CelLife CelLook AspLife AspRec CelAdm InfOpin InfProd 
CelTal .382** 
             
CelLife .026 .222**        
CelLook .334** .172** .361** 
      
AspLife -.082 -.038 .401** .131** 
     
AspRec .262** .157** .218** .158** .573**     
CelAdm .465** .494** .092* .245** .089** .376**    
InfOpin .215** .127** .132** .098* .335** .481** .284**   
InfProd -.014 -.005 .266** .141* .459** .277** .081* .506**   
                    
MEAN 3.91 4.34 3.65 3.94 2.76 3.11 4.08 2.41 2.09 
STD Dev 0.64 0.57 0.83 0.8 1.03 0.83 0.69 0.92 0.94 
Min 1.4 1 1 1 1 1 1 1 1 
Max 5 5 5 5 5 5 5 5 5 
Kolmokov-Smirnov 0.000 0.000 0.000 0.000 0.000 0.000 0.000 0.000 0.000 
Shapiro-Wilk 0.000 0.000 0.000 0.000 0.000 0.000 0.000 0.000 0.000 
Skewness Z-score -2.86 -7.96 -2.65 -10.5 2.13 -0.74 -6.21 2.12 7.53 





The frequency distribution confirms the high importance of the celebrities’ 
perceived attributes among respondents’ favourite celebrities (see Table 5.23) as the 
majority of the participants perceive their favourite celebrity to be highly talented 
(CelTal) (79.1%), attractive (CelLook) (59.1%), socially inspirational (CelInsp) (53%) 
and to have a highly exciting and glamorous lifestyle (CelLife) (42.3%). In addition, the 
frequencies suggest that a relatively high percentage of the respondents have moderate 
to intense celebrity-like aspirations (see Table 5.23) as the majority (60.7%) of the 
respondents have moderate to high aspirations to be as recognised and respected as their 
favourite celebrity (AspRec) and close to half of the participants (45%) have aspirations 
to have the glamorous and exciting lifestyle of celebrities (AspLife) (see Table 2.23). 
On the other hand, the frequencies show that many respondents did not admit to being 
influenced by celebrities. Only minority of the respondents (23.4%) admit to celebrity 
influence upon their buying preferences (InfProd). For the celebrity influence upon 
consumers’ opinions and attitudes (InfOpin) variable, a relatively higher number of 
respondents (35.7%) are moderately or highly influenced by celebrities (see Table 5.23). 
5.3.5.1 Multi-group differences 
Possible group differences were explored in this stage based on the: I) age of 
the respondents, II) respondents’ and celebrities’ genders and III) celebrity field (see 
Table 5.23). These are the three moderators which have been hypothesised to lead to 
significant relationships in the research model of this study. 
I) Age of the respondents: the data was divided into three respondents’ age 
groups. The descriptive statistics suggest that respondents between 18 to 25 years of age 
perceive their favourite celebrities to be higher on CelInsp, CelLife and CelLook than if 
compared to other age groups (see Table 5.23). However, it seems that CelTal is more 
important for consumers who are 26 or more years of age (Table 5.23). In addition, the 
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descriptive statistics suggest that consumers who are between 18 to 25 years of age have 
higher levels of AspLife and are, in general, more influenced by celebrities than other 
age groups (see Table 5.23). 
II) Respondents and celebrities’ gender: the data was divided into four groups 
which represent the scenarios where I) there is a female gender congruence (female 
respondent and female favourite celebrity), II) there is a male gender congruence (male 
respondent and male favourite celebrity), III) there is a female gender incongruence 
(female respondent and male favourite celebrity) and IV) there is a male gender 
incongruence (male respondent and a female favourite celebrity (see Table 5.23). 
However, due to the small sample size of the group with a male gender incongruence 
(N=32), this group was excluded from the PLS multi-group comparisons of this study 
(Section 5.5). The descriptive statistics suggest that the respondents’ and celebrities’ 
gender have interesting implications upon some variables in the research model (see 
Table 5.23). For example, female respondents seem to value CelInsp, while male 
respondents values CelTal (see Table 5.23). In addition, it seems that, in general, 
respondents have higher levels of celebrity-like aspirations and are more influenced by 
celebrities of the same gender (see Table 5.23). 
III) Celebrity field: the data was divided based on the celebrities’ main field of 
work. Hence, the data could be divided into three groups: 1) cinema celebrities, 2) 
television celebrities and 3) music celebrities (see Table 5.23). Perhaps the most fruitful 
differences are in the celebrity-like aspirations (AspRec and AspLife) and celebrity 
influence variables (InfOpin and InfProd). It seems that consumers have higher degrees 
of celebrity-like aspirations and are more influenced by celebrities when their favourite 




Table 5.23 –Means, standard deviation (SD) and frequencies (%) for the total sample and group differences 
 Composite scores CelInsp CelTal CelLife CelLook AspLife AspRec CelAdm InfOpin InfProd 
Total sample Low (<3) 4% 1.1% 13.4% 6.7% 55% 39.3% 3.9% 64.3% 76.6% 
N=611 Moderate (≥3, <4) 43% 19.8% 44.3% 34.2% 28.6% 41.6% 28.3% 29.2% 9% 
 High( 4≤5) 53% 79.1% 42.3% 59.1% 16.4% 19.1% 67.8% 6.5% 14.4% 
 Mean 3.91 4.34 3.65 3.94 2.76 3.11 4.08 2.41 2.09 
 SD 0.64 0.57 0.83 0.8 1.03 0.83 0.69 0.92 0.94 
Group: respondents’ age group 
Respondent’s age Low (<3) 4.8% 1.6% 12.9% 6.8% 50% 37.9% 5% 61.3% 74.5% 
18 to 25 years of age Moderate (≥3, <4) 36.3% 21.3% 41.3% 31% 31.8% 39.7% 27.4% 31.1% 8.2% 
N=380 High( 4≤5) 58.9% 77.1% 45.8% 62.2% 18.2% 22.4% 67.6% 7.6% 17.3% 
 Mean 3.96 4.29 3.71 3.97 2.88 3.18 4.10 2.50 2.17 
 SD 0.66 0.59 0.84 0.85 1.02 0.85 0.73 0.90 1.00 
           
Respondent’s age Low (<3) 2.6% 0.9% 15.4% 8.5% 54.7% 32.5% 1.7% 64.1% 76.2% 
26 to 35 years of age Moderate (≥3, <4) 54.7% 14.5% 47.8% 36.8% 28.2% 47.0% 20.5% 29.9% 9.4% 
N=117 High( 4≤5) 42.7% 84.6% 36.8% 54.7% 17.1% 20.5% 77.8% 6.0% 13.7% 
 Mean 3.83 4.44 3.57 3.86 2.78 3.17 4.20 2.43 2.04 
 SD 0.61 0.54 0.82 0.73 1.06 0.80 0.59 0.95 1.01 
           
Respondent’s age Low (<3) 2.7% 0% 13.4% 4.5% 71.4% 50.9% 2.7% 75% 83% 
Older than 35 of age Moderate (≥3, <4) 53.5% 20.5% 49.1% 42% 18.8% 42% 40.2% 21.4% 11.6% 
N=112 High( 4≤5) 43.8% 79.5% 37.5% 53.5% 9.8% 7.1% 57.1% 3.6% 5.4% 
 Mean 3.80 4.39 3.55 3.88 2.40 2.82 3.94 2.10 1.90 







Table 5.23 cont. –Means, standard deviation (SD) and frequencies (%) for the total sample and group differences 
Groups Composite scores CelInsp CelTal CelLife CelLook AspLife AspRec CelAdm InfOpin InfProd 
Total sample Low (<3) 4% 1.1% 13.4% 6.7% 55% 39.3% 3.9% 64.3% 76.6% 
N=611 Moderate (≥3, <4) 43% 19.8% 44.3% 34.2% 28.6% 41.6% 28.3% 29.2% 9% 
 High( 4≤5) 53% 79.1% 42.3% 59.1% 16.4% 19.1% 67.8% 6.5% 14.4% 
 Mean 3.91 4.34 3.65 3.94 2.76 3.11 4.08 2.41 2.09 
 SD 0.64 0.57 0.83 0.8 1.03 0.83 0.69 0.92 0.94 
Group: Respondent’s and celebrities’ gender 
Gender Congruence Low (<3) 4.8% 2.2% 12.1% 2.6% 51.5% 37.2% 3.5% 64.5% 71.4% 
(Female consumer and  Moderate (≥3, <4) 35.1% 22% 35.1% 27.7% 29% 39.4% 25.5% 28.1% 7.8% 
female celebrity) High( 4≤5) 60.2% 75.8% 51.9% 69.7% 19.5% 23.4% 71% 7.4% 20.8% 
N=231 Mean 4.01 4.30 3.84 4.15 2.85 3.17 4.16 2.47 2.34 
 SD 0.67 0.58 0.84 0.62 1.05 0.87 0.67 0.93 1.01 
           
Gender Congruence Low (<3) 5.3% 0.8% 11.3% 18.5% 47.7% 36.4% 4.7% 54.3% 72.2% 
(Male consumer and  Moderate (≥3, <4) 51.7% 17.9% 55.6% 47% 33.8% 41.7% 29.1% 35.8% 12.6% 
male celebrity) High( 4≤5) 43% 81.3% 33.1% 34.5% 18.5% 21.9% 66.2% 9.9% 15.2% 
N=151 Mean 3.72 4.34 3.53 3.43 2.91 3.19 4.03 2.54 2.16 
 SD 0.62 0.53 0.80 0.99 1.03 0.83 0.68 0.94 1.00 
           
Gender Incongruence Low (<3) 1% 0% 15.9% 3.1% 67.2% 42% 3.6% 71.8% 84.6% 
(Female consumer and  Moderate (≥3, <4) 45.6% 16.9% 47.2% 32.3% 23.1% 46.7% 29.2% 24.6% 7.2% 
Male celebrity) N=195 High( 4≤5) 53.4% 83.1% 36.9% 64.6% 9.7% 11.3% 67.2% 3.6% 8.2% 
 Mean 3.94 4.43 3.52 4.04 2.49 2.98 4.10 2.26 1.79 
 SD 0.58 0.56 0.79 0.67 0.96 0.79 0.67 0.88 0.86 
           
Gender Incongruence Low (<3) 9.4% 3.1% 18.8% 3.1% 43.8% 50% 6.3% 65.6% 87.5% 
(Male consumer and  Moderate (≥3, <4) 43.7% 28.1% 28.1% 28.1% 31.2% 25% 34.4% 31.3% 12.5% 
Female  celebrity)  High( 4≤5) 46.9% 68.8% 53.1% 68.8% 25% 25% 59.4% 3.1% 0% 
N=32 Mean 3.84 4.17 3.72 4.11 3.07 3.11 3.80 2.38 1.85 





Table 5.23 cont. –Means, standard deviation (SD) and frequencies (%) for the total sample and group differences 
Groups Composite scores CelInsp CelTal CelLife CelLook AspLife AspRec CelAdm InfOpin InfProd 
Total sample Low (<3) 4% 1.1% 13.4% 6.7% 55% 39.3% 3.9% 64.3% 76.6% 
 Moderate (≥3, <4) 43% 19.8% 44.3% 34.2% 28.6% 41.6% 28.3% 29.2% 9% 
N=611 High( 4≤5) 53% 79.1% 42.3% 59.1% 16.4% 19.1% 67.8% 6.5% 14.4% 
 Mean 3.91 4.34 3.65 3.94 2.76 3.11 4.08 2.41 2.09 
 SD 0.64 0.57 0.83 0.8 1.03 0.83 0.69 0.92 0.94 
Group: celebrity field 
Cinema Celebrities Low (<3) 5% 0.4% 14.4% 7.2% 56.9% 41.5% 2.2% 73.3% 83% 
 Moderate (≥3, <4) 43% 24.1% 45.8% 34.7% 25.9% 40.8% 33.2% 23.1% 9.4% 
N=277 High( 4≤5) 52% 75.5% 58.1% 58.1% 17.2% 17.7% 64.6% 3.6% 7.6% 
 Mean 3.91 4.28 3.60 3.92 2.72 3.05 4.05 2.20 1.90 
 SD 0.60 0.55 0.77 0.82 1.00 0.80 0.63 0.87 0.85 
           
Television  Low (<3) 6.1% 1.5% 12.3% 4.6% 55.4% 37.7% 3.8% 53.8% 69.2% 
Celebrities Moderate (≥3, <4) 35.4% 26.2% 47.7% 36.2% 24.6% 40.8% 24.6% 36.2% 6.9% 
N= 130 High( 4≤5) 58.5% 72.3% 40% 59.2% 20% 21.5% 71.6% 10% 23.9% 
 Mean 3.98 4.27 3.70 4.02 2.86 3.18 4.12 2.61 2.29 
 SD 0.71 0.64 0.87 0.78 1.08 0.91 0.66 0.98 1.12 
           
Music Celebrities Low (<3) 4.9% 1.6% 11% 7.1% 52.7% 36.8% 5.5% 60.4% 73.6% 
 Moderate (≥3, <4) 42.9% 8.8% 37.9% 31.9% 30.2% 42.9% 23.6% 30.8% 8.8% 
N= 182 High( 4≤5) 52.2% 89.6% 51.1% 60% 17.1% 20.3% 70.9% 8.8% 17.6% 
 Mean 3.87 4.49 3.75 3.93 2.79 3.16 4.14 2.56 2.23 







5.4 Phase IV - PLS-SEM results 
This section reports the findings of the PLS-SEM analysis conducted with 
WarpPLS (v.5). Appendix A5.3 provides a detailed analysis of how the final model was 
developed. Firstly, the relationships between the celebrity admiration (CelAdm) and 
celebrity influence (InfOpin and InfProd) variables are tested (see Appendix A5.3). 
Secondly, the celebrities’ perceived attributes (CelInsp, CelTal, CelLook and CelLife) 
and their respective relationships with CelAdm, InfOpin and InfProd are tested (see 
Appendix A5.3). Thirdly, the celebrity-like aspirations (AspRec and AspLife) and their 
respective relationships with CelAdm, InfOpin and InfProd are tested (see Appendix 
A5.3). Finally, all the variables are combined (See Figure 5.6) and the non-significant 
relationships are deleted (see Appendix A5.3).  
  The final model of this thesis accounts for 0.36 in the R2 of CelAdm, 0.19 in the 
R2  of AspRec, 0.16 in the R2  of AspLife, 0.26 in the R2 of InfOpin and 0.48 in the R2  
of InfProd. The final model suggests that CelInsp and CelTal are the celebrities’ 
attributes variables with the strongest relationships with CelAdm (β=0.27** and 
β=0.38**, respectively). CelLife is the only celebrity attribute which does not have a 
significant relationship with CelAdm. CelLife has a significant relationship with 
AspRec (β=0.19**), AspLife (β=0.40**) and InfProd (β=0.13**). The results suggest 
that consumers’ celebrity like-aspirations (AspRec and AspLife) and CelAdm mediates 
the relationships between a celebrity’s perceived attributes (CelInsp, CelLook and 
CelTal) and celebrity influence (InfOpin and InfProd). The indirect effects of the 
celebrities’ perceived attributes upon InfOpin and InfProd are significant and 
particularly relevant for the CelInsp and CelLife variables (see Table 5.24). 
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AspRec has a moderately strong relationship with InfOpin (β=0.33**) and a 
relatively weaker direct relationship with InfProd (β=0.17**). AspRec has a moderate 
strength indirect effect upon InfProd (see Table 5.24). AspLife has a moderate 
relationship with InfProd (β=0.35**) and a relatively weaker relationship with InfOpin 
(β=0.15**). The relationship between InfOpin and InfProd is the strongest relationship 
among other relationships in the model (β=0.46**).  
 
 






R2 = 0.48 
CelAdm 























Table 5.24- Direct effects, sum of indirect effects and total effects 
Direct Effects 
  InfOpin CelAdm AspLife AspRec CelInsp CelTal CelLife CelLook 
InfProd .238**  .157** .048**   .039**  
InfOpin - .024** .053** .159** .025**    
CelAdm - - - - .128** .193** - .042** 
AspLife - - - - - - .162** - 
AspRec - - - - .030**  .041**  
Sum of Indirect effects 
  InfOpin CelAdm AspLife AspRec CelInsp CelTal CelLife CelLook 
InfProd - .141** .070** .152** .125** .053 .227** .019 
InfOpin - .103** - - .089* .089** .123** .026 
CelAdm - - - - - - - - 
AspLife - - - - .084** - - - 
AspRec - - - -  .084** - .042* 
Total effects (Direct and indirect effects) 
  InfOpin CelAdm AspLife AspRec CelInsp CelTal CelLife CelLook 
InfProd .461** .141** .416** .322** .125** .053 .358** .019 
InfOpin  .191** .153** .330** .199** .072** .123** .026 
CelAdm     .270** .377** - .135** 
AspLife      - .402** - 
AspRec  .313**   .197** .118** .186** .042 
Effect sizes for total effects 
  InfOpin CelAdm AspLife AspRec CelInsp CelTal CelLife CelLook 
InfProd .238 .009 .189 .091 .002 .000 .107 .003 
InfOpin  .052 .053 .159 .044 .008 .017 .003 
CelAdm     .128 .193  .042 
AspLife       .162  
AspRec  .120   .053 .019 .041 .007 
(**Sig at 0.01, *sig at 0.05) 
 
Different from other PLS software, WarpPLS computes for non-linear 
relationships between latent variables (Kock, 2015). Appendix A5.4 provides figures 
which complement the PLS findings and illustrate linearity/non-linearity of the 
relationships included in the model. 
The data seem to fit the model well and to be free from suppression problems 
and Simpsons’ paradox as the path correlation ratios are equal or smaller than one (see 
Table 5.25). In addition, the model quality indices suggest that the model is free from 
any problems: APC = 0.239, P<0.001; ARS=0.292, P<0.00; AARS=0.288, P<0.00; 
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AVIF=1.398,  ideally <= 3.3; AFVIF=1.685, ideally <= 3.3; GoF=0.434; SPR=1.000, 
ideally = 1; RSCR=1.000, ideally = 1; SSR=1.000, acceptable if >= 0.7; 
NLBCDR=1.000, acceptable if >= 0.7. Furthermore, the variables did not present any 
problems in the full-collinearity test (see Appendix A5.4). 










CelInsp→CelAdm .270** .128 .568 
CelInsp→AspRec .113** .030 .421 
CelTal→CelAdm .377** .193 .738 
CelLook→CelAdm .135** .042 .432 
CelInsp→InfOpin .110* .025 .497 
CelLife→ AspRec .186** .041 .833 
CelLife→AspLife .402** .162 1.00 
CelLife→InfProd .131** .039 .438 
CelAdm→AspRec .365** .141 .951 
AspRec→InfOpin .330** .159 .832 
AspRec→InfProd .170** .048 .687 
AspLife→InfOpin .153** .053 .443 
AspLife→InfProd .345** .157 .758 
CelAdm→InfOpin .097* .024 .323 
InfOpin→InfProd .461** .238 .892 
  (**Sig at 0.01, *sig at 0.05) 
 
 
 All the variables in the model presented adequate Cα and CR (see Table 5.29). 
Furthermore, the indicators’ outer loadings are above 0.7 (Henseler et al., 2009) (see 
Table 5.30). All the variables’ AVE are above 0.5 which suggest that they present 
discriminant validity (see Table 5.26). In addition, the model has adequate convergent 
validity as the square root of the variables’ AVE are higher than their respective 
correlations with other variables in the model (see Table 5.26), and all the indicators 
outer loadings are higher than their cross loading with other constructs and above 0.7 




Table 5.26 – PLS-SEM variables correlations, squared root of the AVE (diagonal), average variance 
extracted (AVE), Cronbach alpha (Cα), composite reliability (CR), variable inflation factor (VIF), 
explained variance (R2) and adjusted explained variance (AR2) 
 
InfProd InfOpin CelAdm AspLife AspRec CelInsp CelTal CelLife CelLook 
InfProd (.874) 
        InfOpin .514** (.853) 
       CelAdm .062 .268** (.794) 
      AspLife .454** .330** .080* (.805) 
     AspRec .281** .478** .379** .582** (.749) 
    CelInsp -.018 .210** .468** -.079 .265** (.766) 
   CelTal -.008 .115** .509** -.035 .163** .378** (.763) 
  CelLife .267** .14** .089* .389** .221** .023 .225** (.819) 
 CelLook .134** .099* .234** .124* .158** .336** .176** .356** (.805) 
          AVE .765 .728 .631 .648 .561 .586 .582 .670 .648 
Cα .845 .813 .707 .818 .737 .823 .759 .753 .728 
CR .907 .889 .837 .880 .836 .876 .847 .859 .847 
VIF 1.63 1.70 1.72 2.11 2.13 1.58 1.52 1.45 1.33 
𝐑𝟐 .483 .259 .363 .162 0.18  
   𝐀𝐑𝟐 .479 .255 .360 .161 0.18 























InfProd1 (0.909) -0.037 -0.090 0.082 -0.011 0.052 0.045 -0.004 -0.046 
InfProd2 (0.884) 0.045 0.008 -0.082 0.014 -0.041 0.044 -0.005 -0.023 
InfProd3 (0.829) -0.008 0.090 -0.003 -0.004 -0.013 -0.096 0.009 0.075 
InfOpin1 0.201 (0.863) -0.056 0.084 -0.018 0.031 -0.032 -0.003 -0.030 
InfOpin2 -0.019 (0.856) -0.052 0.012 -0.033 -0.029 0.006 -0.005 0.057 
InfOpin3 -0.186 (0.841) 0.111 -0.099 0.053 -0.003 0.027 0.008 -0.027 
CelAdm1 0.016 0.123 (0.786) 0.066 -0.113 -0.098 -0.108 0.037 0.054 
CelAdm2 0.022 -0.038 (0.800) -0.116 0.109 0.180 -0.015 -0.053 -0.006 
CelAdm3 -0.038 -0.083 (0.796) 0.051 0.003 -0.084 0.122 0.017 -0.047 
AspLIfe1 -0.192 0.086 -0.053 (0.810) 0.017 0.026 0.036 -0.082 -0.010 
AspLife2 -0.073 0.069 0.046 (0.842) -0.169 -0.030 0.011 -0.026 -0.032 
AspLIfe3 0.301 -0.244 0.010 (0.757) 0.044 -0.035 0.007 0.114 0.012 
AspLIfe4 -0.014 0.071 -0.005 (0.808) 0.118 0.038 -0.054 0.003 0.032 
AspRec1 0.078 -0.055 -0.064 0.227 (0.811) -0.084 0.063 -0.032 -0.043 
AspRec2 0.067 -0.010 0.057 -0.024 (0.768) 0.080 -0.047 -0.072 0.014 
AspRec3 -0.115 0.045 0.026 0.012 (0.741) -0.187 -0.014 0.016 -0.020 
AspRec4 -0.043 0.028 -0.017 -0.260 (0.669) 0.218 -0.007 0.103 0.058 
CelInsp1 -0.022 -0.069 -0.074 -0.025 0.099 (0.799) 0.018 0.023 0.042 
CelInsp2 -0.050 0.007 0.011 0.026 -0.033 (0.794) -0.102 0.098 -0.031 
CelInsp3 -0.007 0.094 -0.075 0.005 -0.068 (0.763) 0.205 -0.120 0.008 
CelInsp4 0.091 -0.039 0.027 -0.121 0.078 (0.718) -0.041 0.123 -0.016 
CelInsp5 -0.003 0.008 0.116 0.110 -0.075 (0.751) -0.079 -0.123 -0.004 
CelTal1 -0.005 -0.077 0.107 0.083 -0.020 -0.060 (0.809) -0.039 0.033 
CelTal2 0.001 0.059 -0.022 0.029 -0.023 -0.076 (0.789) -0.008 0.069 
CelTal3 -0.029 -0.132 -0.070 -0.064 0.148 0.098 (0.740) -0.058 -0.016 
CelTal4 0.035 0.160 -0.025 -0.060 -0.106 0.050 (0.708) 0.114 -0.097 
CelLife1 0.034 0.027 0.015 -0.025 -0.064 -0.041 0.035 (0.850) -0.033 
CelLife2 -0.033 0.079 0.044 -0.103 0.006 0.025 0.072 (0.824) -0.024 
CelLife3 -0.002 -0.113 -0.062 0.136 0.063 0.018 -0.114 (0.781) 0.061 
CelLook1 -0.014 0.045 -0.031 0.028 -0.040 0.006 0.089 -0.056 (0.838) 
CelLook2 -0.008 0.055 -0.076 -0.165 0.114 0.128 -0.010 -0.045 (0.814) 
CelLook3 0.024 -0.109 0.115 0.145 -0.079 -0.143 -0.087 0.110 (0.761) 
(Loadings are all significant at the 0.001 level and are displayed within parenthesis. Loadings and cross-
loadings are oblique rotated.) 
 
5.5 Phase V- PLS-MGA: Multi-group comparisons  
A PLS multi-group comparison (PLS-MGA) was conducted to test the 
hypotheses that there are significant differences in the PLS-SEM model based on 1) 
consumers’ age groups, 2) consumer’s and celebrity’s gender and 3) celebrity’s  field of 
work. The significance of the difference among path coefficients (β) and explained 
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variances (R2) were compared using the guidelines provided by Kock (2014), which 
uses the Satterthwaite method. This particular method takes into consideration different 
sample sizes and standard errors for the β when analysing if the β or  R2 of two models 
are significantly different (Kock, 2014). P-values for the Satterthwaite method should 
be smaller than 0.05 (one-tailed) if significant differences between two groups do exist.  
5.5.1 Age of the respondents 
Possible differences in how consumers from different age groups (18 to 25 years 
old, 26 to 35 years old, and older than 36 years old) relate with their favourite 
celebrities were analysed. The final model presented in page 261 was tested and 
adapted, if necessary (see Figures 5.7, 5.8 and 5.9). Nonetheless, even though there 
were some modifications in the model for each of the age groups, it is not possible to 
draw conclusions in regards to the statistical significance of these differences as they 
can be a result of different sample sizes and standard errors. Hence, the comparisons 




 Figure 5.7- Multi-group analysis – PLS-SEM model for consumers in the age group 18-25 




Figure 5.8- Multi-group analysis – PLS-SEM model for consumers in the age group 26-35 




R2 = 0.44 
CelAdm 



















































Relationship not included in the final model, but significant and relevant for this age group  





Figure 5.9- Multi-group analysis – PLS-SEM model for consumers older than 35 years of age 
(**Sig at 0.01, *sig at 0.05) 
 
The model fit and quality fit indices suggest that the data fit the models well for 
the three PLS-SEM models (see Table 5.28). In addition, the outer model presented 
adequate reliability and validity (see Tables 5.29, 5.30 and 5.31). See Appendix A5.5 
for the indicators’ combined loading and cross-loadings.  
Table 5.28- PLS-MGA Age: Model fit and quality indices 
Model fit and quality indices 
Age 18-25 N=380 
Model fit and quality indices 
Age 26-35 N=117 
Model fit and quality indices 
Age 36+ N=112 
APC = 0.244, P<0.001 
ARS=0.290, P<0.001 
AARS=0.284, P<0.001 
AVIF=1.344,  ideally ≤ 3.3 
AFVIF=1.730, ideally ≤ 3.3 
GoF=0.435 
 SPR=1, ideally = 1 
RSCR=1, ideally = 1 
SSR=1, acceptable if ≥ 0.7 
NLBCDR=1, acceptable if ≥  0.7 
APC = 0.282, P<0.001 
ARS=0.374, P<0.001 
AARS=0.355, P<0.001 
AVIF=1.340,  ideally ≤ 3.3 
AFVIF=1.954, ideally ≤ 3.3 
GoF=0.486 
 SPR=1, ideally = 1 
RSCR=1, ideally = 1 
SSR=1, acceptable if≥ 0.7 
NLBCDR=1, acceptable ≥ 0.7 
APC = 0.275, P<0.001 
ARS=0.225, P<0.001 
AARS=0.210, P<0.001 
AVIF=1.165,  ideally ≤ 3.3 
AFVIF=1.540, ideally ≤ 3.3 
GoF=0.379 
 SPR=0.909, Acceptable if ≥0.7 
RSCR=0.962, Acceptable if ≥0.7 
SSR=1, acceptable if ≥  0.7 
































Table 5.29- PLS-SEM Age 18-25: variables correlations, squared root of the AVE (diagonal), average 
variance extracted (AVE), Cronbach alpha (Cα), composite reliability (CR), variable inflation factor 
(VIF), explained variance (R2) and adjusted explained variance(AR2). 
 InfProd InfOpin CelAdm AspLife AspRec CelInsp CelTal CelLife CelLook 
InfProd (.873) 
        InfOpin .474** (.844) 
       CelAdm .059 .273** (.804) 
      AspLife .440** .317** .073 (.800) 
     AspRec .243** .449** .409** .563** (.758) 
    CelInsp -.118* .188** .513** -.145** .283** (.773) 
   CelTal -.009 .146** .545** -.019 .260** .462** (.759) 
  CelLife .243** .164** .100 .359** .212** .030 .277** (.818) 
 CelLook .128* .103* .228** .105* .149** .320** .186** .372** (.833) 
          AVE .762 .713 .647 .641 .575 .597 .575 .670 .694 
CA .843 .799 .727 .812 .751 .830 .753 .753 .779 
CR .905 .882 .846 .877 .843 .881 .844 .859 .872 
VIF 1.57 1.59 1.81 2.12 2.14 1.82 1.71 1.49 1.34 
𝐑𝟐 .440 .236 .396 .146 .201  
   𝐀𝐑𝟐 .434 .228 .392 .144 .197 
    (**Sig at 0.01, *sig at 0.05) 
 
Table 5.30- PLS-SEM Age 26-35: variables correlations, squared root of the AVE (diagonal), average 
variance extracted (AVE), Cronbach alpha (Cα), composite reliability (CR), variable inflation factor 
(VIF), explained variance (R2) and adjusted explained variance(AR2). 
 
InfProd InfOpin CelAdm AspLife AspRec CelInsp CelTal CelLife CelLook 
InfProd (.886) 
        InfOpin .627** (.869) 
       CelAdm .078 .311** (.775) 
      AspLife .536** .418** .116 (.802) 
     AspRec .353** .551** .36** .684** (.729) 
    CelInsp .197* .266** .349** .017 .260** (.742) 
   CelTal .000 .099 .402** -.069 .002 .151 (.762) 
  CelLife .442** .242** .074 .389** .272** -.031 .108 (.822) 
 CelLook .264** .214* .225* .193* .197* .387** .149 .302** (.750) 
          AVE .786 .755 .601 .644 .531 .551 .580 .676 .563 
CA .863 .838 .667 .815 .701 .794 .755 .760 .611 
CR .917 .902 .818 .878 .817 .859 .846 .862 .794 
VIF 2.50 2.29 1.56 2.73 2.90 1.51 1.27 1.47 1.36 
𝐑𝟐 .723 .356 .369 .158 .219  
   𝐀𝐑𝟐 .713 .339 .352 .150 .205 





Table 5.31- PLS-SEM Age 36+: variables correlations, squared root of the AVE (diagonal), average 
variance extracted (AVE), Cronbach alpha (Cα), composite reliability (CR), variable inflation factor 
(VIF), explained variance (R2) and adjusted explained variance(AR2). 
 
InfProd InfOpin CelAdm AspLife AspRec CelInsp CelTal CelLife CelLook 
InfProd (.879) 
        InfOpin .495** (.860) 
       CelAdm .039 .172 (.784) 
      AspLife .342** .171 .036 (.800) 
     AspRec .294** .425** .231* .457** (.720) 
    CelInsp .083 .172 .375** -.023 .162 (.765) 
   CelTal .051 .087 .481** .029 .017 .352** (.778) 
  CelLife .102 -.112 .079 .482** .156 .004 .215* (.825) 
 CelLook -.025 -.082 .304** .096 .124 .333** .215* .322** (.759) 
          AVE .773 .740 .615 .640 .518 .586 0.61 .681 .577 
CA .851 .824 .684 .811 .688 .823 0.78 .764 .630 
CR .910 .895 .826 .876 .811 .876 0.86 .865 .803 
VIF 1.47 1.66 1.53 1.77 1.62 1.36 1.48 1.61 1.36 
𝐑𝟐 .350 .140 .336 .234 .067  
   𝐀𝐑𝟐 .332 .116 .317 .227 .058 
     (**Sig at 0.01, *sig at 0.05) 
 
 The PLS-MGA only revealed one statistically significant difference in regards to 
how the celebrities’ attributes variables (CelInsp, CelTal, CelLook and CelLife) relate 
to other variables in the model. However, the p-values of some PLS-MGA comparisons 
were close to 0.05, which suggest that a larger sample size can lead to statistically 
significant differences in some PLS-MGA β analysis (see Table 5.32). Interestingly, 
CelInsp has a negative and significant relationship (β=-0.17**) with AspLife in the 
PLS-SEM model of consumers who are 18 to 25 years old, which is significantly 
different from this relationship in the PLS-SEM model of consumers who are 26 to 35 
years old (β=0.16**)  (see Table 5.32).  
 The age of the respondents has a significant impact on the relationships between 
the consumers’ celebrity-like aspirations variables (AspRec and AspLife) and the 
celebrity influence variables (InfOpin and InfProd) (see Table 5.32). The relationship 
between AspLife and InfOpin is negative (β= - 0.15*) and significantly lower for 
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consumers who are 36 years of age or older if compared to younger demographics (see 
Table 5.32). Besides, there is a significantly weaker relationship between AspRec and 
InfProd for respondents who are 36 years old or older (β=0.00) if compared to 
respondents who are 26 to 35 years old (β=0.23**). This same relationship is close to 
being considered statistically significant in the comparison between respondents from 
18 to 25 years old (β=0.16**) and those who are 36 years old or older (β=0.00), which 
suggest that a larger sample size can lead to a significant difference in this path.   
 The PLS-MGA revealed a significant difference in the R2 of InfProd, which is 
significantly higher in the PLS model for consumers who are 26 to 35 years old 
(R2=0.72) if compared to the model of consumers who are 18 to 25 years old (R2=0.44) 




Table 5.32- PLS-MGA Age groups: path coefficients (β), standard error (SE) and t-value, p-value 
 Age Group 18-25 (N=380) 
Age Group 26-
35 (N=117) 
Age Group 36+ 
(N=112) 
PLS-MGA 
18-25 vs 26-35 years of age 
PLS-MGA 
26-35 vs 36+ years of age 
PLS-MGA 
18-25 vs 36+ years of age 











CelInsp→CelAdm .291 .049 .146 .089 .182 .090 
 
1.42 .077 X -0.28 .388 X 1.06 .144 X 




-0.58 .281 X 0.10 .459 X -0.43 .332 X 
CelInsp→AspLife -.171 .050 .160 .083 -.020* .094 -3.41 .000 √ 1.44 .076 X -1.41 .078 X 
CelInsp→InfOpin .106 .051 .158 .089 .190 .090 -0.51 .306 X -0.25 .400 X -0.81 .209 X 
CelTal→CelAdm .382 .049 .426 .083 .382 .086 0.32 .324 X 0.37 .357 X 0.00 .500 X 
CelLook→CelAdm .113 .050 .269 .086 .210 .090 -1.57 .059 X 0.47 .318 X -0.98 .173 X 
CelLife→AspRec .171 .050 .266 .086 .146* .091 -0.96 .170 X 0.96 .169 X 0.24 .405 X 
CelLife→AspLife .382 .049 .397 .084 .484 .083 -0.15 .439 X -0.74 .231 X -1.06 .145 X 
CelLife→InfProd .156 .050 .201 .088 .183 .090 -0.44 .328 X 0.14 .443 X -0.26 .328 X 
CelAdm→AspRec .345 .049 .308 .084 .258 .088 0.38 .352 X 0.41 .179 X 0.86 .194 X 




0.19 .492 X 0.14 .445 X 0.19 .425 X 
AspRec→InfOpin .285 .049 .392 084 .321 .087 -1.10 .136 X 0.59 .279 
 
X -0.36 .359 X 
AspRec→InfProd .158 .050 .225 .087 .001* .094
 
-0.57 .252 X 1.75 .041 √ 1.27 .075 X 
AspLife→InfOpin .178 .050 .197 .088 -.151 .091 -0.18 
 
.426 X 2.75 .003 
 
√ 3.17 .000 √ 
AspLife→InfProd .343 .049 .388 .084 .235 .089 -0.46 .322 X 1.25 .106 X 1.06 .143 X 
InfOpin → InfProd .416 .048 .533 .081 .426 .085 -1.24 .107 X 0.91 .182 
 
X -0.10 .459 X 
Explained 
 
R2 SE2 R2 SE2 R2 SE2          
CelAdm .40 .060 .37 .105 .34 .106 0.25 .402 X 0.20 .420 X 0.49 .311 
 
X 
AspRec .21 .061 .24 .104 .07 .062 -0.25 .402 X 1.40 .081 X 1.61 .054 X 
AspLife .18 .049 .18 .083 .23 .058 0.00 .500 X -0.84 .199 X -1.19 .117 X 
InfOpin .24 .071 .36 .107 .14 .108 -0.93 .178 X 1.45 .075 X 0.77 .220 X 
InfProd .44 .069 .72 .120 .35 .109 -2.02 .022 √ 2.28 .012 √ 0.70 .243 X 




5.5.2 Consumer’s and celebrity’s gender relationships 
Hypothesised differences between the gender of the respondents and the gender 
of the celebrity were analysed. Three PLS-SEM models were developed for the 
scenarios in which there is a female gender congruence (female respondent and female 
celebrity) (see Figure 5.10), 2) male gender congruence (male respondent and male 
celebrity) (see Figure 5.11) and 3) female gender incongruence (female respondent and 
male respondent) (see Figure 5.12).  The sample size for a scenario where there is male 
gender incongruence (male consumer and female celebrity) was not large enough 
(N=32) to be included in the PLS-MGA. The final model presented in Part IV was 
tested for the three groups. The model presented some differences for these three 
groups, and the statistical significance of these differences was tested. 
 
Figure 5.10- Multi-group analysis – PLS-SEM model for a scenario where there is a female gender 
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Figure 5.11- Multi-group analysis – PLS-SEM model for a scenario where there is a male gender 




Figure 5.12- Multi-group analysis – PLS-SEM model for a scenario where there is a female gender 
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The model and quality fit indices suggest that the data fit the models well for the 
three groups (see Table 5.33). In addition, the outer model presented adequate reliability 
and validity (see Tables 5.34, 5.35 and 5.36). Nonetheless, the variable CelLook 
presented a substantially lower Cα in the scenario of a female gender congruence, which 
suggests that this construct can be improved as words such as ‘sexy’ might not be the 
most appropriate when measuring how respondents from a female demographic 
perceive other women.  
Table 5.33- PLS-MGA gender: model fit and quality indices 
Model fit and quality indices 
Female congruence  
N=231 
Model fit and quality indices 
Male Congruence 
N=195 
Model fit and quality indices 
Female incongruence 
N=151 
APC = 0.301, P<0.001 
ARS=0.386, P<0.001 
AARS=0.379, P<0.001 
AVIF=1.480,  ideally ≤ 3.3 
AFVIF=1.987, ideally ≤ 3.3 
GoF=0.500 
 SPR=1, ideally = 1 
RSCR=1, ideally = 1 
SSR=1, acceptable if ≥0.7 
NLBCDR=1, acceptable if ≥0.7 
 
APC = 0.300, P<0.001 
ARS=0.292, P<0.001 
AARS=0.282, P<0.001 
AVIF=1.245,  ideally ≤3.3 
AFVIF=1.646, ideally ≤3.3 
GoF=0.434 
 SPR=1, ideally = 1 
RSCR=1, ideally = 1 
SSR=1, acceptable if ≥ 0.7 
NLBCDR=1, acceptable if ≥ 0.7 
 
APC = 0.261, P<0.001 
ARS=0.220, P<0.001 
AARS=0.212, P<0.001 
AVIF=1.191,  ideally ≤ 3.3 
AFVIF=1.601, ideally ≤3.3 
GoF=0.372 
 SPR=1, ideally = 1 
RSCR=1, ideally = 1 
SSR=1, acceptable if≥ 0.7 




Table 5.34- PLS-SEM Female congruence (female respondent and female celebrity): variables 
correlations, squared root of the AVE (diagonal), average variance extracted (AVE), Cronbach alpha 
(Cα), composite reliability (CR), variable inflation factor (VIF), explained variance (R2) and adjusted 
explained variance(AR2) 
 InfProd InfOpin CelAdm AspLife AspRec CelInsp CelTal CelLife CelLook 
InfProd (.863)         
InfOpin .539** (.865)        
CelAdm .046 .311** (.806)       
AspLife .575** .469** .114 (.813)      
AspRec .348** .554** .475** .605** (.774)     
CelInsp -.077 .257** .611** -.050 .378** (.780)    
CelTal -.029 .159* .486** .027 .291** .442** (.772)   
CelLife .360** .276* .117 .439** .322** .059 .313** (.830)  
CelLook .129 .277** .483** .118 .322** .505** .441** .399** (.726) 
          
AVE .745 .749 .650 .662 .599 .608 .596 .693 .517 
CA .827 .832 .729 .829 .776 .839 .773 .778 .601 
CR .897 .899 .847 .886 .856 .886 .855 .871 .779 
VIF 1.88 1.88 1.97 2.46 2.51 1.88 1.57 1.46 1.78 
𝐑𝟐 .584 .385 .432 .211 .297      
𝐀𝐑𝟐 .577 .315 .388 .203 .121     
(**Sig at 0.01, *sig at 0.05)  
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Table 5.35- PLS-SEM Male congruence (male respondent and male celebrity): variables correlations, 
squared root of the AVE (diagonal), average variance extracted (AVE), Cronbach alpha (Cα), composite 
reliability (CR), variable inflation factor (VIF), explained variance (R2) and adjusted explained 
variance(AR2). 
 InfProd InfOpin CelAdm AspLife AspRec CelInsp CelTal CelLife CelLook 
InfProd (.874)         
InfOpin .530** (.854)        
CelAdm .200* .302** (.769)       
AspLife .490** .286** .079 .807      
AspRec .305** .437** .323** .557** .741     
CelInsp .067 .146 .358** -.068 .189* .748    
CelTal .112 .174* .583** -.076 .112 .256** .731   
CelLife .329** .156 .061 .368** .094 -.076 .172* .813  
CelLook .258** .131 .006 .198* .042 .091 .057 .332** .864 
 
         
AVE .764 .729 .591 .651 .549 .559 .535 .660 .749 
CA .845 .814 .653 .820 .721 .801 .702 .740 .829 
CR .907 .890 .812 .882 .828 .863 .819 .853 .898 
VIF 1.80 1.64 1.83 2.15 1.92 1.23 1.66 1.39 1.19 
𝐑𝟐 0.46 .248 .380 .186 .187     




Table 5.36- PLS-SEM Female incongruence (male respondent and female celebrity): variables 
correlations, squared root of the AVE (diagonal), average variance extracted (AVE), Cronbach alpha 
(Cα), composite reliability (CR), variable inflation factor (VIF), explained variance (R2) and adjusted 
explained variance(AR2). 
 InfProd InfOpin CelAdm AspLife AspRec CelInsp CelTal CelLife CelLook 
InfProd (.875)         
InfOpin .437** (.838)        
CelAdm -.043 .202** (.797)       
AspLife .230** .171* .050 (.788)      
AspRec .126 .395** .312** .558** (.729)     
CelInsp -.027 .240** .365** -.108 .210** (.752)    
CelTal .005 .064 .502** -.038 .085 .390** (.777)   
CelLife .049 -.042 .049 .343** .179** -.014 .208* (.804)  
CelLook .077 -.011 .216** .180** .204* .305** .090 .345** (.762) 
          
AVE .766 .703 .636 .621 .531 .565 .604 .646 .581 
CA .846 .789 .713 .796 .703 .807 .781 .725 .636 
CR .907 .877 .840 .867 .818 .866 .859 .845 .805 
VIF 1.38 1.63 1.63 1.81 1.95 1.57 1.63 1.39 1.41 
𝐑𝟐 .294 .206 .314 .130 .165      
𝐀𝐑𝟐 .285 .199 .305 .123 .154     







The PLS-MGA revealed some significant differences in regards to how the 
celebrities’ attributes variables relate to other variables in the model (see Table 5.37). 
The relationship between CelInsp and CelAdm is significantly stronger when there is 
female gender congruence (β=0.41**) than if compared to when there is female gender 
incongruence (β=0.17**) or male gender congruence (β=0.14*). In addition, CelInsp 
has a significantly stronger relationship with InfOpin in the scenario of female gender 
incongruence (β=0.20**) than if compared to when there is male gender congruence 
(β=0.02). In addition, CelTal has a significantly stronger relationship with CelAdm 
when the celebrity is of a male gender (male congruence β=0.54**, male incongruence 
β=0.43**, and female congruence β=0.23**). The relationship between CelLook and 
CelAdm is significantly weaker and non-significant for the scenario where there is male 
gender congruence (β=0.02), but, interestingly, the relationship between CelLook and 
AspRec is only significant when there is male gender congruence (β=0.0.27**), which 
differs significantly from the other groups. Furthermore, the relationship between 
CelLife and AspRec is significantly weaker and non-significant when there is male 
gender congruence (β=0.05) if compared to when there is female gender congruence 
(β=0.27**), and the relationship between CelLife and InfProd is significantly stronger 
in the scenario in which female gender congruence (β=0.46**) if compared to when 
there is female incongruence (β=0.36**).  
    CelAdm revealed to have a significantly stronger relationship with InfOpin 
when there is male gender congruence (β=0.23**) than if compared to when there is 
female gender incongruence (β=0.05), and a p-value close to 0.05 in the comparison 
with the group where there is a female gender congruence (see Table 5.37). The 
relationship between AspLife and the celebrity influence variables also seem to vary 
based on the respondent’s and the celebrity’s gender. AspLife has a significantly weaker 
relationship with InfOpin when there is female gender incongruence (β= - 0.02) than if 
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compared to when there is female (β=0.30**) and male gender congruence (β=0.15**). 
Additionally, AspLife has a significantly stronger relationship with InfProd when there 
is a female gender congruence (β=0.44**) than when there is a male gender 
congruence (β=0.26**) or female gender incongruence (β=0.27**).  
The PLS-MGA revealed significant differences in the R2 of InfOpin and 
InfProd, which are significantly higher when there is female gender congruence 
(R2 =0.39 and 0.58, respectively) than when there is female gender incongruence 
(R2 =0.21 and 0.29, respectively). Similarly to the previous PLS-MGA (respondents’ 
age), the p-values close to 0.05 in some β and R2 comparisons suggest that a larger 
sample size can lead to more significant differences in the PLS-MGA. Table 5.37 

















congruence vs Male 
congruence 
PLS-MGA Female 
congruence vs female 
incongruence congruence 
PLS-MGA Male congruence 
vs female incongruence 











CelInsp→CelAdm .421 .060 .142 .079 .165 .064 2.81 .002 √ 2.92 .002 √ 0.23 .411 X 
CelInsp→AspRec .154 .064 .112* .079* .148 .065 0.41 .340 X 0.07 .474 X -0.35 .374 X 
CelInsp→InfOpin .166 .064 .019* .081* .195 .064 1.42 .078 X -0.32 .374 X -1.71 .045 √ 
CelTal→CelAdm .230 .063 .540 .072 .426 .061 -3.24 .000 √ -2.24 .013 √ 1.21 .114 X 
CelLook→CelAdm .164 .064 -.118 .079* .136 .065 2.77 .002 √ 0.31 .380 X -2.48 .007 √ 
CelLook→AspRec -.031* .065 .274 .077 .065* .066 -3.02 .001 √ -1.03 .150 X -2.06 .020 √ 
CelLife→AspRec .269 .063 .050* .080* .203 .064 2.15 .016 √ 0.73 .231 X -1.49 .068 X 
CelLife→AspLife .459 .061 .432 .074 .345 .062 0.28 .389 X 1.31 .095 X 0.90 .184 X 
CelLife→InfProd .114 .064 .264 .077 .072* .066* -1.50 .068 X 0.46 .129 X 1.89 .030 √ 
CelAdm→AspRec .346 .062 .304 .076 .329 .063 0.43 .334 X 0.19 .424 X 0.25 .395 X 
CelAdm→InfOpin .070* .065* 
 
.229 .077 .051* .066 -1.58 .058 X 0.21 .419 X 1.76 .040 √ 
AspRec→InfOpin .337 .062 .289 .076 .379 .062 0.49 .312 X -0.48 .361 X -0.92 .180 X 
AspRec→InfProd .176 .064 .092* .080* .151 .065 0.82 .206 X 0.27 .392 X -0.57 .284 X 
AspLife→InfOpin .298 .062 .152 .079 -.014* .063* 1.45 .073 X 3.53 .000 √ 1.64 .002 
 
√ 
AspLife→InfProd .444 .061 .257 .077 .265 .063 -0.18 .026 √ 2.04 .021 √ -0.08 .468 X 
InfOpin→InfProd .397 .061 .415 .074 .442 .061 -0.19 .426 X -0.53 .301 X -0.28 .389 X 
Explained Variance R2 SE2 R2 SE2 R2 SE2        
CelAdm .45 .076 .38 .076 .31 .077 0.09 .305 X 1.39 .083 X 0.65 .259 X 
AspRec .31 .077 .19 .077 .17 .063 1.10 .136 X 1.41 .080 X 0.20 .427 
0 
X 
AspLife .21 .043 .19 .052 .12 .062 0.30 .384 X 1.19 .117 X 0.87 .171 X 
InfOpin .39 .077 .25 .093 .21 .063 1.16 .124 X 1.81 .036 √ 0.36 .361 X 
InfProd .58 .089 .46 .094 .29 .077 0.93 .177 X 2.46 .007 √ 1.40 .081 X 
* non-significant path coefficients         Sig. dif. = statistically significant difference √= yes   X= no 
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5.5.3 Celebrity field 
In this part, the model was tested for differences based on the celebrity field: 1) 
Cinema (see Figure 5.13), 2) Television (see Figure 5.14) and 3) Music (see Figure 
5.15). PLS-SEM models of the three groups suggest some differences and their 
statistical significance will be tested.  
Figure 5.13- Multi-group analysis – PLS-SEM model for cinema celebrities  
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Figure 5.14- Multi-group analysis – PLS-SEM model for television celebrities 






Figure 5.15- Multi-group analysis – PLS-SEM model for music celebrities (**Sig at 0.01, *sig at 0.05) 
 
The model fit and quality indices suggest that the three models fit the data well 
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the three PLS-SEM models presented acceptable reliability and validity (see Tables 
5.39, 5.40 and 5.41). See Appendix A5.5 for the indicators’ combined loadings and 
cross-loadings. 
 







APC = 0.249, P<0.001 
ARS=0.232, P<0.001 
AARS=0.226, P<0.001 
AVIF=1.251,  ideally ≤ 3.3 
AFVIF=1.546, ideally ≤ 3.3 
GoF=0.384 
 SPR=1, ideally = 1 
RSCR=1, ideally = 1 
SSR=1, acceptable if ≥ 0.7 
NLBCDR=1, acceptable if ≥  0.7 
APC = 0.347, P<0.001 
ARS=0.433, P<0.001 
AARS=0.418, P<0.001 
AVIF=1.466,  ideally  ≤ 3.3 
AFVIF=2.194, ideally  ≤ 3.3 
GoF=0.537 
 SPR=1, ideally = 1 
RSCR=1, ideally = 1 
SSR=1, acceptable if ≥ 0.7 
NLBCDR=1, acceptable if ≥  0.7 
APC = 0.309, P<0.001 
ARS=0.299, P<0.001 
AARS=0.291, P<0.001 
AVIF=1.369,  ideally  ≤ 3.3 
AFVIF=1.802, ideally  ≤3.3 
GoF=0.441 
 SPR=1, ideally = 1 
RSCR=1, ideally = 1 
SSR=1, acceptable if ≥  0.7 




Table 5.39- PLS-SEM Cinema celebrities: variables correlations, squared root of the AVE (diagonal), 
average variance extracted (AVE), Cronbach alpha (Cα), composite reliability (CR), variable inflation 
factor (VIF), explained variance (R2) and adjusted explained variance(AR2) 
 InfProd InfOpin CelAdm AspLife AspRec CelInsp CelTal CelLife CelLook 
InfProd (.866)         
InfOpin .449** (.854)        
CelAdm .063 .300** (.762)       
AspLife .379** .315** .050 (.791)      
AspRec .269** .459** .268** .560** (.728)     
CelInsp .006 .245** .437** -.082 .234** (.766)    
CelTal .051 .141* .513** .062 .159* .354** (.766)   
CelLife .157* .135* .082 .321** .217** .063 .312** (.799)  
CelLook .036 .093 .209** .107 .132* .343** .202 .268** (.827) 
 
         
AVE .749 .729 .580 .626 .530 .586 .586 .638 .683 
CA .832 .814 .638 .800 .701 .823 .761 .715 .767 
CR .899 .890 .806 .870 .818 .876 .849 .840 .866 
VIF 1.38 1.59 1.64 1.82 1.83 1.54 1.56 1.32 1.23 
𝐑𝟐 .274 .305 .346 .106 .130     
𝐀𝐑𝟐 .269 .295 .338 .103 .123     






Table 5.40- PLS-SEM Television celebrities: variables correlations, squared root of the AVE (diagonal), 
average variance extracted (AVE), Cronbach alpha (Cα), composite reliability (CR), variable inflation 
factor (VIF), explained variance (R2) and adjusted explained variance(AR2). 
 
InfProd InfOpin CelAdm AspLife AspRec CelInsp CelTal CelLife CelLook 
InfProd (.885)         
InfOpin .693** (.878)        
CelAdm .148 .382** (.809)       
AspLife .416** .356** .075 (.821)      
AspRec .394** .632** .457** .604** (.773)     
CelInsp .108 .329** .534** -.187 .211 (.769)    
CelTal -.017 .142 .469** -.032 .220* .435** (.811)   
CelLife .290* .275* .251* .418** .345** .139 .347** (.823)  
CelLook .173 .217* .448** .103 .202 .433** .277* .499** (.756) 
          AVE .783 .770 .654 .674 .597 .592 .657 .677 .572 
CA .861 .851 .736 .839 .774 .827 .825 .760 .625 
CR .915 .910 .850 .892 .855 .879 .884 .863 .800 
VIF 2.25 3.10 2.01 2.34 2.90 1.93 1.58 1.86 1.77 
𝐑𝟐 .755 .445 .466 .201 .285  
   𝐀𝐑𝟐 .746 .431 .446 .191 .267 
      (**Sig at 0.01, *sig at 0.05) 
 
 
Table 5.41- PLS-SEM Music celebrities: variables correlations, squared root of the AVE (diagonal), 
average variance extracted (AVE), Cronbach alpha (Cα), composite reliability (CR), variable inflation 
factor (VIF), explained variance (R2) and adjusted explained variance(AR2). 
 
InfProd InfOpin CelAdm AspLife AspRec CelInsp CelTal CelLife CelLook 
InfProd (.858)         
InfOpin .496** (.850)        
CelAdm .106 .209* (.839)       
AspLife .486** .342** .184* (.815)      
AspRec .291** .454** .436** .634** (.754)     
CelInsp .006 .147* .429** .004 .302** (.764)    
CelTal -.004 .009 .493** -.046 .093 .265** (.737)   
CelLife .251** .077 .114 .380** .162* .025 .222* (.830)  
CelLook .189* .088 .262** .150* .235** .404** .199* .442** (.799) 
 
         
AVE .736 .723 .704 .664 .568 .584 .543 .690 .639 
CA .819 .808 .790 .831 .744 .820 .711 .774 .715 
CR .893 .887 .877 .888 .839 .875 .824 .869 .841 
VIF 1.67 1.59 1.79 2.49 2.48 1.52 1.48 1.61 1.59 
𝐑𝟐 .489 .233 .375 .165 .235     
𝐀𝐑𝟐 .480 .225 .364 .160 .226     
  (**Sig at 0.01, *sig at 0.05) 
 
 The PLS-MGA only revealed one statistically significant difference in the 
relationships between the celebrities’ attributes variables (CelInsp, CelTal, CelLook 
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and CelLife) and the other variables in the model (see Table 5.42). The relationship 
between CelInsp and AspRec is significantly weaker in the PLS-SEM model of 
television celebrities (β= - 0.08) than if compared to the model of cinema (β=0.21**) or 
music celebrities (β=0.14**). Nonetheless, CelAdm has a weaker relationship with 
AspRec in the PLS-SEM model of cinema celebrities (β=0.20**) if compared to 
television (β=0.38**) or music celebrities (β=0.38**). 
 The PLS-MGA revealed that there are a couple statistically significant 
differences in the relationships between respondents’ celebrity-like aspirations variables 
and the celebrity influence variables in the PLS-SEM models of celebrities from 
different fields (See Table 5.42). Firstly, AspRec has a significantly stronger 
relationship with InfOpin in the PLS-SEM model of television celebrities (β=0.59**) 
than if compared to the PLS-SEM model of cinema (β=0.30**) or music celebrities 
(β=0.36**). Secondly, AspLife has a significantly stronger relationship with InfProd in 
the PLS-SEM model of music celebrities (β=0.44**) if compared to the model of 
cinema celebrities (β=0.26**).  
 Furthermore, the celebrity field seems to influence the relationship between 
InfOpin and InfProd, which is significantly stronger in the case of television celebrities 
(β=0.72**) when compared to the other two groups, cinema (β=0.36**) or music 
celebrities (β=0.43**) (see table 5.42). These β differences seem to lead to a clear 
hierarchical order in the R2 in InfProd of the three models: the PLS-SEM model of 
television celebrities has a significantly higher R2 in InfProd (R2=0.72) than the two 
other groups; the PLS-SEM of music celebrities has a significantly lower R2 in InfProd 
(R2=0.49) if compared to television celebrities and significantly higher if compared to 
cinema celebrities, and the PLS-SEM model of cinema celebrities has a significantly 
weaker R2 (R2=0.27) if compared to the other two groups.  
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Table 5.42- PLS-MGA Celebrity field: path coefficients (β), standard error (SE) and t-value, p-value. 






Cinema vs Television 
celebrities 
PLS-MGA  
Cinema vs Music 
celebrities 
PLS-MGA  

















CelInsp→CelAdm .251 .058 .298 .100 .237 .071 -0.41 .343 X 0.15 .439 X 0.50 0.309 X 
CelInsp→AspRec .210 .059 -.075* .100 .141 .072 2.45 .007 √ 0.74 .230 
 
X -1.75 0.040 √ 
CelInsp→InfOpin .136 .059 .208 .103 .018* .074 -0.61 .272 X 1.25 .107 X 1.54 0.068 X 
CelTal→CelAdm .402 .057 .322 .099 .383 .069 0.70 
 
.242 X 0.21 .416 X -0.51 0.307 X 
CelLook→CelAdm .099 .060 .260 .101 .210 .071 -1.37 .086 X 1.19 .117 X 0.41 0.343 X 
CelLife→AspRec .220 .058 .269 
 
.101 .156 .072 -0.42 .337 X 0.69 .245 X 0.91 0.182 X 
CelLife→AspLife .326 .059 .448 .096 .406 .068 -1.08 .140 X 0.89 .187 X 0.36 0.361 X 
CelAdm→AspRec  .197 .059 .384 .096 .382 .069 -1.65 .049 √ -2.04 .021 √ 0.02 0.493 X 
CelAdm→InfOpin .189 .059 .099* .106 .074* .073 0.74 .229 X 1.23 .111 X 0.19 0.423 X 
AspRec→InfOpin .302 .059 .592 .092 .361 .069 -2.65 .004 √ 0.64 .258 
 
X 1.75 0.041 
 
√ 
AspRec→InfProd .085* .060 .220 .102 .167 .072 -1.14 .127 X -0.87 .191 X 0.42 0.336 X 
AspLife→InfOpin .170 .059 .189* .103 .169 .072 -0.16 .437 X 0.01 .496 X 0.16 0.437 X 
AspLife→InfProd .262 .058 .335 .099 .439 .068 -0.64 .263 X -1.98 .024 √ -0.86 0.194 X 
InfOpin → InfProd .361 .057 .716 .088 .430 .068 -3.39 .000 √ -0.78 .219 X 2.57 0.005 √ 
Explained Variance R2 SE2 R2 SE2 R2 SE2          
CelAdm .35 .071 
 





.28 .101 .25 .084 1.20 .115 X -.078 .217 X 0.23 0.409 X 
AspLife .11 .041 .20 .067 .16 .048 -1.15 .126 X -0.79 .214 X 0.49 0.314 X 
InfOpin .31 .083 .44 .096 .23 .086 -1.02 .153 X 0.67 .252 X 1.63 0.052 X 
InfProd .27 .058 .76 .117 .49 .085 -3.75 .000 √ -2.14 .017 √ 1.87 0.031 √ 
 * non-significant path coefficients         Sig. dif. = statistically significant difference √= yes   X= no
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 5.6 PLS-SEM summary of findings 
Table 5.43 summarises the hypotheses tested in the PLS-SEM model. 
Table 5.43- PLS-SEM Hypotheses summary 
Hypotheses Supported? Final Model  
Path Coefficient 
Celebrity perceived attributes → Celebrity Admiration 
H1a- Celebrities’ socially inspirational attributes have a 
positive relationship with celebrity admiration. 
 
√ β= 0.27**; f2= 0.13 
H1b- Celebrities’ creativity and talent has a positive 
relationship with celebrity admiration. 
 
√ β= 0.38**; f2=0.19 
H1c- Celebrities’ physical attractiveness has a positive 
relationship with celebrity admiration. 
√ β= 0.14,**; f2=0.04 
H1d- Celebrities’ perceived exciting and glamorous lifestyle 
has a positive relationship with celebrity admiration. 
x  
Celebrity perceived attributes → Consumers’ aspirations 
to be as recognised and respected as their favourite 
celebrity 
H2a- Celebrities’ socially inspirational attributes have a 
positive relationship with consumers’ aspirations/need for 
recognition and respect. 
√ β= 0.11**; f2=0.03 
H2b- Celebrities’ creativity and talent have a positive 
relationship with consumers’ aspirations/need for recognition 
and respect. 
x  
H2c- Celebrities’ physical attractiveness has a positive 
relationship with consumers’ aspirations/need for recognition 
and respect. 
x  
H2d- Celebrities’ exciting and glamorous lifestyle has a 
positive relationship with consumers’ aspirations/need for 
recognition and respect. 
√ β= 0.19**; f2=0.16 
Celebrity perceived attributes → Consumers’ aspirations to 
have a similar lifestyle as their favourite celebrities 
H3a- Celebrities’ socially inspirational attributes have a 
positive relationship with consumers’ aspirations to having a 
celebrity-like lifestyle. 
x  
H3b- Celebrities’ creativity and talent have a positive 
relationship with consumers’ aspirations to having a 
celebrity-like lifestyle. 
x  
H3c- Celebrities’ physical attractiveness has a positive 
relationship with consumers’ aspirations to having a 
celebrity-like lifestyle. 
x  
H3d- Celebrities’ exciting and glamorous lifestyle has a 
positive relationship with consumers’ aspirations to having a 
celebrity-like lifestyle. 
√ β= 0.40**; f2=0.162 





Table 5.43 cont.- PLS-SEM Hypotheses summary. 
  
Hypotheses Supported? Final Model  
Path Coefficient 
Celebrity perceived attributes → celebrity influence 
upon consumers’ opinions and lifestyle choices. 
  
H4a- Celebrities’ socially inspirational attributes have a 
positive relationship with celebrity influence upon 
consumers’ opinions and lifestyle choices. 
 
√ β= 0.11**; f2= 0.03 
H4b- Celebrities’ creativity and talent have a positive 
relationship with celebrity influence upon consumers’ 
opinions and lifestyle choices. 
 
x  
H4c- Celebrities’ physical attractiveness has a positive 
relationship with celebrity influence upon consumers’ 
opinions and lifestyle choices. 
x  
H4d- Celebrities’ exciting and glamorous lifestyle has a 
positive relationship with celebrity influence upon 
consumers’ opinions and lifestyle choices. 
x  
Celebrity perceived attributes → Celebrity 
influence upon consumers’ buying intentions. 
H5a- Celebrities’ socially inspirational attributes have a 
positive relationship with celebrity influence upon 
consumers’ buying intentions.  
 
x  
H5b- Celebrities’ creativity and talent have a positive 




H5c- Celebrities’ physical attractiveness has a positive 




H5d- Celebrities’ exciting and glamorous lifestyle has a 
positive relationship with celebrity influence upon 
consumers’ buying intentions. 
 
√ β= 0.13**; f2=0.04 
Celebrity Admiration →Consumers’ celebrity-like aspirations 
H6a- Celebrity admiration has a positive relationship with 
consumers’ aspirations/need for recognition and respect. 
√ β= 0.31**; f2=0.14 
H6b- Celebrity admiration has a positive relationship with 
consumers’ aspirations to having a celebrity-like lifestyle. 
x  
Celebrity Admiration → Celebrity influence 
H7a- Celebrity admiration has a positive relationship with 
celebrity influence upon consumers opinions and lifestyle 
choices. 
√ β= 0.10*; f2=0.03 
H7b- Celebrity admiration has a positive relationship with 
celebrity influence celebrity influence upon consumers’ 
buying intentions. 
x  





Table 5.43cont.- PLS-SEM Hypotheses summary.   
Hypotheses Supported? Final Model  
Path Coefficient 
Consumers’ desire to be as recognised and respected 
as their favourite celebrity→ Celebrity influence 
H8a- Consumers’ aspirations/need for recognition and 
respect have a positive relationship with celebrity 
influence upon consumers’ opinions and lifestyle 
choices. 
√ β= 0.33**; f2=0.16 
H8b- Consumers’ aspirations/need for recognition and 
respect have a positive relationship with celebrity 
influence upon consumers’ buying preferences. 
√ β= 0.17**; f2=0.05 
Consumers’ aspirations to have a similar lifestyle as 
their favourite celebrity→ Celebrity influence 
H9a- Consumers’ aspirations to having a celebrity-like 
lifestyle have a positive relationship with celebrity 
influence upon consumers’ opinions and lifestyle 
choices. 
√ β= 0.15**, f2=0.05 
H9b- Consumers’ aspirations to having a celebrity-like 
lifestyle have a positive relationship with celebrity 
influence upon consumers’ buying preferences. 
√ β= 0.35**, f2=0.16 
Celebrity influence upon consumers’ opinions and 
lifestyle choices→ Celebrity influence upon their buying 
intentions 
H10- Celebrity influence upon consumers’ opinions and 
lifestyle choices has a positive relationship with celebrity 
influence upon their buying preferences. 
√ β= 0.46** f2=0.24 
Multi-group differences   
H11a- The overall model coefficients are stronger for 
younger demographics. 
 
√  - 
H11b- The overall model coefficients are stronger when 
there is a gender congruence between the celebrity and 
consumer. 
√  
H11c- The overall model coefficients are stronger in the 
case of television celebrities. 
√  
(**Sig at 0.01, *sig at 0.05) 
 
5.6.1. Model relationships summary 
Figure 5.16 displays the research model that was tested and figure 5.17 displays 




Figure 5.16- Tested research model 
 
Figure 5.17- PLS-SEM regression Final model (**Sig at 0.01) 
 
5.6.1.1 Celebrity perceived attributes → Celebrity Admiration (H1a,b,c ,d) 
The results of the PLS-SEM model provide support for the hypothesis that 
certain celebrity attributes have a significant relationship with celebrity admiration 






b) Talent (consistency, 
originality and skills)  
C) Physical attractiveness 
d) Exciting and 
glamorous lifestyle 
a) Recognition and 
respect  







a) Opinions and 
lifestyle 
H1a, b, c, d  
H2a, b, c, d 
H3a, b, c, d 
H4 a, b, c, d 




Multi-Group Analysis:  
a)Admirer Age Group 
b) Celebrity-Admirer Gender Congruence 
c) Celebrity field 
H11a, b, c 
H9a, b 
H10 





R2 = 0.48 
CelAdm 























(CelAdm). More specifically, the results suggest that celebrities’ talent and creativity 
(CelTal) (β= 0.38**) and socially inspirational attributes (CelInsp) (β= 0.24**) have a 
particularly more substantial relationship with CelAdm; while celebrity attractiveness 
(CelLook) has a relatively weak, but significant relationship with CelAdm (β= 0.14**). 
Consequently, they provide support for H1a,b,c. Celebrity perceived glamorous and 
exciting lifestyle was the only celebrity attribute which did not have a significant 
relationship with celebrity admiration.  
Supported hypotheses:  
H1a, b c - Celebrities’ a) socially inspirational attributes, b) talent and 
creativity, and c) attractiveness have a positive relationship with celebrity 
admiration. 
Supported null hypotheses:  
H1d- Celebrities’ exciting and glamorous lifestyle has a positive relationship 
with celebrity admiration. 
5.6.1.2 Celebrity perceived attributes → Consumers aspirations to be more 
similar to their favourite celebrities (H2a, b, c, d and H3a, b, c, d) 
 Two celebrities’ attributes have a significant and positive relationship with 
consumers’ aspirations/need for recognition and respect (AspRec): CelInsp (β= 
0.11**) and CelLife (β= 0.19**), which provide support for H2a and H2d. CelLife is 
the only celebrity attribute that has a significant relationship, which can be considered 
of medium strength, with consumers’ celebrity-like lifestyle aspirations (AspLife) (β= 
0.40**). Thus, this supports H3d. Consequently, CelLife seems to have distinct 
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relationships with other variables in the model than if compared to other celebrities’ 
attributes variables.  
Supported hypotheses:  
H2a, d- Celebrities’ a) socially inspirational, and d) glamorous and exciting 
lifestyle attributes have a positive relationship with consumers’ 
aspirations/needs for recognition and respect. 
H3d- Celebrities’ exciting and glamorous lifestyle has a positive relationship 
with consumers’ aspirations to have a celebrity-like lifestyle. 
Supported null hypotheses:  
H2b,c- Celebrities’ c) talent and creativity, and c) attractiveness attributes 
have a positive relationship with consumers’ aspirations/needs for 
recognition and respect. 
H3a,b,c – Celebrities’ a) socially inspirational attributes, b) talent and 
creativity and c) attractiveness variables have a positive relationship 
consumers’ aspirations to have a celebrity-like lifestyle. 
5.6.1.3 Celebrity perceived attributes → Celebrity influence (H4a, b, c, d 
and H5a, b, c, d)  
CelInsp has a weak, but significant relationship with celebrity influence upon 
consumers’ attitudes and opinions (InfOpin) (β= 0.11**), while CelLife is the only 
celebrity attribute variable which has significant, even though weak,  relationship with 
celebrity influence upon consumers’ buying preferences (InfProd) (β= 0.13**). These 
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findings provide support for H4a and H5d. The other celebrity attributes do not have a 
significant relationship with the celebrity influence variables. 
Supported hypotheses:  
H4a- Celebrities’ socially inspirational attributes have a positive relationship 
with celebrity influence upon consumers’ opinions and lifestyle choices. 
H5d- Celebrities’ exciting and glamorous lifestyle has a positive relationship 
with celebrity influence upon consumers’ buying preferences. 
Supported null hypotheses:  
H4b, c, d - Celebrities’ b) talent and creativity, c) physical attractiveness, and 
d) exciting and glamorous lifestyle variables have a positive relationship with 
celebrity influence upon consumers’ opinions and lifestyle choices. 
H5a,b.c - Celebrities’ perceived a) socially inspirational attributes, b) talent 
and creativity, and c) attractiveness variables have a positive relationship with 
celebrity influence upon consumers’ buying preferences. 
5.6.1.4 Celebrity admiration → Consumers aspirations to be more similar 
to their favourite celebrities (H6a,b) 
CelAdm has a significant and medium strength relationship with AspRec (β= 
0.31**). On the contrary of what was expected, CelAdm does not have a significant 






H6a- Celebrity admiration has a positive relationship with consumers’ 
aspirations/needs for recognition and respect. 
Supported null hypothesis:  
H6b- Celebrity admiration has a positive relationship with consumers’ 
aspirations to have a celebrity-like lifestyle. 
5.6.1.5 Celebrity admiration → Celebrity influence (H7a,b) 
CelAdm has a weak relationship with InfOpin (β= 0.10*), but this relationship 
supports H7a. CelAdm does not have a significant relationship with InfProd; as a result, 
H7b is not supported. The sum of indirect effects that CelAdm has on InfOpin and 
InfProd is 0.121 and 0.158, respectively (both significant at the 0.01 level), which 
means medium levels of indirect effects. 
Supported hypothesis:  
H7a- Celebrity admiration has a positive relationship with celebrity influence 
upon consumers’ opinions and lifestyle choices. 
Supported null hypothesis:  
H7b- Celebrity admiration has a positive relationship with celebrity influence 
upon consumers’ buying preferences. 
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5.6.1.6 Consumers aspirations to be more similar to their favourite 
celebrities→Celebrity influence (H8a,b and H9a,b) 
The findings suggest that when consumers’ experience AspRec and AspLife 
simultaneously, the strength of the relationship between AspRec and the celebrity 
influence variables (InfOpin and InfProd) tend to be higher. AspRec has a medium 
strength relationship with InfOpin (β= 0.33**) and a weak relationship with InfProd 
(β= 0.17**), results which provide support for H8a, b. The sum of the indirect effects 
that AspRec has upon InfProd is 0.152 (significant at the 0.01 level). The relationship 
between AspLife and InfOpin is weak but significant (β= 0.15**), and the relationship 
between AspLife and InfProd has a medium strength (β= 0.35**). These relationships 
provide support for H9a,b. The sum of the indirect effects that AspLIfe has upon 
InfProd is 0.07 (significant at the 0.01 level). 
Supported hypotheses: 
H8a, b- Consumers’ aspirations/needs to be as recognised and respected as 
their favourite celebrity have a positive relationship with a) celebrity influence 
upon consumers’ opinions and lifestyle choices, and b) celebrity influence 
upon consumers’ buying preferences. 
H9a, b- Consumers’ aspirations to have a celebrity-like lifestyle have a 
positive relationship with a) celebrity influence upon consumers’ opinions 




5.5.1.7 Celebrity influence upon consumers’ opinions and lifestyle choices 
→ Celebrity influence upon consumers’ buying preferences (H10) 
The findings suggest that InfOpin has a moderate/strong relationship with 
InfProd (β= 0.46**) and supports H10. The model accounts for a moderate variance in 
InfOpin (R2=0.26). The model accounts for a moderate/high variance in InfProd 
(R2=0.48).  
Supported hypothesis:  
H10- Celebrity influence upon consumers’ opinions and lifestyle choices is 
positively associated with celebrity influence upon their buying preferences. 
5.6.2 Multi-group comparisons summary of findings 
The PLS-MGA findings that there group differences which have a significant 
impact upon the research model tested in this thesis. 
5.5.2.1 Age of the respondents (H11a) 
The PLS-MGA provides partial support for H11a: 
H11a- The overall model coefficients are stronger for younger demographics. 
Table 5.44 provides a summary of the statistically significant differences in the 
PLS-MGA among consumers of difference age groups (18 to 25, 26 to 35 and 36 or 
more years of age). It is interesting to notice the negative relationship between CelInsp 
and AspLife in the PLS-SEM results of consumers who are 18 to 25 years of age. In 
general, it seems that the aspirations variables (AspRec and AspLife) have weaker 
relationships with the celebrity influence variables in the PLS-SEM model of an older 
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demographic (36+). Besides, the R2 in InfProd is significantly higher for the PLS-SEM   
model of consumers who are from 26 to 35 years of age. 
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Table 5.44- PLS-MGA (Age) summary of statistically significant differences 
 Summary of age PLS-MGA statistically significant results Illustration 
Path Coefficient   
CelInsp→AspLife CelInsp has a negative and significantly lower relationship with AspLife in the 
PLS-SEM model of consumers who are 18 to 25 years of age if compared to the 
PLS-SEM model of consumers who are 26 to 35 year of age. The other PLS-MGA 





AspRec has a significantly weaker relationship with InfProd in the PLS-SEM 
model of consumers’ who are 36 or more years of age if compared to consumers 
who are 26 to 35 years of age. The other PLS-MGA of this relationship did not 






AspLife has a negative relationship with InfOpin in the PLS-SEM model of 
consumers’ who are 36 or more years of age, unlike the positive relationship with 
InfProd in the PLS-SEM model of consumers who are 18 to 25 and 26 to 35 years 
of age. The PLS-MGA did not reveal a significant difference for consumers who 
are 18 to 25 years of age in relation to consumers who are 26 to 35 years of age. 
 
 
Explained variance   
InfProd (𝐑𝟐) 
The R2in InfProd is significantly higher for consumers’ who are 26 to 35 years of 
age if compared to the PLS-SEM model of consumers who are 18 to 25 years of 
age or older than 36 years of age. The PLS-MGA did not reveal a significant 
difference for consumers who are older than 18-25 year of age in relation to 









5.6.2.2 Gender Congruence (H11b) 
The PLS-MGA results provide strong support for hypothesis H11b: 
H11b- The overall model coefficients are stronger when there is a gender 
congruence between the celebrity and consumer. 
Table 5.45 provides a summary of the statistically significant differences in the 
PLS-MGA among three difference scenarios: 1) female gender congruence (female 
consumers and female celebrity), 2) male gender congruence (male consumers and male 
celebrity) and 3) female gender incongruence (female consumer and male celebrity). 
The PLS-MG revealed that consumers and celebrities’ gender have a significant impact 
on how the celebrities’ attributes variables (CelInsp, CelTal, CelLook and CelLife) 
relate to other variables in the model. In addition, the PLS-MGA (gender) revealed 
differences in the relationships   between consumers’ aspirations variables and celebrity 
influence variables, and the   R2 in InfOpin and InfProd are significantly higher when 




Table 5.45- PLS-MGA (Gender) summary of statistically significant differences 
 Summary of statically significant  P LS-MGA findings  Illustration  
Path Coefficient   
CelInsp →CelAdm 
 
CelInsp has a significantly stronger relationship with CelAdm when there is 
female gender congruence than if compared to when there is female gender 




CelInsp has a significantly weaker relationship with InfOpin when there is male 






CelLook has a significantly stronger relationship with CelAdm when there is 
female gender congruence or female gender incongruence than if compared to 






CelLook has a significantly stronger relationship with CelAdm when there is male 
gender congruence than if compared to when there is female gender incongruence 




CelTal has a significantly weaker relationship with CelAdm when there is female 
gender congruence than if compared to when there is female gender incongruence 
or male gender congruence.  
 
 
CelLife→AspRec CelLife has a significantly weaker relationship with AspRec when there is male 
gender congruence than if compared to when there is female gender congruence. 
  
CelLife→InfProd CelLife has a significantly stronger relationship with InfProd when there is male 







Table 5.45cont. – PLS-MGA (Gender) summary of statistically significant differences. 
 Summary of age PLS-MGA Findings  Illustration  
Path Coefficient   
CelAdm→InfOpin 
CelAdm has a significantly stronger relationship with InfOpin when there is male 





AspLife has a significantly weaker relationship with InfOpin when there is female 
gender incongruence than in the case of female or male gender congruence. 
 
 
AspLife→InfProd AspLife has a significantly stronger relationship with InfProd when there is 
female gender congruence than if compared to when there is female gender 
incongruence or female gender congruence.  
 
 
Explained variance   
InfOpin (𝐑𝟐) The explained variance in InfOpin is significantly higher when there is female 
gender congruence than if compared when there is female gender incongruence.  
 
 
InfProd (𝐑𝟐) The explained variance in InfOpin is significantly higher when there is female 






5.5.2.3 Celebrity Field (H11b) 
The PLS-MGA model provides support for hypothesis H11b: 
H11c- The overall model coefficients are stronger in the case of television 
celebrities. 
Table 5.46 displays a summary of the statistically significant differences in the 
PLS-MGA conducted between celebrities of different fields (cinema, television and 
music). The most fruitful statistically significant differences seem to reveal, in general, 
weaker relationships between consumers’ celebrity-like aspirations variables (AspRec 
and AspLife) and the celebrity influence (InfOpin and InfProd) variables in the case of 
cinema celebrities. The PLS-MGA revealed a clear hierarchical order of the R2 in 
InfProd of the three models, with the PLS-SEM model of cinema celebrities with the 





Table 5.46- PLS-MGA Celebrity field summary of statistically significant differences 
 Summary of statically significant  P LS-MGA findings  Illustration  
Path Coefficient   
CelInsp→AspRec 
The relationship between CelInsp and AspRec is significantly weaker for 
television celebrities if compared to cinema or music celebrities. 
 
CelAdm→AspRec 
The relationship between CelAdm and AspRec is significantly weaker for cinema 
celebrities if compared to television or music celebrities. 
 
AspRec→InfOpin 
The relationship between AspRec and InfOpin is significantly stronger for 
television celebrities if compared to cinema or music celebrities. 
 
AspLife→InfProd 
The relationship between AspLife and InfProd is significantly stronger for music 
celebrities if compared to cinema celebrities. 
 
InfOpin→InfProd 
The relationship between InfOpin and InfProd is significantly stronger for 
television celebrities if compared to cinema or music celebrities. 
 
Explained Variance   
InfProd The explained variance of InfProd is significantly higher for television celebrities 







Chapter 6- Discussion and Conclusion 
______________________________________________ 
Chapter introduction 
This multi-stage mixed methods study has explored the complexities in 
consumer-celebrity relationships and celebrity influence. The findings of this study 
propose that celebrities and consumer-celebrity relationships influence distinct areas of 
consumers’ aspirations, opinions and behaviours. Hence, the outcomes of this research 
provide evidence of the substantial importance of this area in marketing, which is still 
considerably under-studied. This doctorate thesis concluding Chapter provides a review 
and discussion of the useful findings of this thesis; a critical analysis of the theoretical 
and practical implications; a discussion of the research limitations; and 
recommendations for future studies (see Figure 6.1).  
 




6.1 Overview and 






6.4 Limitations of 
the study 




6.1 Overview and discussion of findings 
To summarise and discuss the main findings of this study, this section is divided 
into five main sub-headings that represent the five main areas of the research model (see 
Figure 6.2): celebrities’ attributes, celebrity admiration, consumers’ celebrity-like 
aspirations, celebrity influence and multi-group comparisons.  
Figure 6.2 – Final model divided into five distinct areas  
 
6.1.1 Celebrity brand attributes 
The findings of this study suggest that different celebrities’ brand attributes have 

















4) Celebrity Influence  
(role modelling) 
5) Multi-group comparisons: 
Consumers’ Age 
Consumers’/Celebrities’ Gender 
Celebrity field  
CelInsp= Celebrity’s socially 
inspirational attributes 
CelTal= Celebrity’s creativity and 
talent 
CelLook= Celebrity’s attractiveness 
CelLife= Celebrity’s exciting and 
glamorous lifestyle 
CelAdm= Celebrity Admiration 
AspRec= Consumers’ 
aspirations/needs to be as 
recognised and respected as their 
favourite celebrity 
AspLife= Consumers’ aspirations 
to have a similar exciting and 
glamorous lifestyle as their 
favourite celebrity 
InfOpin= Celebrity influence 
upon consumers’ opinions and 
lifestyle choices 
InfProd= Celebrity influence upon 
consumers’ buying preferences 
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behavioural outcomes. Firstly, the qualitative stage of this research provided valuable 
insights of the social and emotional characteristics of influential celebrities, which 
highlights the importance of celebrities’ public presentation and impression 
management practices (Gamson, 1994; Rein et al., 2006; Riggio, 1986; Rojek, 2001). 
The research findings suggest that different types of celebrity brands can develop 
various kinds of relationships with their target segments. The qualitative stage provided 
useful insights of how individual differences influence consumers’ perceptions of 
certain celebrities. The qualitative research identified specific celebrities’ attributes 
which resonated strongly with the literature review findings. The four celebrity 
attributes identified for the empirical survey research were: 1) celebrities’ socially 
inspirational characteristics; 2) celebrities’ exciting and glamorous lifestyle; 3) 
celebrities’ creativity and talent and 4) celebrities’ attractiveness.  
 6.1.1.1 Celebrities’ socially inspirational characteristics and talent 
generating consumer/fan admiration 
Scholars propose that the ability to inspire is important for a person to be 
admired by others (Algoe & Haidt, 2009; Schindler et al., 2015; Schindler et al., 2013). 
The PLS-SEM model provides evidence that the celebrities’ perceived talent/creativity, 
and socially inspirational characteristics are the two most important attributes (out of 
those included in the model) in explaining the variance in celebrity admiration. The 
empirical findings are consistent with the qualitative stage of this study which suggested 
that both of these attributes (talent/creativity and socially inspirational attributes) 
motivate consumers to excel in different domains of their lives. A celebrity’s talent 
seems to inspire consumers to cultivate their skills and talents; while a celebrity’s 
socially inspirational attributes seem to inspire consumers to be more caring individuals.  
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Out of the three celebrity attributes, which have significant relationships with 
celebrity admiration (Figure 6.2), celebrity attractiveness was found to have the 
weakest relationship with celebrity admiration and seemed to be the least important 
celebrity attribute in the model with low direct and indirect effects on other variables in 
the model. The non-important role of celebrities’ attractiveness in the PLS-SEM model 
suggests that even though celebrity attractiveness has been extensively studied in 
celebrity endorsement studies, celebrities’ physical look does not explain consumer-
celebrity emotional bonds. Perhaps, the study of celebrity attractiveness could lead to 
more insightful outcomes if different types of celebrity looks were explored. Different 
types of looks can lead to different emotional and behavioural actions in different target 
markets (Halberstadt et al., 2013; Turner, 1993).  
Celebrities’ exciting and glamorous lifestyle is the only celebrity attribute in the 
PLS-SEM model which does not have a significant relationship with celebrity 
admiration. Nonetheless, this celebrity attribute has interesting relationships with other 
variables in the model, which will be addressed in the following sections. 
 6.1.1.2 Celebrities’ perceived attributes and consumers’/fans’ aspirations  
The findings of this study are consistent with other scholars who proposed an 
that celebrities have a major role in the process of consumers’ identity development 
(Boon & Lomore, 2001; Choi & Rifon, 2012). This research provides evidence which 
supports the hypothesis that different celebrities’ personality attributes are related to 
different types of aspirations and areas of celebrity influence.  
The empirical findings of the research identified that celebrities’ socially 
inspirational attributes and glamorous and exciting lifestyle have significant direct 
relationships with distinct types of consumers’ aspirations and celebrity influence. 
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The PLS-SEM analysis proposes that celebrities’ socially inspirational attributes have 
a significant direct relationship with consumers’ aspirations/needs to be as recognised 
and respected as their favourite celebrity, and a significant direct relationship with 
celebrity influence upon consumers’ lifestyle choices and opinions. The relevance of a 
celebrity’s socially inspirational attributes seems to highlight the image of the 
celebrities being ‘emotionally-charged’ and making a positive contribution to societies. 
Hence, socially inspirational celebrities are more suitable to be used in social marketing 
campaigns or ‘emotionally-charged’ marketing messages. 
Celebrities’ glamorous and exciting lifestyle was the only celebrity attribute to 
have a significant direct relationship with consumers’ aspirations to have a celebrity-
like lifestyle. Interestingly, this celebrity attribute also has a significant direct 
relationship with celebrity influence upon consumers buying preferences. Thus, it is 
possible to conclude that celebrities who display a materialistic lifestyle can have a 
direct influence upon consumers’ preferences and, hence, are very influential celebrities 
to be used in marketing communication strategies to influence consumers’ buying 
preferences. It seems that consumers aim for the same material outcomes as glamorous 
celebrities, and this displays the important cultural symbolism of celebrities and the 
relevance of the process of social comparison and social learning.  
 6.1.2 Celebrity admiration 
Admiration is an emotion, elicited by someone perceived to be extraordinary 
(Schindler et al., 2013). In the case of a celebrity, as previously mentioned, socially 




A number of researchers suggest that admiration of others plays a major role in 
the process of personal growth and identity development (Schindler, 2014; Schindler et 
al., 2015; Schindler et al., 2013). The findings of this study propose that admiration 
inspires people to achieve their ideals because they are representations of what is good 
and valued in societies, which is consistent with the findings of Lockwood and Kunda 
(1997) and Schindler et al. (2015). The qualitative stage identified a comprehensive 
range of complex outcomes of feelings, such as admiration, which consumers have 
towards media personalities. 
The PLS-SEM model proposes that celebrity admiration has a positive moderate 
strength relationship with consumers’ aspirations/need to be as respected and 
recognised as their favourite celebrity. This is consistent with the findings of  Hoffner 
and Buchanan (2005) who proposed that media personalities reinforce the audiences’ 
aspirations to be socially admired and respected. Furthermore, celebrity admiration has 
a significant (weak) relationship with celebrity influence upon consumers’ lifestyle 
choices and opinions. Hence, it seems that consumers feel inspired to achieve similar 
outcomes as their admired celebrities. Therefore, celebrities are important role models 
in the formation of consumers social ideal self, which Sirgy (1982) defines as the image 
that consumers would like others to hold of them. Celebrity admiration and its 
relationship with consumers’ aspirations/need to be as respected and recognised as 
celebrities is a motivation that arises from consumers’ self-enhancement motives, 
derived from the process of social comparison and supported by the process of social 
learning via the celebrity activities (Bandura, 1986). 
 6.1.3 Consumers’ celebrity-like aspirations 
Hoffner and Buchanan (2005) introduced ‘wishful identification’, which the 
authors defined as people’s aspirations to be more similar to media personalities. The 
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qualitative stage of this research and literature review suggested that there are two main 
facets of celebrity-like aspirations. The first is associated with consumers’ social 
motives for fame (consumers’ aspiration/need to be as recognised and respected as their 
favourite celebrities). The second is associated with consumers’ material associations 
with fame (consumers’ aspirations to have a similar glamorous and exciting lifestyle as 
celebrities). The research findings suggest that both aspirations have a substantial 
extrinsic component of how consumers are perceived by others, instead of being 
internally oriented (Kasser & Ryan, 1993, 1996).   
As previously mentioned, the PLS-SEM analysis found that celebrity 
admiration has a positive relationship with consumers’ aspirations/need to be as 
respected and respected as celebrities and that different types of aspirations were the 
consequence of different celebrities’ attributes. Consumers’ aspirations/need to be as 
respected as their favourite celebrities had a stronger positive relationship with celebrity 
influence upon consumers’ opinions and lifestyle choices; while consumers’ 
celebrity-like lifestyle aspirations had a stronger positive relationship with celebrity 
influence upon consumers’ buying preferences. These distinct types of relationships of 
celebrity-like aspirations provide insightful cues on how different celebrities’ symbolic 
meanings are associated with different types of consumer aspirations, which have 
significant implications upon consumer choices and decisions. 
 6.1.4 Celebrity influence on consumer opinions and choices   
Celebrity influence is multifaceted as celebrities can guide and influence many 
aspects of one’s lives (Boon & Lomore, 2001; Choi & Rifon, 2012; Giles, 2000; 
Lawrence, 2009; Rojek, 2012; Yue & Cheung, 2000; Yue et al., 2010). The existing 
literature, the qualitative stage of this study, and quantitative data provide support for 
two distinct areas of celebrity influence: 1) Celebrity influence upon consumers’ 
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opinions and lifestyle choices, and 2) Celebrity influence upon consumers’ buying 
preferences. Celebrity influence upon consumers’ opinions and lifestyle choices has a 
strong relationship with celebrity influence upon consumers’ buying preferences. 
Therefore, it is a powerful way to change consumers’ brand preferences and behavioural 
buying preferences. This empirical research confirmed that celebrities are influential 
role models which influence the complex interactions with consumer opinions, 
decisions and intentions to buy. 
 6.1.5 Group differences (age, gender and celebrity) 
The qualitative stage of this research and literature review suggested that there 
are multi-group differences in how consumers’ favourite celebrities are perceived based 
on the consumers’ age groups, consumer/celebrity gender, and celebrity field. Some of 
these hypothesised differences were tested and confirmed in the PLS-MGA model 
analysis.  
 6.1.5.1 Consumers’ age group differences and celebrity influence 
Age has been suggested to play an important role in the relationships consumers 
develop with celebrities (Boon & Lomore, 2001; Bush et al., 2004; Choi & Rifon, 
2012). The PLS-MGA explored these possible age differences groups (18 to 25, 26 to 
35 and 36 or more years of age). The relationship between celebrities’ inspirational 
attributes and consumers’ celebrity-like lifestyle aspirations was negative in the PLS-
SEM model of respondents who are 18 to 25 years of age, and it is significantly 
different if compared to the model of respondents who are 26 to 35 years of age. This 
can be because older demographics accept that they will not achieve the celebrity status. 
Consequently, a socially inspirational celebrity should not be used in the advertising 
message of a product associated with the glamorous lifestyle of celebrities. Hence, 
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during the celebrity endorsement selection process, marketers should carefully consider 
the interactions between consumer’s age group, and celebrity-target market gender 
congruence, to develop appropriate marketing communications strategies.  
In addition, the PLS-MGA suggests significant differences in the relationship of 
consumers’ celebrity-like aspirations and celebrity influence variables with different age 
groups. Consumers’ aspirations/need to be as recognised and respected as celebrities 
has a weaker relationship with celebrity influence upon consumers’ buying 
preferences for an older demographic of consumers (consumers above 36 years of age). 
Additionally,  older consumers (who are 36 or more years of age) aspirations to have a 
celebrity-like lifestyle has a negative relationship with celebrity influence upon 
consumers’ opinions and lifestyle choices, which differs significantly from younger 
age groups (who are younger than 36 years old). Hence, the research findings are in line 
with Boon and Lomore (2001) who identified similar consumer age differences 





Table 6.1 – Age PLS-MGA summary of main findings 
Main findings Illustration 
Celebrities’ socially inspirational 
(CelInsp) attributes have a negative 
relationship with young consumers’ 
(18-25 years old) celebrity –like 




Consumers’ celebrity-like aspirations 
variables (AspRec and AspLife) have 
weaker relationships with the 
celebrity influence variables in the 





 6.1.5.2 Consumer-celebrity gender differences and congruence 
The qualitative data and literature (Hoffner & Buchanan, 2005; Turner, 1993) 
proposed that there are gender differences which influence the relationships people 
develop with media personalities/celebrities. The PLS-MGA compared three different 
groups: 1) female gender congruence (female consumers and female celebrities), 2) 
female gender incongruence (female consumer and male celebrity) and 3) male gender 
congruence (male consumer and male celebrity). A scenario where there is male gender 
incongruence could not be analysed in the PLS-MGA because of a very low number of 
male survey respondents listing a favourite female celebrity (N=32) 
The PLS-MGA suggests that female consumers place a higher value upon a 
celebrity’s socially inspirational attributes as this variable has a higher importance in 
the PLS-SEM models in which there is female gender congruence or female gender 
incongruence. This can be related to differences in how men and women express 
emotions (Brody, 2009). In general, gender studies suggest that women are more 
comfortable with emotional expressions and emotional situations than men (Brody, 
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2009); as a consequence, this influences the attributes which are valued in interpersonal 
relationships.  
Besides, a celebrity’s physical attractiveness gains a significantly more 
important role in the scenario of male gender congruence. This is because the 
relationship between a celebrity’s attractiveness and consumers’ aspirations/need to be 
recognised and respected is only significant and with a medium strength when there is 
male gender congruence. This finding is particularly interesting as other studies have 
proposed that attractiveness is more relevant when there is a romantic interest; thus, 
both parties, in most relationships, are from opposite genders (Cohen, 1999; Hoffner & 
Buchanan, 2005). On the other hand, a celebrity’ attractiveness has a stronger 
relationship with celebrity admiration when there is female gender incongruence or 
female gender congruence if compared to when where there is male gender 
congruence. 
Furthermore, the PLS-MGA found that talent and creativity is more important 
for male celebrities to be more influential and admired (by male and female 
consumers) than female celebrities. Hence, this result can be the consequence of 
assertive behaviours and skills being more valued in men than women (Brody, 2009). 
Advertisers could use talented and creative male celebrities when they want to attract 
the attention of consumers.  
The literature suggests that media personalities of the same gender are, in 
general, more influential (Hoffner & Buchanan, 2005) as consumers have the ability to 
emulate them more closely (e.g., dressing style and beauty products) and, consequently, 
are more effective in marketing messages targeting a demographic of the same gender, 
which is consistent with the findings of this study. If there is a female or male gender 
congruence, there is a stronger relationship between consumers’ celebrity-like lifestyle 
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aspirations and the two celebrity influence variables (celebrity influence upon 
consumers’ buying preferences and celebrity influence upon consumers’ opinions and 
lifestyle choices). Thus Table 6.2 displays the main findings of the gender PLS-MGA. 
Table 6.2 – Gender PLS-MGA summary of main findings 
Main findings Illustration 
A celebrity’s socially inspirational attributes gain 
a higher importance in the PLS-SEM models of 
female consumers (female gender congruence 
and female gender incongruence).  
 
 
Celebrity attractiveness is particularly important 
when there is a male gender congruence. This 
can be justified by the direct relationship between 
celebrity attractiveness and consumer’s 
aspirations to be recognised and respected as 
celebrities, which is just significant for the group 






Celebrity’s talent and creativity seems to be more 
important for male celebrities. There is a 
significantly stronger relationship between a 
celebrity’s talent and creativity with celebrity 
admiration when there is a male celebrity (female 






Consumers’ aspirations to have a celebrity-like 
lifestyle seem to be more important when the 
consumer and celebrity are of the same gender, 
and gains an even higher importance when there 








   
 6.1.5.3 Celebrity field differences and celebrity influence 
Celebrities from different fields (cinema, television or music) are perceived 
differently due to fundamental differences in these industries (Langer, 2006; Marshall, 
1997, 2006; Turner, 2014). As a result, it was expected and hypothesised that the field 
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of a celebrity would lead to significant differences in the PLS-SEM model for the three 
celebrity groups. The PLS-MGA confirmed some significant group differences.  
Firstly, the relationship between celebrity admiration and consumers’ 
aspirations/need to be as respected and recognised as celebrities is significantly 
weaker for cinema celebrities, which suggests that there is a weaker relationship 
between an emotional attachment with a cinema celebrity and consumers’ aspirations.  
Likewise, the PLS-MGA revealed that, in general, the PLS-SEM model of cinema 
celebrities displayed weaker relationships than the models of other types of celebrities 
(television or music). These findings are consistent with the celebrity studies literature 
that suggests that cinema celebrities’ accomplishments are perceived to be greater than 
other types of celebrities and, as a result, their accomplishments are beyond those that 
can be achieved by ‘ordinary’ individuals (Langer, 2006).  
In addition, consumers’ aspirations/need to be as respected and recognised as 
celebrities gain a significantly more important role in the PLS-SEM model for 
television celebrities. Furthermore, the relationship between celebrity influence upon 
consumers’ opinions and lifestyle choices and celebrity influence upon consumers’ 
buying preferences is particularly stronger for television celebrities, which leads to a 
significantly higher variance of consumers’ buying intentions in the model of television 
celebrities. Hence, these findings suggest that television celebrities are highly 
influential role models, which can be effectively used in marketing promotional 
messages. The possible reasons are because television audiences become more familiar 
when they regularly watch in their own home their favourite television celebrities. The 
frequency of television viewing gives the audiences more opportunities to understand 
the celebrities’ personality and gain more information about their personal lives. On the 
other hand, cinema celebrities, who usually play movie characters on a big screen, do 
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not have the same frequent and home exposure as the television celebrities. Cinema 
celebrities have less perceived direct and frequent exposure with their audiences in 
comparison to the television celebrities  (Langer, 2006). Hence, it seems that the 
perceived ‘closeness and “familiarity’ with television celebrities make them more 
influential role models influencing consumer’s opinions and buying choices. Television 
celebrity endorsement should be carefully considered by marketing managers when they 
select endorsers for their brands.  
Table 6.3 – Celebrity field PLS-MGA summary of main findings 
Main findings Illustration 
Consumers’ aspirations/need to be as respected 
and recognised as celebrities is significantly more 





Celebrity influence upon consumers’ 
opinions/lifestyle is a stronger predictor of 
celebrity influence upon consumers’ buying 




The model is a better predictor of celebrity 
influence upon consumers’ buying preferences 






 6.2 Theoretical contributions 
This study provides useful contributions to theoretical perspectives that enrich 
the marketing literature in aspects which will now be addressed. 
 6.2.1 Celebrity endorsement perspectives 
Firstly, this study contributes to celebrity endorsement perspectives. Celebrity 
endorsement studies traditionally focus on celebrities in a limited manner (Erdogan, 
1999; Hackley & Hackley, 2015; Kerrigan et al., 2011). This is because they are usually 
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based on communication theories, and, consequently, place a high emphasis on the role 
and effectiveness of celebrity endorsements based on a limited set of criteria. 
Celebrities’ meanings are well beyond those that have been addressed in the majority of 
the marketing literature (e.g., expertise, trustworthiness and attractiveness). As a result, 
celebrity marketing theory has long neglected the important personality and cultural 
meanings associated with celebrity brands, which are important to the understanding of 
consumer-celebrity relationships consumers establish with celebrities. 
This doctorate thesis illustrates that celebrity meanings can be important in the 
process of identity construction, in particular in the process of consumers’ aspirations, 
which are an important aspect of marketing communications messages. Celebrity 
meanings vary according to one’s values and aspirations, and different celebrities can 
mean different things to different people. As illustrated in this study, celebrity 
endorsement studies can strongly benefit from perspectives, which aim at gaining a 
better understanding of consumer-celebrity relationships.  
 6.2.2 Celebrity role modelling and consumers’ aspirations 
Secondly, this study contributes to a better understanding of the role modelling 
function of celebrities, and how they can be used in marketing messages. Literature 
suggests that self-concept congruity is an important predictor of marketing messages’ 
effectiveness and products’ buying intentions (Malär et al., 2011; Sirgy, 1982). This 
study proposes that it is important for consumers’ favourite celebrities and consumers’ 
aspirations to be congruent in the process of social influence. For example, this study 
found that consumers who admire materialistic celebrities seem to aspire for a similar 
materialistic outcome in their lives. This has two critical implications: 1) different types 
of celebrities should be used in the delivery of different marketing messages and 2) a 
celebrity culture has negative implications which should be explored in more depth by 
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other researchers. It is important to point out the risks associated with high levels of 
celebrity-like aspirations because they are usually unrealistic goals, which are likely to 
lead to frustrations and life dissatisfaction. Other researchers suggest that materialistic 
goals and lifestyles lead to transitory and lower well-being (Müller et al., 2014; Tsang et 
al., 2014), in particular when the majority of the population does not have the financial 
resources to emulate such an expensive lifestyle as the celebrities do.  
Furthermore, this study provided evidence of distinct areas of celebrity-like 
consumer aspirations and celebrity influence, which is an original contribution of the 
thesis, and provides useful insights for future research.  
 6.2.3 Consumer-celebrity emotional connections originality 
In addition, this study contributes to the understanding of the important role that 
emotions can play in the process of ‘celebrity consumption’ and influence. This study 
found that celebrity admiration can be a powerful emotion in the creation of consumers’ 
aspirations development, which is an original contribution of this thesis to the field of 
marketing. Emotional connection with celebrities is an important reason why consumers 
are susceptible to celebrity influence. Consumers’ identify with the choices admired 
celebrities make. Admired role models (celebrities) inspire consumers to be and do 
different things, which consumers would not otherwise have the courage or insight to 
attempt. This can be a powerful social function of celebrities which can be used in 
marketing too. Social marketing campaigns can particularly benefit from this social 
function of celebrities considering the role that consumer-celebrities’ relationships have 
upon consumer opinions and lifestyle choices. 
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 6.2.4 Celebrities as human brand attributes originality 
This study has contributed to human brands underpinning theories. In particular, 
this study has approached the perceived attributes of influential celebrity brands, and 
how certain celebrities’ attributes can be explored to develop and construct relevant and 
strong celebrity brands. The identification of key celebrity attributes can be used more 
effectively for celebrity endorser selection, and understand better the process of social 
influence. Celebrities should indeed be considered as brands, but researchers should 
approach human brands differently than traditional product brands due to their obvious 
distinctive human and emotional characteristics. The study of human brands, which 
includes celebrity brands, seems to be considerably under-explored, and this study 
contributes to the development of this research area. 
 6.2.5 Social psychological process of influencing consumer 
purchasing decisions  
The social environment is an important determinant of consumers’ aspirations, 
attitudes and buying preferences. As a consequence, marketing studies, such as this, 
illustrate new ways in which the social environment can influence consumers’ 
behaviours, and provides a strong theoretical contribution to the field of marketing. 
 6.2.6 Group differences (age, gender and celebrity field of 
expertise) 
Perhaps one of the most interesting theoretical contributions of this study is 
derived from the multi-group comparisons. This research contributes to the 
identification of how demographic attributes (age and gender), and celebrity field, 
influence the relationships consumers establish with celebrities, and their respective 
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outcomes. These group differences can be explored in more depth in future studies as 
they are important moderating variables of consumers-celebrities relationships. 
 6.3 Managerial implications 
Large amounts of resources are spent on the use of celebrities in marketing 
promotions to harness the celebrities’ influence on consumers’ lives and commercial 
decisions. In addition, Silverstein and Fiske (2003) suggest that contemporary social 
values influence consumers’ drive and aspiration for a better materially luxurious 
lifestyles. This combination of materialistic social values and consumer attitudes 
coalesce with the influential power of celebrities, who become very important 
promotional tools for marketing practitioners. This study has provided evidence that the 
emotional attachment consumers develop with celebrities can be used for commercial 
purposes. Marketers can make good use of celebrities for most product categories 
because consumers can suspend critical thinking if they are emotionally engaged with 
their favourite celebrities.  
The findings of this study show that there is a close relationship between certain 
types of consumers’ celebrity-like aspirations and celebrity influence. Hence, these 
aspirations can be effectively managed and used by marketing professionals. It seems 
that understanding the target market’s celebrity-like aspirations, which are a result of 
different celebrities’ attributes, can lead to more influential messages. Nonetheless, as 
this study shows a celebrity human brand is complex, but it seems of fundamental 
importance in the development of consumers’ ideal image.  
Based on the research evidence in this study, different types of celebrities should 
be related to different kinds of products or brands because they seem to evoke different 
types of consumer’s aspirations. The differential influence of celebrities on different 
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consumers is a powerful insight for market segmentation and social influence in social 
and causal marketing communications. Additionally, a detailed analysis of celebrities’ 
perceived attributes and the relationships they establish with their respective admirers 
can provide profitable returns for marketing communications. 
In addition, this study presented scales which are adapted from the literature, 
which can lead to useful industry applications due to their simplicity and uniqueness.As 
it was dicussed in Chapter 2 of this thesis, there seems to be a lack of measures which 
can measure the attributes of a valuable celebrity brand. Therefore, this is an original 
and substantial practical contribution of this thesis, which can be successfully applied 
by industry professionals.  
 The group comparisons conducted in this study provide useful insights which 
enrich the existing knowledge on the criteria that should be used in the celebrity 
endorser selection process, which is clearly another important managerial implication of 
this thesis. For example, the findings suggest that television celebrities have an 
important influential role in marketing messages. Besides, the path differences in the 
PLS-MGA analyses provide useful knowledge and application to marketers who desired 
to understand the influence that celebrities have among diffent consumers’ 
demographics (gender and age). 
Furthermore, as Chapters 1 and 2 of this thesis have described, there is an 
increasing number of industry professionals who are responsible for the marketing of 
human brands, such as celebrities. As a result, the findings of this thesis provide 
practical implications for these entertainment industry professionals (e.g., celebrities’ 
public relations agents, marketers, managers and casting agents). Celebrity industry 
professionals need to know the attributes of an influential celebrity brand, how to 
manage these attributes to shape fans’ perceptions about celebrities.  
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 6.4 Limitations of the study 
This study is certainly not free from bias and research limitations, even though 
measures were taken to minimise their implications. The main limitations of this study 
will now be addressed.  
 6.4.1 Sample consisting of university students 
A sample of university students has been criticised for being non-representative 
of the population. However, the data collected for this research is from a representative 
sample of four Western Australian universities, which have different student 
demographics. It is important to note that university students are one of the principal 
marketing segments highly interested in celebrities. Additionally, university students are 
one of the most influential social groups because of their high educational level and 
future income, which are likely to make them socially influential and possibly opinion 
leaders. Hence, university students are a key target of celebrity brands and 
endorsements (e.g., Boon & Lomore, 2001; Dix et al., 2010; Jackson & Darrow, 2005; 
Swami et al., 2009), which make them an appropriate sample for this study. In addition, 
Twenge (2014) suggests that fame, money and glamour are particularly important 
aspirations among a younger demographic of consumers.  
 6.4.2 Sample size and multi-group comparisons  
Even though the sample size of N=611 participants is considered large for a 
PLS-SEM analysis, the sample was divided into smaller groups for the multi-group 
comparisons. The statically significance difference of path coefficients and explained 
variances of the PLS-MGA is influenced by the sample size and standard errors. 
Although the sample size of the PLS-MGA meets the sample size requirements of PLS-
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SEM models, the statistical power of the multi-group comparisons can be increased 
with a higher sample size. Therefore, future studies should make sure that larger sample 
sizes are achieved to make multi-group comparisons more robust and representative. 
 6.4.3 Australian context sample effects  
The findings reported in this study are derived from a sample of Australia-born 
respondents. As a result, the findings need to be interpreted and generalised with 
caution for other culturally diverse environments. To partly address this limitation, the 
author of this thesis is in the process of writing a paper which presents the research 
findings of a cross-cultural comparison between Australia, Singapore and the United 
Kingdom testing the same thesis model of consumer-celebrity relationships.  
 6.4.4 Subjective measures 
The empirical stage of this study used a cross-sectional design and collected 
subjective responses on well-developed scales. Participant responses are often a 
temporal reflection of consumers’ current state of mind affected by the immediate 
social, physical and psychological state. Future studies need to include more outcomes-
based research measures, like experimental tests and neuromarketing research tools to 
explore consumer-celebrity relationships and purchasing decisions. 
6.4.5 Socially desirable responses 
Socially desirable responses are the tendency of people to portray themselves in 
a favourable light  (Saunders et al., 2012). Although precautions were taken to avoid 
such type of bias, this is a limitation which needs to be acknowledged in the qualitative 
and quantitative stages of this research. For example, interview questions and survey 
items which directly addressed celebrity influenced may have received lower scores due 
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to socially desirable responses. Future studies could include questions which can 
identify social desirability tendencies.  
 6.4.6 Scales 
Some of the scales which were used in this study are adaptations of existing 
measures derived from the literature and qualitative stage of this research. Hence, even 
though the data analysis revealed an adequate validity and reliability of these scales, 
these measures can be improved and should be replicated in different cultural 
environments to verify their validity and reliability.  
 6.5 Direction and recommendations for future research 
Future studies can contribute to consumer-celebrity relationships through 
multiple directions which can enrich the knowledge of celebrity influences in marketing 
activities. Some of these directions will now be addressed. 
 6.5.2 Experimental design studies 
 Firstly, to avoid the drawbacks of self-reported measures, future studies can use 
experimental designs, which can avoid biased responses from research participants. In 
addition, neuromarketing and eye-tracking studies can bring fruitful outcomes in the 
understanding people’s reactions to celebrity brands and celebrity endorsements, and 
can make rich contributions to the identification of the celebrities which are best suited 
to be used in different marketing messages and market segments. 
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 6.5.2 Cross-cultural studies 
Celebrities are culturally sensitive as one’s culture has important implications 
upon the attributes which are valued in a particular society (Erdogan, 1999; Um, 2013). 
As previously mentioned, this study has focused on an Australian context, and, as a 
result, future studies can address the underlying cross-cultural differences of how 
celebrities are perceived; and the formation of different types of consumers’ celebrity-
like aspirations, consumer-celebrity relationships and celebrity influence.   
 6.5.3 The influence of different types of emotions 
The empirical stage of this study focused on celebrity admiration, but there are 
many other emotions which can be addressed and explored in future studies. Future 
studies can investigate the impact that negative emotions (e.g., anger, envy and doubt) 
as well as other positive emotions (e.g., love, awe and adoration). The range of 
additional emotional connections between consumers and celebrities is endless and, 
therefore, this is huge opportunity for new research work.  
 6.5.4 Human brands and their personality attributes 
The perceived attributes of a strong influential celebrity brand can be further 
investigated to identify more precisely additional personality attributes which make 
celebrities attractive to consumers. Additionally, rigorous celebrity personality brand 
measures can be developed, such as the celebrity authenticity scale which has been 
recently developed by Moulard et al. (2015). 
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 6.5.5 Consumers’ life stages and consumer-celebrity 
relationships  
Relationships between consumers and celebrities can go through different shapes 
and sizes and evolve throughout the different life cycle stages (Banister & Cocker, 
2013). Longitudinal studies can analyse how major life changing events (e.g., marriage, 
divorces, retirement and children) can influence the relationships people develop with 
celebrities, and how these major life events and changes are relevant to the use of 
celebrities in marketing.  
6.5.6 Celebrities’ social media behaviour and consequences 
Social media plays a major role in the relationships consumers develop with 
celebrities. Hence, future studies can focus on how celebrities’ usage of social media 
can influence consumers and how social media can be used by marketers to influence 
consumers’ attitudes and buying preferences. This seems to be a prominent and 
promising research area which is still considered under-studied.  
6.5.7 Online celebrities 
The fundamentals of this study can be applied to different types of celebrities, 
such as online celebrities (celebrities which are only famous because of social media 
channels). For example, bloggers with high numbers of followers is another example of 
how relatively small and specialised self-made celebrities influence consumer’s choices. 
These celebrities seem to have gained a major role in marketing and have become 
influential for a short time span. Hence, the findings of this PhD thesis can be extended 
to online celebrities.  
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Appendix Chapter 3 – Research methodology 
_______________________________________________ 
 
A3.1 Interview guide – Depth interviews with casting 
agents 
 
This interview will use a general interview guide approach, which gives the researcher 
the flexibility to change some of the questions.  
Interview guide  
Researcher will read the following information to the participants: 
The purpose of the research is to examine young people’s personal 
characteristics and their perception of celebrities they like or dislike. This research is 
concerned to understanding the impact that celebrities have on members of the society 
and to establish a celebrity-audience congruence. You do not need to answer any 
questions that you feel unconformable answering. You may withdraw from the 
interview at any time. 
  
1) Can you briefly describe your job? 
2) What do you think someone needs in order to succeed in this industry? 
3) How can you tell if an actor/singer will be successful? 
4) Would you say that the most successful actors/singers are the most talented 
ones?  
5) What are the personal characteristics that you are looking for in one of your 
actors/singers? 
6) What skills (other than talent/acting/singing) are important for someone who 
wants to be a famous actor/singer? 
7) Do you believe that most of this people want to achieve what level of fame? 
8) Do you perceive an increase in the number of people who want to become 
famous? 
9) Why do you think that fame is so appealing? What are the perceived advantages 
of being famous? 
10) Why do some people want to be on the media so much? 
11) I read recently read that casting agencies know almost instantly if someone will 
connect with the audience or not. Is this true? How? 
12) What do you believe that the audience likes to see in an actor / singer? 




A3.2 Interview guide- Depth interviews with students 
   
This interview will use a general interview guide approach, which gives the researcher 
the flexibility to change some of the questions.  
Interview guide  
Researcher will read the following information to the participants: 
The purpose of the research is to examine young people’s personal characteristics and 
their perception of celebrities they like or dislike. This research is concerned to understanding 
the impact that celebrities have on members of the society taking into consideration their 
personal characteristic. You do not need to answer any questions that you feel 
unconformable answering. You may withdraw from the interview at any time. 
The following questions will be discussed about the celebrities who the participants admire.  
1- What are the reasons why you admire this celebrity? 
2- What are the reasons why you would describe they are famous?  
3- How do you perceive this celebrity? 
4- What are the advantages that being famous bring to this person? 
5- In terms of personal characteristics, do you perceive any similarities between you and 
this celebrity? 
6- Why? Or why not? 
7- How would you like to be more similar to this celebrity? 
8- Is there anything that this celebrity has that you desire? 
9- Is there anything that you have bought lately because of the influence of this celebrity? 
10- Would you like to be more similar to this celebrity? 
11- How much celebrity news do you read/watch about this celebrity? 
12- How do they portray this celebrity? 
 
The following questions will be discussed about the celebrities who the participants dislike.  
13- What are the celebrities that you dislike the most? Can you list a couple? 
14- Why? 
15- What are the reasons why you would describe they are famous?  
16- How do you perceive them? Interviewer will try the person being interviewed to be as 
specific as possible. Try to understand how the interviewee perceives the personality 
characteristics of the celebrities. 
17- In terms of personal characteristics, how do you perceive this celebrity in comparison to 
you? 
18- Do you avoid certain items because you believe it would make you look more similar to 
this celebrity? 
19- How much celebrity news do you usually read about this person? 
20- How do they portray this person? 
21- Are you interested in any news related to this celebrity? Why or why not? 
 
Thank you for your time. This is my business card in case you would like to request any kind 




A3.3 Focus groups guide 
 
Researcher will read the following information to the participants: 
The purpose of the research is to examine young people’s personal characteristics and their 
perception of celebrities they like or dislike. This research is concerned to understanding the 
impact that celebrities have on members of the society and to establish a celebrity-audience 
congruence. You do not need to answer any questions that you feel unconformable 
answering. You may withdraw from the focus group at any time. 
 
The following questions will be discussed about the celebrities who the participants admire.  
Moderator: Please name your favourite celebrity on the paper in front of you. 
The questions below will be asked in regards to the celebrities listed by the participants.  
 
22- Why do you admire this celebrity?  
23- Does anyone else admire this celebrity? 
24- Why? Or why not? 
25- What are the reasons why you would describe he/she is famous?  
26- How do you describe this celebrity? 
27- What are the advantages that being famous bring to this person? 
28- In terms of personal characteristics, do you perceive any similarities between you and 
this celebrity? 
29- Why? Or why not? 
30- How would you like to be more similar to this celebrity? 
31- Is there anything that this celebrity has that you desire? 
32- Is there anything that you have bought lately because of the influence of this celebrity? 
33- Would you like to be more similar to this celebrity? In what ways? 
34- How does this celebrity influence you? 
35- How much celebrity news do you read/watch about this celebrity? 
36- How does the media portray this celebrity? 
 
General questions 
1- What comes to your mind when you think of the word ‘fame’? 
2- What are the main advantages of being famous? 









 A3.4 Final Quantitative instrument
 
What are the perceived individual characteristics that 
make a celebrity admired? 
 
Research Information  
 
From the last decade of the 20th century people have started to gain a fascination and 
obsession over fame that has never been seen before in history. Consequently, the 
purpose of the research is to examine young people’s personal characteristics and their 
perception of celebrities they admire.  This research will take approximately 10 minutes 
of your time, and your participation is voluntary and confidential. Please read the 
questions carefully prior to answering them. Some of the information that you will be 
asked may be considered personal. 
 
If you want more information before you decide whether or not to participate, email 
Marcela Moraes at m.moraes@murdoch.edu.au. A feedback will be available in three 




I have read the research information above. Any questions I have about the research 
process have been answered to my satisfaction. I agree that by submitting the 
questionnaire I give my consent for the results to be used in the research.  I am aware 
that this survey is confidential and no personal details are being collected or used. I 
know that I may change my mind, withdraw my consent, and stop participating at any 
time; and I acknowledge that once my survey has been submitted it may not be possible 
to withdraw my data. 
I understand that all information provided is treated as confidential by the researchers 
and will not be released to a third party unless required to do so by law. I understand 
that the findings of this study may be published and that no information which can 
specifically identify me will be published. 
 
I understand that I must be more than 18 years of age in order to complete this survey. 
 
Check the box below if you agree to participate in this research: 
 
☐I agree to answer this questionnaire 
 
This study has been approved by the Murdoch University Human Research Ethics Committee (Approval 
2014/179). If you have any reservation or complaint about the ethical conduct of this research, and wish 
to talk with an independent person, you may contact Murdoch University’s Research Ethics Office (Tel. 
08 9360 6677 or email ethics@murdoch.edu.au). Any issues you raise will be treated in confidence and 




1) What is the name of your favourite TV, movie or music 
celebrity? 
 
Write the name here:    __________________ 
 
PART A - Please answer in relation to your perception of the celebrity 
listed in the question above. Please rate each statement using the following 
scale of 1-5.   
1 = Strongly 
Disagree 









                                                                                                             
 1     2     3     4     5 
2) I perceive my favourite celebrity to be someone who cares 
for others who are in need of help. 
 
                
3) I perceive my favourite celebrity to be someone who has a 
fast-paced life. 
 
                
4) I perceive my favourite celebrity to be sexy. 
 
                
5) I perceive my favourite celebrity to be someone who has an 
active imagination. 
 
                
6) I perceive my favourite celebrity to be someone who helps 
others to improve their lives. 
 
                
7) I perceive my favourite celebrity to be someone who does 
not give up when the situation seems hopeless. 
 
                
8) I perceive my favourite celebrity to be good looking 
 
                
9) I perceive my favourite celebrity to be someone who is 
talented in his/her respective field 
 
                
10) I perceive my favourite celebrity to be someone who likes 
upper-class products. 
 
                
11) I perceive my favourite celebrity to be someone who is 
reliable in his/her field of work. 









1     2     3     4     5 
12) I perceive my favourite celebrity to be someone who tries 
to make the world a better place. 
 
                
13) I perceive my favourite celebrity to be someone who is not 
easily discouraged by failures. 
 
                
14) I perceive my favourite celebrity to be someone who has an 
exciting lifestyle. 
 
                
15) I perceive my favourite celebrity to be someone who is 
original and often comes up with new ideas. 
 
                
16) I perceive my favourite celebrity to be someone who is 
sociable and outgoing. 
 
                
17) I perceive my favourite celebrity to be someone who is 
helpful and unselfish towards others. 
 
                
18) I perceive my favourite celebrity to be someone who lives a 
glamorous lifestyle 
 
                
19)  I perceive my favourite celebrity to be attractive. 
 
                
20) I perceive my favourite celebrity to be a trustworthy 
individual. 
 
                
21) I perceive my favourite celebrity to be someone who values 
artistic, aesthetic experiences.  
                
 
PART B - Please answer in relation to the celebrity listed in question 1 
(question above). Please rate each statement based on your level of 
agreement or disagreement using the following scale of 1-5.   
 
 
 1      2       3       4       5 
22) My favourite celebrity influences my product preferences. 
 
                
23)  I wish my life was  as meaningful as the life of my 
favourite celebrity. 
                
 
1 = Strongly 
Disagree 













1 = Strongly 
Disagree 










1      2       3       4       5 
24)  I admire my favourite celebrity because of his/her 
characteristics or abilities. 
 
                
25)  I wish my life was  as meaningful as the life of my 
favourite celebrity 
 
                
26) My favourite celebrity influences my brand choices.                                                              
27)  I am continually impressed by something my favourite 
celebrity does or has done. 
 
                
28) My favourite celebrity influences my fashion 
preferences.       
                                       
                
29) I feel that my favourite celebrity’s behaviour is 
admirable.    
                                        
                
30) I wish I could be as admired by other people as my 
favourite celebrity is. 
 
                
31) I wish I could have a positive impact in others people’s 
lives as my favourite celebrity has. 
 
                
32) I would like to have a similar lifestyle as my favourite 
celebrity has.    
                           
                
33) My favourite celebrity influences my lifestyle decisions.                 
34)  I feel that I am shaped and guided by my favourite 
celebrity. 
 
                
35) The lifestyle of my favourite celebrity appeals to me a 
lot.        
                                
                
36) If I were as famous as my favourite celebrity, I believe 
that my life would be more exciting.                      







1) Gender: ☐Female                      ☐ Male 
 
2) Year of birth (yyyy): _________      
 
3) Country of birth? ____________________     Cultural background? 
____________________     
 
4) Relationship status:  ☐Single    ☐In a relationship / married          
 
5) What is your occupation? 
☐Full-time Student                                            Course of 
study:________________ 
☐Part time Student 
 
6) Do you follow your favourite celebrity on social media (tick as many as you 
like)? 
☐ Yes, Facebook 
☐ Yes, Twitter 
☐ Yes, Instagram 










Appendix Chapter 4 – Qualitative Findings 
__________________________________________________________________________ 
 















It seems that Amanda has developed relatively strong feelings towards her favourite celebrities.  She seems to 
feel shaped by them. Her admired celebrities seem to coach her on how to perceive herself and on how to 
behave. All of them were described as being courageous. Physical appearance seemed to be an important 
aspect. Amanda does not seem comfortable with her size and appearance, and she believes Adele is 
comfortable with having a larger size, while Angelina Jolie is gorgeous. Additionally, adoption seems to be an 
issue in her family. She believes that Angelina Jolie adopted children changed people’s perceptions of 
adoption. She describes her least favourite celebrity as a negative role model. 
Andrew -Anthony Kieds 
(Music) 










It seems that the relationship that Andrew has developed with his favourite celebrities is best described as 
admiration. Music is an important aspect of Brad's life, so all his favourite celebrities are in the music 
industry. He plays the drums in a band, and would like to be in a band as famous as the Red Hot Chilli 
Peppers. He shows a high desire to become famous, mostly because he wants to live the exciting life of music 
celebrities. He would like to travel the world to play music. He does not like to be the centre of attention, 
which is why he likes to play the drums. This seems to be portrayed in his favourite celebrities as he 
mentioned that all of his favourite celebrities do not like to be the centre of attention. Nonetheless, the social 
side of fame seems very appealing to Andrew.  In addition, Andrew would like to have a similar appearance 
as his favourite celebrities. 












Ben has developed strong emotional bonds with his favourite celebrities. Takuya Kimura seems to be a very 
close image of Ben’s ideal self and ideal life. Ben makes sure to highlight how he perceives his favourite 
celebrities as the 'best' in whatever they do. Ben is heavily influenced by celebrities and he is very proud of 
talking and discussing the life and personal characteristics of his favourite celebrities. He describes them as 
being 'heroes', who have excellent abilities in their fields. Physical appearance seems to be an important issue 
for Ben. He openly admits to buying products his favourite celebrities endorse, such as cars and cameras. 




Table A4.1 cont.- Depth interview with students / consumers: summary of their relationships with their favourite celebrities 
Pseudo 
name 
Favourite celebrities Least Favourite 
celebrities 
Relationship summary 











Carl expresses his desire to be involved in politics and to do great things in his life. He does not seem 
satisfied with his current life. He has very clear goals in mind. However, he does not know how to achieve 
them. He wants to move to New York and work for the UN. He has the desire to be an influential person 
and to be recognised for his work. He considers his two favourite actors, Anne Heathway and Ryan 
Gosling, to have overcome challenges, and they seem to guide him when he faces some challenges. He 
listed Julia Gillard as his favourite ‘celebrity’ because he does not agree with her political views, while he 
dislikes the attention that Shapelle Corby has been receiving in the Australian media for the wrong reasons. 
Britney -Jamie Oliver 
(Television Chef) 






Britney admires Jamie Oliver because he enjoys his job. Jamie Oliver enjoys the experience and the 
moment instead of simply valuing the outcome.. She highlights how she was raised in a family where 
achievements are important, and she was not allowed to do things simply because she enjoyed them.  
Britney likes to have a relaxed lifestyle. She started to cook because of Jamie Oliver.   She does not find 
him good looking. Britney would like to have a positive influence in other people’s lives as celebrities do. 










Diego seems to be fascinated with the idea of social power. He highlights how social power can be a 
positive outcome of things, but is afraid that he could not handle it. As a result, his explanations of his 
celebrity-like aspirations seem to be contradictory. He seems to want to have influence upon others in order 
to get what he wants, but he recognises that he has misused his power before.  Diego is a very well-spoken 
person, and he admires this about his favourite celebrities. Nonetheless, he perceives his favourite 
celebrities as being better than him in expressing their opinions.  
Christina -Thomas Muller 
(Soccer) 
-Angelina Jolie 






Christina loves soccer and Buyer Munich, a German soccer team. This is the greatest reason why she 
admires Thomas Muller. Interestingly, she does not like to play soccer, she only enjoys watching it. She is 
very proud to explain her knowledge about Buyer Munich. She owns many fan items with Thomas 
Muller’s name (scarf, jersey and etc.). Her second favourite celebrity is Angelina Jolie. She would like to 
help as many people as Angelina does. She would also like to be as attractive as Angelina. She dislikes 
George Bush as she disagrees with his political views, while she dislikes Justin Bieber because she 
disagrees with his behaviour. She does not understand how his behaviour suddenly changed; she believes 





Table A4.1 cont.- Depth interview with students / consumers: summary of their relationships with their favourite celebrities 
Pseudo 
name 
Favourite celebrities Least Favourite 
celebrities 
Relationship summary 
Edward -Tobias Schmeighofer 
(Cinema) 




-Miley Cyrus (Music) 
-Justin Bieber 
(Music) 
Edward is a shy person who likes to act. For him acting is like being a different a different person. Thus, he 
consider his favourite celebrities as being talented actors/actress. He also admires the education that his 
favourite celebrity has received. It seems that because of his shyness, most of his answers were quite short. 
These celebrities represent his ideal self in the sense that he would like to act for a living. He would also like 
to be as well educated as he his favourite celebrities are.  He describes his least favourite celebrity as not 
being talented and attention seekers. 
 











George’s favourite celebrity is Justin Bieber. George perceives many similarities between him and Justin 
Bieber (voice, height and the way they relate with other people). He regards Justin as a generous person who 
is misguided by the people around him. This is how he justifies some of his anti-social behaviours. He 
highlights the glamorous and aspirational lifestyle of his favourite celebrities. He would like to be able to 
afford a similar lifestyle. He describes his disliked celebrities as being rude and non-friendly.  
 






-Lady Gaga (Music) 
-Miley Cyrus (Music) 
-Jack Black (Cinema) 
Danielle perceives her favourite celebrities as being great role models. She aspires to good role model for 
the people around her as her favourite celebrities are. It seems that social recognition is a key aspirational 
aspect for Danielle. She believes that all of her admired celebrities are socially recognised for their work. 
They influence how she behaves. She admits that her favourite celebrity, Leonardo DiCaprio influences her 















Elaine perceives many similarities between her and her favourite celebrities. She wishes more people would 
behave like Taylor Swift. Her music inspires her to face her personal problems in a more positive matter. 
She feels connected with Taylor Swift because both of them have gone through bad romantic relationships. 
She highlights that she is happy with whom she is, but would like to be more like Taylor Swift. Thus, she 
would like to be a positive role model for those around her. One the other hand, her disliked celebrities are 









Table A4.1 cont.- Depth interview with students / consumers: summary of their relationships with their favourite celebrities 
Pseudo 
name 
Favourite celebrities Least Favourite 
celebrities 
Relationship summary 












Jordan seems to enjoy to discussing the lives and attributes of his favourite celebrities. He shows pride and 
happiness to show the Twitter accounts of his favourite celebrities. His favourite celebrities are all action 
movies actors.  Jordan perceived them as ‘cool’. He emphasises how his favourite celebrities live an exciting 
materialistic lifestyle. He admires their aspirational looks and how they have influence among a large number 
of people. He is well familiarised with all the brands they sponsor. Even though he says he is not influenced 
by them, he admits that he pays more attention to the brands or products his favourite celebrities endorse. He 
describes his least favourite celebrities as not being talented and only ‘in it for the money’. 











Laura seems to be a mature postgraduate student who values education. Laura seems to have developed a 
particular strong relationship with Oprah because this celebrity became an important part of her life when she 
was pregnant. For Laura, attitudes are very important and this is how she perceives to be influenced by 
celebrities. Unlike the other participants, Laura is a PhD student. Thus, this explains why she listed an 
academic as her favourite celebrity.  
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Appendix Chapter 5 – Quantitative Findings 
___________________________________________ 
 
A5.1 Pilot study analysis 
A5.1.1 Indicators’ analysis 
I) Celebrity socially inspirational attributes (CelInsp): this measure presented a 
very good internal reliability (Cα=0.88). All the items of the CelInsp factor have 
loadings higher than 0.5 and acceptable inter-item correlations. The reliability of the 
scale decreases if any items are deleted (see Table A5.1). Nonetheless, based on 
feedback received from the participants and on the relatively lower factor loading, two 
items were improved (see Table A5.1) 
Table A5.1 – Pilot test Celebrity socially inspirational attributes (CelInsp) indicators 
Principal Component loadings, inter-item correlations and Cα if item is deleted 




Cα if item 
is deleted 
I perceive my favourite celebrity to be someone 
who cares for others who are in need of help. 
.830 .769 .849 
I perceive my favourite celebrity to be someone 
who helps others to improve their lives.  
.798 .736 .853 
I perceive my favourite celebrity to be someone 
who tries to make the world a better place. 
.744 .687 .859 
I perceive my favourite celebrity to be someone 
who does not give up when the situation seems 
hopeless.  
.710 .660 .861 
I perceive my favourite celebrity to be someone 
who is not easily discouraged by failures.  
.656 .612 .866 
I perceive my favourite celebrity as someone 
who is helpful and friendly towards others.  
.656 .609 .866 
I perceive my favourite celebrity to be someone 
who likes challenges.  
.561 .530 .874 
I perceive my favourite celebrity to be someone 
who is trustworthy. 
.559 .526 .876 
Item revisions 
Original Item  Improved item  
I perceive my favourite celebrity to be someone 
who likes challenges. 
I perceive my favourite celebrity to be 
someone who likes challenging situations. 
I perceive my favourite celebrity to be someone 
who is trustworthy. 
I perceive my favourite celebrity to be 
someone who is a trustworthy individual. 
Cα= Cronbach alpha  
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II) Celebrity Talent and creativity (CelTal): This measure presented a very 
good internal reliability (Cα=0.80). All the items of the CelTal factor have loadings 
higher than 0.5 and acceptable inter-item. The reliability of the scale decreases if any 
items are deleted (see Table A5.2). Nonetheless, feedback received from participants 
suggested that one item could be improved as some respondent’s had problems to define 
a ‘reliable’ celebrity in his/her field of work (see Table A5.2). 
 Table A5.2 – Pilot test Celebrity talent and creativity (CelTal) indicators 
Principal Component loadings, inter-item correlations and Cα if item is deleted 




Cα if item 
is deleted 
I perceive my favourite celebrity to be 
someone who is original and often 
comes up with new ideas.  
.807 .692 .724 
I perceive my favourite celebrity to be 
someone who has an active 
imagination.  
.684 .597 .756 
I perceive my favourite celebrity to be 
someone who is very talented in 
his/her respective field  
.639 .568 .768 
I perceive my favourite celebrity to be 
someone who values artistic, aesthetic 
experiences.  
.643 .597 .770 
I perceive my favourite celebrity to be 
someone who is reliable is his/her 
field of work.  
.574 .511 .781 
Item revisions 
Original Item  Improved item    
I perceive my favourite celebrity to be 
someone who is his/her field of work. 
I perceive my favourite celebrity to be someone 
who is consistent is his/her field of work. 
Cα= Cronbach alpha  
 
III) Celebrity exciting and glamorous lifestyle (CelLife): CelLife displayed a 
good internal reliability (Cα=0.79). All the items of the CelLife factor have loadings 
higher than 0.5 and acceptable inter-item correlations (Table A5.3). The two items with 






Table A5.3 – Pilot test Celebrity exciting and glamorous lifestyle (CelLife) indicators 
Principal Component loadings, inter-item correlations and Cα if item is deleted 







I perceive my favourite celebrity to be someone 
who lives a glamorous lifestyle .807 .623 .729 
I perceive my favourite celebrity to be someone 
who has a fast-paced life.  .684 .600 .737 
I perceive my favourite celebrity to be someone 
who has an exciting lifestyle. .643 .592 .742 
I perceive my favourite celebrity to be someone 
who consumes upper-class products. .639 .586 .742 
I perceive my favourite celebrity to be someone 
who is sociable and outgoing .574 .511 .781 
Item revisions 
Original Item  Improved item  
I perceive my favourite celebrity to be someone 
who consumes upper-class products. 
I perceive my favourite celebrity to be 
someone who likes upper-class products. 
I perceive my favourite celebrity to be someone 
who enjoys to be sociable and outgoing. 
I perceive my favourite celebrity to be 
someone who is sociable and outgoing. 
Cα= Cronbach alpha  
IV) Celebrity physical attractiveness (CelLook): CelLook displayed an 
excellent internal reliability (Cα=0.90). All the items of the CelLook factor have 
loadings higher than 0.8 and inter-item correlations higher than 0.75. No item 
modifications were required. 
Table A5.4- Pilot test Celebrity physical Attractiveness (CelLook) indicators 
Principal Component loadings, inter-item correlations and Cα if item is deleted 







I perceive my favourite celebrity to be good 
looking. .939 .850 .872 
I perceive my favourite celebrity to be attractive. .838 .782 .817 
I perceive my favourite celebrity to be sexy. .828 .777 881 
Cα= Cronbach alpha  
V) Consumers’ aspirations to be as socially recognised as respected as their 
favourite celebrities (AspRec): The internal reliability of AspRec was very good in the 
pilot study (Cα=0.75) and all items with loadings higher than 0.5.  All items has inter-
items correlations higher than 0.5 with the exception of one item. Nonetheless, the 
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researcher decided not to remove or change this item as it seemed of substantial 
important to the content of the construct. 
VI) Consumers’ aspirations to have the exciting and glamorous lifestyle of 
celebrities (AspLife): The internal reliability of AspLife was very good (Cα=0.76) and 
all items with loadings higher than 0.5.   
VII) Celebrity influence upon consumers’ attitudes towards life and opinions 
(InfOpin):  This factor presented excellent internal reliability (Cα=0.87) with all items 
loadings higher than 0.6 and high inter-item correlations.  
VIII) Celebrity influence upon consumers’ buying preferences (InfProd): This 
factor presented excellent internal reliability (Cα=0.89) with all items loadings higher 
than 0.7 and high inter-item correlations.   
IX) Celebrity Admiration (CelAdm): CelAdm was measured by four items 
which displayed an acceptable internal reliability (Cα=0.73) and loadings (Table A5.5) 
One item was deleted due to its low loading (0.35), which is ‘I admire my favourite 




Table A5.5- Pilot test: Principal Component loadings, inter-item correlations and Cα if item is 
deleted 
Consumers’ aspirations to be as socially recognised as respected as their favourite 
celebrities (AspRec) 







I would like to be as admired by other people as 
my favourite celebrity is. .735 .614 .687 
I would like to be as recognised for my work and 
my abilities as my favourite celebrity is.   .706 .595 .697 
I wish my life was as meaningful as the life of my 
favourite celebrity.  .684 .580 .706 
I wish I could have a positive impact in other 
people’s lives as my favourite celebrity has.  .566 .491 .751 
Consumers’ aspirations to have the exciting and glamorous lifestyle of celebrities 
(AspLife) 







I would like to have a similar lifestyle as my 
favourite celebrity has. .739 .611 .662 
The lifestyle of my favourite celebrity appeals a lot 
to me.    .681 .501 .726 
If I were as famous as my favourite celebrity, my 
life would be more exciting.   .631 
 
.570 .683 
I would like to be able to afford the expensive 
possessions that my favourite celebrity has.   .594 .523 .708 
Celebrity influence upon consumers’ attitudes towards life and opinions (InfOpin) 







My favourite celebrity influences my lifestyle 
decisions. .873 .777 .790 
I feel like I am guided and shaped by my favourite 
celebrity. .830 .755 .810 
My favourite celebrity influences how I think of 
life.  
 
.780 .717 .846 
Celebrity influence upon consumers’ attitudes towards life and opinions (InfOpin) 







My favourite celebrity influences my product 
choices.  
.924 .830 .801 
My favourite celebrity influences my fashion 
preferences. 
.843 .777 .848 
My favourite celebrity influences my brand 
choices.   
.798 .743 .873 
Celebrity Admiration (CelAdm)    







I feel that the behaviour of my favourite celebrity 
is admirable.    
.792 .622 .574 
I admire my favourite celebrity because of his 
characteristics or abilities. 
.709 .555 .614 
I am continually impressed by something my 
favourite celebrity does or has done.  
.591 .501 .719 
Cα= Cronbach alpha  
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A5.1.2  Pilot study latent variables  
Table A5.6- Pilot study: WarpPLS correlations, squared root of the average variance extracted (AVE), 
Cronbach’s alpha (Cα ), composite reliability (CR), AVE, mean and standard deviation (SD). 
  CelInsp CelTal CelLife CelLook AspLife AspRec CelAdm InfOpin InfProd 
CelInsp (.747)         
CelTal .648** (.747)        
CelLife .134 .124 (.779)       
CelLook .155 .194* .477** (.811)      
AspLife .072 .033 .351** .190* (.759)     
AspRec .405** .284** .194* .139 .649** (.768)    
CelAdm .072 .484** .032 .222* .214 .442** (.805)   
InfOpin .150 .183* -.016 .038 .433** .498** .317** (.890)  
InfProd -.45 -.101 .174* .150 .452** .244** .124 .580 (.903) 
                    
Cα .88 .80 .79 .90 .76 .75 .73 .87 .89 
CR .89 .86 .85 .94 .84 .85 .85 .92 .93 
AVE .56 .56 .61 .84 .58 .59 .65 .79 .82 
MEAN 3.9 4.1 3.5 3.7 2.85 3.33 3.9 2.55 2.31 












A5.2 Split sample EFA and SEM 
A split sample EFA and SEM was conducted with the measures which were 
used in this study. The cases were divided in an almost equal proportion between EFA 
(N=300) and CFA analyses (N=311).  
A 5.2.1 Split sample: Celebrities’ perceived attributes EFA 
Table A5.7- Celebrities’ perceived attributes EFA: Pattern matrix, structure matrix, eigenvalues (E), % of 
the variance explained (% V) and Cronbach Alpha (Cα). 
 Pattern Matrix Structure Matrix E %V Cα 
Item 1 2 3 4 1 2 3 4    
CelInsp1 .732    .719    3.40 27.9 0.83 
CelInsp2 .728    .707       
CelInsp3 .704    .700       
CelInsp4 .634    .688       
CelInsp5 .621    .642       
CelTal1  .802    .759.   3.02 11.18 0.77 
CelTal2  .742    .747      
CelTal3  .687    .689      
CelTal4  .503    .600      
CelLife1   .728    .742  2.14 8.06 0.75 
CelLife2   .682    .725     
CelLife3   .678    .681     
CelLook1    .706    .767 2.40 3.75 0.71 
CelLook2    .621    .668    
CelLook3    .619    .628    
Kaiser-Meyer-Olkin = 0.81      Bartlett’s test: Chi Square=1536.76  df=105, sig=.000 





A 5.2.2 Split sample: Consumers’ celebrity-like aspirations EFA 
Table A5.8– Celebrity-like aspirations EFA: Pattern matrix, structure matrix, eigenvalues (E), % of the 





E %V Cα 
Item 1 2 1 2    
AspLife1 .961  .838  3.25 45.25 0.83 
AspLife2 .713  .767     
AspLife3 .640  .731     
AspLife4 .538  .675     
AspRec1  .711  .772 3.05 7.30 0.76 
AspRec2  .683  .674    
AspRec3  .607  .639    
AspRec4  .582  .582    
Kaiser-Meyer-Olkin = 0.88     Bartlett’s test: Chi Square=924.67  df=28, sig=.000 
Extraction Method: Principal Axis Factoring.  Rotation Method: Promax with Kaiser Normalization. 
 
 
A 5.2.3 Split sample: Celebrity influence EFA 
Table A5.9- Celebrity influence EFA: EFA: Pattern matrix, structure matrix, eigenvalues (E), % of the 








Kaiser-Meyer-Olkin = 0.82      Bartlett’s test: Chi Square=848.18  df=15, sig=.000 







Matrix E %V Cα 
Item 1 2 1 2    
InfProd1 .967  .895  2.79 53.21 0.83 
InfProd2 .734  .756     
InfProd3 .680  .748     
InfOpin1  .861  .841 2.64 11.58 0.83 
InfOpin2  .720  .773    
InfOpin3  .701  .761    
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A 5.2.4 Split sample: Celebrities’ perceived attributes PLS-SEM  
Latent Variables coefficients and correlations 
Table A5.10 – PLS-SEM variables correlations, squared root of the AVE (diagonal), average variance 
extracted (AVE), Cronbach alpha (Cα), composite reliability (CR) and variable inflation factor (VIF). 
 
InfProd InfOpin CelAdm AspLife AspRec CelInsp CelTal CelLife CelLook 
InfProd (0.88)         
InfOpin 0.46** (0.84)        
CelAdm 0.01 0.25** (0.79)       
AspLife 0.45** 0.32** -0.02 (0.80)      
AspRec 0.20** 0.47** 0.35** 0.56** (0.74)     
CelInsp 0.01 0.16** 0.38** -0.18** 0.22** (0.77)    
CelTal -0.03 0.11 0.46** -0.10 0.11 0.34** (0.75)   
CelLife 0.29** 0.13* 0.01 0.36** 0.18** -0.05 0.14* (0.82)  
CelLook 0.09 0.02 0.12* 0.03 0.03 0.26** 0.09 0.39** (0.81) 
 
         
AVE 0.78 0.71 0.62 0.63 0.54 0.59 0.56 0.67 0.66 
Cα 0.86 0.80 0.69 0.80 0.72 0.83 0.74 0.75 0.74 
CR 0.91 0.88 0.83 0.87 0..83 0.88 0.84 0.86 0.85 





A5.3 PLS-SEM extra materials 
A5.3.1 Part I- Admiration and celebrity influence 
The relationship between celebrity Influence upon consumers’ opinions 
(InfOpin) and celebrity influence upon consumers’ buying preferences (InfProd) was 
the first to be analysed. Both variables seem to be strongly related (β=0.52**) and the 
R2 of the model is 0.27 (see Figure A5.1). The model fit indices are: ARS=0.267, 




Figure A5.1- PLS regression InfOpin-InfProd (**Sig at 0.01) 
 
The next variable to be included in the model was celebrity admiration 
(CelAdm). CelAdm has a moderate strength and significant relationship with InfOpin 
(β=0.27**), but it has a non-significant relationship with InfProd. In this case, InfOpin 
fully mediates the relationship between CelAdm and InfProd (see Figure A5.2). The 
model fit indices are: ARS=0.209, p<0.001; APC=0.454, p<0.001; AFVIF=1.380. 
 
 
Figure A5.2- PLS regression CelAdm-InfOpin-InfProd (**Sig at 0.01) 
 
InfOpin InfProd β=0.52* 









Non-significant relationship (deleted) 
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A5.3.2 Part II - Celebrity Attributes, celebrity admiration and 
celebrity influence 
At this stage, the celebrities’ perceived attributes (CelInsp, CelTal, CelLook 
and CelLife) and their respective relationships with CelAdm, InfOpin and InfProd 
were tested. A celebrity’s perceived socially inspirational attributes (CelInsp) was the 
first variable to be tested. CelInsp has a strong and significant relationship with CelAdm 
(β=0.48**), but it has a weak relationship with InfOpin (β=0.13**), and InfProd 
(β=0.09*). Therefore, CelAdm seems to partly mediate the relationship between 
CelInsp and InfOpin (see Figure A5.3), and the R2 in CelAdm is 0.23. Due to the very 
weak contribution of CelInsp towards the R2 of InfProd, this relationship was deleted 
from the model (β below 0.1 and effect size  f2 below 0.02). After this relationship was 
deleted, the model fit indices are: ARS=0.334, p<0.001; APC=0.193, p<0.001; AFVIF 
=1.385.   
 
 
Figure A5.3 – PLS regression CelInsp-CelAdm-InfOpin-InfProd (**Sig at 0.01) 
 
The second celebrity attribute tested was the celebrity perceived exciting and 
glamorous lifestyle (CelLife). Interestingly, CelLife has a significant relationship with 










R2 = 0.23 
Significant relationship 




(β=0.16**) and InfOpin (β=0.12**). The R2 in InfProd increased from 0.27 to 0.32 
after the inclusion of CelLife to the model (see Figure A5.4). The model fit indices are: 
ARS=0.143, p<0.001; APC=0.249, p<0.001; AFVIF =1.274.  
 
Figure A5.4 – PLS regression CelLife-CelAdm-InfOpin-InfProd (**Sig at 0.01) 
 
A celebrity’s perceived creativity and talent (CelTal) attribute was the third 
celebrity attribute tested. It does not have a significant relationship with InfOpin and 
InfProd, and, as a result, these relationships were deleted from the model. Nonetheless, 
CelTal has a strong, and positive relationship with CelAdm (β=0.51**) and CelTal 
justifies 0.26 of R2 in CelAdm (see Figure A5.5). The model fit indices are acceptable: 
ARS=0.201, p<0.001; APC=0.433, p<0.001; AFVIF=1.409. 
 





R2 = 0.32  
CelAdm 











R2 = 0.27  
CelAdm 
R2 = 0.07 
β=0.27** 




 R2 = 0.26 
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Celebrities’ physical attractiveness (CelLook) showed to have a moderate 
strength relationship with CelAdm (β=0.31**), but it does not have a significant 
relationship with InfOpin or InfProd. CelLook accounts for 0.10 in the R2 of CelAdm 
(see Figure A5.6). Some of the model quality indices are: ARS=0.146, p<0.001; 
APC=0.367, p<0.001; AFVIF=1.271. 
 
 
Figure A5.6 – PLS regression CelLook-CelAdm-InfOpin-InfProd (**Sig at 0.01) 
 
Figure A5.7 displays the relationships of the perceived celebrities’ attributes 
(CelInsp, CelTal, CelLook and CelLife) with CelAdm, InfOpin and InfProd. Once all 
the perceived celebrity attributes are included in the model, the relationship between 
CelLife and CelAdm becomes non-significant, and, therefore, this relationship was 
deleted from the model. In addition, the relationship between CelLife and InfOpin 
becomes very weak (f2 below 0.02); thus, this relationship was also deleted. CelAdm 
mediates the relationship between three perceived celebrity attributes (CelInsp, CelTal, 




R2 = 0.27  
CelAdm 
R2 = 0.16 
β=0.27** 









Figure A5.7- PLS regression celebrities’ perceived attributes (**Sig at 0.01) 
 
Among the celebrities’ perceived attributes, CelInsp is the only perceived 
celebrity attribute which has a significant and with  f2 above 0.02 relationship with 
InfOpin (see Table A5.11), which justifies not deleting this relationship from the model 
(β=0.13**). However, the model only explains 0.09 in the R2 of InfOpin, which is very 
low. CelInsp and CelTal have a moderate strength relationship with CelAdm (β=0.27** 
and 0.38**, respectively), and CelLook has a weak relationship with CelAdm 
(β=0.14**). These three perceived celebrity attributes justify 0.36 of the R2 in CelAdm 
(see Figure A5.7). CelLife is the only perceived celebrity attribute that does not have a 
significant relationship with CelAdm and has a significant path towards InfProd 























R2 = 0.36 R2 = 0.09 






Table A5.11- PLS-SEM celebrities’ perceived attributes path coefficients, effect 
size and path correlation ratio 
Path Path 
Coefficient (β) 
Effect size 𝐟𝟐 Path correlation 
ratio 
CelTal → CelAdm 0.38** 0.19 0.74 
CelLook → CelAdm 0.14** 0.04 0.43 
CelInsp → CelAdm 0.27** 0.13 0.57 
CelInsp →InfOpin 0.13** 0.03 0.58 
CelAdm →InfOpin 0.22** 0.06 0.80 
InfOpin → InfProd 0.48** 0.25 0.93 
CelLife → InfProd 0.23** 0.07 0.76 
    **Sig at 0.01 
 
The general fit indices of the model suggest that data fit the model well: APC = 
0.262, P<0.001; ARS=0.256, P<0.001; AARS=0.253, P<0.001; AVIF=1.178, ideally <= 
3.3; AFVIF=1.461, ideally <= 3.3; GoF=0.410; SPR=1.000, ideally = 1. 
 All the variables presented validity as indicators’ outer loadings were greater 
than its cross-loadings with other constructs  (Henseler et al., 2009) and passed the 
Fornell and Larcker (1981) criterion (see Tables A5.12 and A5.13). In addition, the path 
correlation ratios are below 1 (see Table A5.11), which indicates that the model is free 
from statistical suppression (Kock, 2015). 
Table A5.12- PLS-SEM model part II: variables correlations, squared root of the AVE (diagonal), 
average variance extracted (AVE), Cronbach alpha (Cα), composite reliability (CR) and variable 
inflation factor (VIF). 
 
InfProd InfOpin Adm CelInsp CelTal CelLife CelLook 
InfProd (.822) 
      InfOpin .501** (.788) 
     Adm .121 .401** (.75) 
    CelInsp -.016 .268** .518** (.766) 
   CelTal -.014 .142** .467* .378** (.763) 
  CelLife .249** .13** .081 .023 .225** (0.819) 
 CelLook .129** .132** .265** .336** .176 0.356** (0.805) 
        
AVE .676 .62 .563 .586 .582 0.67 0.648 
CA .837 .792 .74 .823 0.759 0.753 0.728 
CR .892 .866 .837 .876 0.847 0.859 0.847 
VIF 1.47 1.63 1.75 1.58 1.419 1.295 1.329 






Table A5.13- PLS-SEM model part II: combined loadings and cross-loadings. 
 
InfProd InfOpin Celadm CelInsp CelTal celLife CelLook 
InfProd1 (0.909) -0.025 -0.081 0.040 0.031 0.024 -0.047 
InfProd2 (0.884) 0.035 -0.001 -0.030 0.057 -0.032 -0.022 
InfProd3 (0.829) -0.011 0.089 -0.012 -0.096 0.008 0.075 
InfOpin1 0.233 (0.863) -0.047 0.022 -0.046 0.026 -0.033 
InfOpin2 -0.223 (0.841) 0.107 0.013 0.042 -0.021 -0.025 
InfOpin3 -0.016 (0.856) -0.058 -0.035 0.006 -0.006 0.057 
CelAdm1 0.032 0.089 (0.786) -0.120 -0.103 0.039 0.058 
CelAdm2 -0.013 -0.011 (0.800) 0.205 -0.009 -0.075 -0.008 
CelAdm3 -0.019 -0.076 (0.796) -0.087 0.111 0.037 -0.049 
CelInsp1 -0.019 -0.043 -0.048 (0.799) 0.011 0.035 0.037 
CelInsp2 -0.045 0.002 0.010 (0.794) -0.107 0.101 -0.031 
CelInsp3 0.045 -0.015 0.030 (0.718) -0.027 0.090 -0.015 
CelInsp4 -0.003 0.063 -0.098 (0.763) 0.216 -0.135 0.011 
CelInsp5 0.028 -0.005 0.111 (0.751) -0.092 -0.095 -0.004 
CelTal1 0.021 -0.074 0.113 -0.071 (0.809) -0.010 0.031 
CelTal2 0.005 0.058 -0.024 -0.081 (0.789) -0.002 0.069 
CelTal3 -0.051 -0.076 -0.028 0.118 (0.740) -0.050 -0.021 
CelTal4 0.024 0.099 -0.073 0.048 (0.708) 0.066 -0.090 
CelLife1 0.032 -0.009 -0.012 -0.042 0.051 (0.850) -0.030 
CelLife2 -0.067 0.069 0.025 0.036 0.094 (0.824) -0.020 
CelLife3 0.036 -0.063 -0.014 0.007 -0.154 (0.781) 0.054 
CelLook1 -0.007 0.035 -0.041 -0.001 0.090 -0.057 (0.838) 
CelLook2 -0.064 0.082 -0.069 0.158 0.008 -0.085 (0.814) 
CelLook3 0.076 -0.126 0.119 -0.168 -0.108 0.153 (0.761) 
 
 
A5.3.3 Part III- Celebrity-like aspirations, celebrity admiration 
and celebrity influence 
At this stage, the consumers’ celebrity-like aspirations variables (AspLife and 
AspRec) and their relationships with CelAdm, InfOpin and InfProd were tested. Firstly, 
the celebrity-like lifestyle aspirations (AspLife) was added to the model. AspLife has a 
moderate strength relationship with InfOpin (β=0.33**) and InfProd (β=0.31**). After 
the inclusion of this variable, the R2 in InfOpin is 0.18 and the R2 in InfProd is 0.38 
(see Figure A5.8). The relationship between CelAdm and AspLife is too weak to be 
included in the model (f2 below 0.02). The model fit indices are: ARS=0.267, p<0.001; 





Figure A5.8- PLS regression AspLife-CelAdm-InfOpin-InfProd (**Sig at 0.01). 
 
Secondly, the relationships between consumer’s aspirations to be recognised and 
respected as celebrities (AspRec) and CelAdm, InfOpin and InfProd were tested. 
CelAdm has a moderate strength with CelAdm (β=0.38**). AspRec has a moderate 
strength relationship with InfOpin (β=0.33**), but its relationship with InfProd is non-
significant. The R2 in InfOpin is 0.24 and the R2 in InfProd is 0.27 (see Figure A5.9). 
The model fit indices are: ARS=0.219, p<0.001; APC=0.293, p<0.001; AFVIF=1.416. 
 
Figure A5.9- PLS regression AspRec-CelAdm-InfOpin-InfProd (**Sig at 0.01). 
 
Finally, both aspirations were introduced to the model. CelAdm has a strong 
relationship with AspRec (β=0.48**), and AspRec has a moderate strength relationship 
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R2 = 0.27 
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Non-significant relationship (deleted) 




(β=0.18**) is only significant after the inclusion of AspLife to the model. In addition, 
after the inclusion of AspLife, the relationship between AspLife and InfProd increases 
(β=0.40**) (see Figure A5.10).  
 
Figure A5.10- PLS-SEM regression: Consumers’ celebrity-like aspirations (**Sig at 0.01) 
 
Due to these unusual results, the model was carefully analysed to identify a 
possible case of suppression. A suppression situation takes place when the “inclusion of 
two predictors improves one or both validities” (Paulhus et al., 2004: 305). The validity 
of models using suppressor variables has been questioned, but there are many cases in 
which two variables (e.g., guilt and shame; narcissism and self-esteem) constantly act as 
mutual suppressors (Paulhus et al., 2004). According to Paulhus et al. (2004: 323) “the 
number of genuine suppressor situations in behavioural sciences may be far greater that 
it has been assumed”. The path correlations ratio available in WarpPLS is based on 
MacKinnon et al. (2000) guidelines and is useful to identify possible suppression 
problems. Nonetheless, all the path correlation ratios are equal or smaller than one (see 
Table A5.14), and the statistical suppression ratio (SSR) is equal to one, which suggests 


















Table A5.14- PLS-SEM consumers’ celebrity-like aspirations path coefficients, 
effect size and path correlation ratio 
Path Path 
Coefficient (β) 
Effect size 𝐟𝟐 Path correlation 
ratio 
CelAdm→ AspRec 0.38** 0.148 1 
AspRec→InfOpin 0.36** 0.172 0.918 
AspRec→InfProd 0.18** 0.050 0.628 
AspLife→InfOpin 0.13** 0.044 0.367 
AspLife→InfProd 0.40** 0.181 0.873 
CelAdm →InfOpin 0.22** 0.034 0.464 
InfOpin → InfProd 0.48** 0.241 0.902 
(**Sig at 0.01) 
 
 
As these findings could also be due to multi-collinearity problems, the 
collinearity of the model and variables was carefully analysed. The VIF of all the 
variables were smaller than 2.1 (see Table 5.26), which is lower than the conservative 
limit of 3 (Hair et al., 2014; Kock, 2015). In addition, the AVIF and AFVIF of the 
model were 1.543 and 1.674, respectively, thus below the recommended limit of 3.3 
(Kock, 2015). To eliminate the possibility of collinearity problems, a full collinearity 
test proposed by Kock and Lynn (2012) was performed, in this test all the variables in 
the model point towards a random dummy variable. The full collinearity test did not 
detect any problems (See Appendix A5.16). 
         Table A5.15- Consumers’ celebrity-like aspirations PLS-SEM model variables’ VIF 
 
InfProd InfOpin CelAdm AspLife AspRec 
VIF 1.594 1.674 1.230 1.829 2.043 
 
Table A5.16- PLS-SEM model part III: full collinearity test results  
 
InfProd InfOpin CelAdm AspLife AspRec 
Variables VIF 1.597 1.676 1.241 1.831 2.052 
Model  VIF = 1.180 
       AFVIF=1.571      
 
The data seem to fit the model well as the results show: APC = 0.291, P<0.001; 
ARS=0.290, P<0.001; AARS=0.288, P<0.001; AVIF=1.543, ideally <= 3.3; 
AFVIF=1.674, ideally <= 3.3; GoF=0.440; SPR=1.000, ideally = 1; RSCR=1.000, 
ideally = 1; SSR=1.000, acceptable if >= 0.7; NLBCDR=1.000, acceptable if >= 0.7. 
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All the variables in the model presented acceptable results in the reliability and validity 
tests (See Tables A5.17 and A5.18). 
Table A5.17 PLS-SEM model part III: variables correlations, squared 
root of the AVE (diagonal), average variance extracted (AVE), 
Cronbach alpha (Cα), composite reliability (CR) and variable inflation 
factor (VIF). 
 
InfProd InfOpin Adm AspLife AspRec 
InfProd (0.874) 
 
   
InfOpin 0.514 (0.843)    
adm 0.062 0268. (0.794)   
AspLife 0.454 0.330 0.080 (0.805)  
AspRec 0.281 0.478 0.379 0.582 (0.749) 
      AVE 0.765 0.728 0.631 0.648 0.561 
CA 0.845 0.813 0.707 0.818 0.737 
CR 0.907 0.889 0.837 0.880 0.836 
VIF 1.594 1.674 1.230 1.829 2.043 
 (**Sig at 0.01, *sig at 0.05) 
 Table A5.18- PLS-SEM model part III: combined loadings and cross-loadings. 
 
InfProd InfOpin CelAdm AspLife AspRec 
InfProd1 (0.909) -0.027 -0.052 0.061 -0.001 
InfProd2 (0.884) 0.045 0.012 -0.070 -0.004 
InfProd3 (0.829) -0.018 0.045 0.008 0.006 
InfOpin1 0.195 (0.863) -0.075 0.070 -0.005 
InfOpin2 -0.190 (0.841) 0.124 -0.089 0.047 
InfOpin3 -0.010 (0.856) -0.047 0.017 -0.041 
CelAdm1 0.031 0.105 (0.786) 0.139 -0.151 
CelAdm2 0.008 -0.010 (0.800) -0.216 0.178 
CelAdm3 -0.039 -0.093 (0.796) 0.080 -0.029 
AspLIfe1 -0.082 0.073 0.026 (0.842) -0.179 
AspLife2 -0.008 0.070 -0.014 (0.808) 0.141 
AspLIfe3 -0.208 0.094 -0.032 (0.810) 0.031 
AspLIfe4 0.323 -0.257 0.021 (0.757) 0.016 
AspRec1 0.068 -0.058 -0.079 0.239 (0.811) 
AspRec2 0.053 0.008 0.059 -0.077 (0.768) 
AspRec3 -0.114 0.031 -0.074 0.091 (0.741) 
AspRec4 -0.017 0.026 0.110 -0.302 (0.669) 
 
A5.3.4 Part IV- Complete Model 
At this stage, the celebrities’ attributes variables (CelInsp, CelTal, CelLook and 
CelLife) are combined with CelAdm, the consumers’ celebrity-like aspirations (AspRec 
and AspLife) and the celebrity influence variables (InfOpin and InfProd), which leads 
to the final model of this thesis (presented on Page 261). The celebrities’ perceived 
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attributes were introduced to the model individually to test their relationships with the 
consumers’ celebrity-like aspirations variables (AspRec and AspLife). The first 
celebrity attribute included was CelInsp (see Figure A5.11). CelInsp has a significant, 
but relatively weak relationship with InfOpin (β=0.11**). CelInsp has a weak, but 
significant relationship with AspRec (β=0.11**). CelInsp does not have a significant 
relationship with AspLife, and this relationship was deleted. The model fit indices are: 
ARS=0.279, p<0.001; APC=0.264, p<0.001; AFVIF=1.692. 
Figure A5.11 – PLS-SEM regression CelInsp–CelAdm-AspRec-AspLife-InfProd-InfOpin 
(**Sig at 0.01). 
 
Next, CelTal was introduced to the model (see Figure A5.12). CelTal does not 
have a significant relationship with AspRec nor AspLife. Hence, these relationships 
were not included in the model, but CelTal only has a significant relationship with 
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Figure A5.12- PLS-SEM regression CelTal –CelAdm-AspRec-AspLife-InfProd-InfOpin (**Sig at 0.01) 
 
Next, CelLook was included (see Figure A5.13). CelLook has a weak, but 
significant relationship with AspRec (β=0.14**). CelLook does not have a significant 
relationship with AspLife. The model fit indices are: ARS=0272, p<0.001; APC=0.247, 
p<0.001; AFVIF=1.588. 
Figure A5.13- PLS-SEM regression CelLook –CelAdm-AspRec-AspLife-InfProd-InfOpin (**Sig at 
0.01) 
Lastly, CelLife was included. As per expected, its relationship with AspLife is of 
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perceived as having a materialistic and exciting lifestyles are more likely to trigger 
similar aspirations among their fans (see Figure A5.14). It has a weak, but significant 
relationship with InfProd (β=0.13**), but with f2 larger than 0.02, which justifies not 
deleting this relationship from the model. The model fit indices are: ARS=0269, 
p<0.001; APC=0.267, p<0.001; AFVIF=1.626.  
 
Figure A5.14- PLS-SEM regression CelLife –CelAdm-AspRec-AspLife-InfProd-InfOpin (**Sig at 0.01) 
 
 
A5.3.4.1 Part IV Full Collinearity test results 
Table A5.11- PLS-SEM model part IV final model: full collinearity test results  
 
InfProd InfOpin CelAdm AspLife AspRec CelInsp CelTal CelLife CelLook 
VIF  1.635 1.705 1.722 2.118 2.147 1.638 1.114 1.622 1.333 
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A5.4 WarpPLS relationships’ best fitting curve 
 









Figure A5.17- CelInsp→InfOpin WarpPLS best fitting curve. 
 
 






Figure A5.19- CelLook→CelAdm WarpPLS best fitting curve. 
 
 





Figure A5.21- CelLife→AspLife WarpPLS best fitting curve. 
 
 





Figure A5.23- CelAdm→AspRec WarpPLS best fitting curve. 
 
 















Figure A5.27- AspLife→InfOpin WarpPLS best fitting curve. 
 
 










A5.5 Quantitative data analysis PART V PLS-MGA 
extra materials 
A5.5.1 PLS-MGA indicators 
Table A5.12 – Combined loadings and cross-loadings (18-25 years of age) 
 
InfProd InfOpin CelAdm AspLife AspRec CelInsp CelTal CelLife CelLook 
InfProd1 (0.906) -0.018 -0.109 0.088 -0.024 0.072 0.047 -0.033 -0.033 
InfProd2 (0.883) 0.068 -0.006 -0.081 0.006 -0.070 0.066 -0.028 -0.015 
InfProd3 (0.827) -0.054 0.125 -0.010 0.020 -0.004 -0.122 0.065 0.052 
InfOpin1 0.198 (0.846) -0.071 0.050 0.029 0.013 -0.049 -0.016 0.000 
InfOpin2 -0.033 (0.840) -0.068 -0.031 -0.010 -0.009 0.009 0.032 0.045 
InfOpin3 -0.165 (0.847) 0.138 -0.019 -0.019 -0.004 0.040 -0.017 -0.044 
CelAdm1 -0.063 -0.048 (0.829) -0.032 0.055 -0.115 0.078 0.021 -0.024 
CelAdm2 0.023 0.108 (0.800) 0.132 -0.211 -0.108 -0.074 0.058 0.049 
CelAdm3 0.043 -0.059 (0.783) -0.102 0.157 0.232 -0.008 -0.082 -0.025 
AspLife1 -0.060 0.058 0.051 (0.839) -0.113 -0.032 -0.006 -0.026 -0.037 
AspLife2 -0.200 0.104 -0.016 (0.816) 0.033 -0.022 0.044 -0.137 -0.003 
AspLife3 0.014 0.069 -0.042 (0.789) 0.133 0.056 -0.051 0.050 0.031 
AspLife4 0.268 -0.249 0.004 (0.755) -0.049 0.000 0.012 0.125 0.013 
AspRec1 0.084 -0.079 -0.096 0.181 (0.810) -0.058 0.058 0.032 -0.026 
AspRec2 0.025 -0.015 0.121 -0.051 (0.797) 0.029 -0.083 -0.044 -0.006 
AspRec3 -0.101 0.061 0.008 0.031 (0.750) -0.174 -0.035 -0.022 -0.041 
AspRec4 -0.018 0.045 -0.037 -0.193 (0.668) 0.231 0.067 0.039 0.084 
CelInsp1 -0.050 -0.031 -0.097 -0.044 0.157 (0.802) 0.058 -0.031 0.032 
CelInsp2 -0.029 0.018 -0.025 0.075 -0.100 (0.832) -0.086 0.082 -0.054 
CelInsp3 -0.027 0.048 -0.033 -0.055 0.006 (0.784) 0.136 -0.092 0.020 
CelInsp4 0.092 0.010 0.003 0.030 -0.093 (0.711) 0.027 0.102 0.003 
CelInsp5 0.029 -0.047 0.168 -0.007 0.025 (0.728) -0.139 -0.061 0.001 
CelTal1 0.025 -0.097 0.089 0.104 -0.013 -0.038 (0.803) -0.064 0.028 
CelTal2 -0.069 0.090 -0.038 0.077 -0.100 -0.074 (0.767) 0.021 0.079 
CelTal3 -0.079 -0.037 -0.058 -0.040 0.109 0.121 (0.742) -0.064 -0.019 
CelTal4 0.127 0.051 0.001 -0.157 0.008 -0.004 (0.719) 0.116 -0.095 
CelLife1 0.029 0.050 0.050 0.071 -0.161 -0.036 0.059 (0.844) -0.081 
CelLife2 -0.037 0.048 0.030 -0.087 0.059 -0.004 0.092 (0.827) 0.031 
CelLife3 0.008 -0.105 -0.085 0.016 0.112 0.044 -0.160 (0.783) 0.054 
CelLook1 0.050 0.000 -0.067 0.021 -0.011 0.010 0.129 -0.125 (0.856) 
CelLook2 -0.016 0.040 -0.095 -0.103 0.083 0.152 -0.037 -0.013 (0.852) 


























InfProd1 (0.915) -0.033 -0.074 0.243 -0.147 0.138 0.055 0.070 -0.100 
InfProd2 (0.877) -0.076 -0.012 -0.185 0.187 -0.093 0.054 -0.025 -0.033 
InfProd3 (0.865) 0.112 0.091 -0.069 -0.035 -0.052 -0.113 -0.049 0.140 
InfOpin1 0.128 (0.889) -0.021 0.089 -0.003 0.012 -0.066 0.109 -0.059 
InfOpin2 0.010 (0.877) -0.065 0.202 -0.245 -0.022 0.039 -0.143 0.106 
InfOpin3 -0.146 (0.841) 0.091 -0.304 0.259 0.011 0.029 0.034 -0.048 
CelAdm1 -0.039 -0.151 (0.776) 0.145 -0.005 -0.027 -0.040 0.206 -0.146 
CelAdm2 -0.069 0.147 (0.739) 0.119 -0.114 -0.079 0.049 -0.091 0.117 
CelAdm3 0.100 0.011 (0.808) -0.248 0.109 0.099 -0.006 -0.114 0.032 
AspLife1 -0.037 0.069 0.043 (0.814) -0.331 -0.021 -0.040 -0.071 0.026 
AspLife2 -0.254 0.111 -0.179 (0.777) 0.079 0.163 0.078 -0.018 -0.085 
AspLife3 -0.017 0.027 0.109 (0.844) 0.016 0.053 -0.059 -0.041 0.009 
AspLife4 0.313 -0.214 0.016 (0.772) 0.251 -0.200 0.028 0.139 0.049 
AspRec1 0.244 -0.185 -0.072 0.224 (0.797) -0.119 0.168 -0.257 -0.173 
AspRec2 -0.172 0.307 0.063 0.423 (0.710) 0.218 -0.123 0.001 0.048 
AspRec3 0.132 -0.229 0.009 -0.352 (0.787) -0.168 -0.052 0.064 0.027 
AspRec4 -0.292 0.182 0.010 -0.469 (0.604) 0.120 -0.009 0.254 0.136 
CelInsp1 -0.191 0.091 -0.103 0.284 -0.208 (0.807) -0.031 0.130 0.030 
CelInsp2 -0.294 0.072 0.030 -0.123 0.255 (0.685) -0.110 0.127 0.100 
CelInsp3 0.465 -0.163 0.045 -0.176 -0.041 (0.698) 0.237 -0.226 -0.016 
CelInsp4 0.016 0.015 -0.054 -0.421 0.398 (0.702) 0.003 0.124 -0.045 
CelInsp5 0.024 -0.023 0.086 0.338 -0.319 (0.808) -0.083 -0.150 -0.061 
CelTal1 -0.032 -0.124 0.049 -0.072 0.090 -0.168 (0.813) 0.051 0.116 
CelTal2 0.097 0.051 0.039 0.024 0.099 -0.017 (0.838) -0.058 -0.118 
CelTal3 0.168 -0.370 -0.183 -0.357 0.448 -0.073 (0.689) -0.156 0.236 
CelTal4 -0.245 0.450 0.077 0.409 -0.669 0.291 (0.695) 0.166 -0.227 
CelLife1 0.157 -0.113 0.006 -0.180 0.082 -0.012 0.050 (0.846) -0.039 
CelLife2 -0.035 0.150 0.025 -0.072 -0.170 0.038 0.061 (0.820) -0.014 
CelLife3 -0.131 -0.035 -0.032 0.264 0.088 -0.026 -0.115 (0.799) 0.055 
CelLook1 -0.213 0.129 0.053 0.155 -0.180 0.122 0.055 0.222 (0.788) 
CelLook2 -0.095 0.307 -0.012 -0.161 0.054 0.100 -0.017 -0.141 (0.727) 






































InfProd1 (0.923) -0.032 -0.007 -0.003 0.054 -0.055 0.013 0.073 -0.055 
InfProd2 (0.916) 0.016 0.007 -0.148 0.062 0.013 0.040 0.064 0.022 
InfProd3 (0.792) 0.018 0.001 0.176 -0.135 0.050 -0.061 -0.159 0.039 
InfOpin1 0.244 (0.878) -0.043 0.159 -0.122 0.107 0.017 -0.058 -0.100 
InfOpin2 0.020 (0.882) 0.056 0.013 -0.033 -0.146 -0.041 0.003 0.016 
InfOpin3 -0.283 (0.821) -0.014 -0.185 0.166 0.043 0.027 0.059 0.089 
CelAdm1 -0.022 -0.076 (0.706) 0.333 -0.166 -0.127 0.380 -0.244 0.052 
CelAdm2 0.024 0.047 (0.793) -0.182 0.190 0.024 -0.239 0.123 -0.054 
CelAdm3 -0.004 0.020 (0.847) -0.108 -0.040 0.083 -0.093 0.088 0.006 
AspLife1 -0.131 0.102 0.035 (0.864) -0.142 -0.081 0.099 0.025 -0.072 
AspLife2 -0.084 0.028 -0.116 (0.777) -0.058 -0.055 0.068 0.040 0.117 
AspLife3 -0.080 0.066 -0.002 (0.814) 0.138 0.073 -0.130 -0.087 -0.011 
AspLife4 0.329 -0.221 0.083 (0.739) 0.076 0.073 -0.044 0.026 -0.027 
AspRec1 0.085 0.098 0.098 0.310 (0.800) -0.133 -0.133 -0.011 -0.008 
AspRec2 0.043 -0.075 -0.087 -0.279 (0.713) 0.202 0.024 -0.036 -0.049 
AspRec3 -0.219 0.178 0.066 0.164 (0.654) -0.242 0.077 0.039 0.078 
AspRec4 0.063 -0.201 -0.086 -0.223 (0.705) 0.171 0.055 0.013 -0.013 
CelInsp1 0.060 -0.125 0.047 -0.175 -0.039 (0.777) -0.049 0.145 0.124 
CelInsp2 0.231 -0.180 0.057 -0.045 -0.064 (0.745) -0.024 0.070 -0.034 
CelInsp3 -0.173 0.348 -0.236 0.169 -0.155 (0.780) 0.200 -0.069 0.004 
CelInsp4 0.093 -0.281 0.130 -0.186 0.338 (0.749) -0.149 0.070 -0.138 
CelInsp5 -0.197 0.220 0.011 0.229 -0.070 (0.775) 0.016 -0.212 0.037 
CelTal1 -0.096 0.030 0.139 0.139 -0.135 -0.019 (0.831) -0.080 -0.017 
CelTal2 0.131 -0.029 0.019 0.007 0.044 -0.123 (0.802) -0.129 0.216 
CelTal3 0.150 -0.311 0.004 -0.009 0.153 0.116 (0.774) 0.012 -0.185 
CelTal4 -0.203 0.342 -0.191 -0.163 -0.060 0.036 (0.699) 0.229 -0.022 
CelLife1 -0.008 0.017 -0.149 -0.224 0.142 -0.064 0.042 (0.873) 0.193 
CelLife2 -0.129 0.148 0.072 -0.123 -0.054 0.102 0.028 (0.827) -0.248 
CelLife3 0.147 -0.178 0.090 0.384 -0.102 -0.036 -0.078 (0.772) 0.048 
CelLook1 -0.176 0.181 -0.035 0.014 -0.134 -0.122 0.105 -0.068 (0.823) 
CelLook2 0.045 -0.133 -0.088 -0.250 0.295 0.232 0.026 -0.056 (0.757) 
































InfProd1 (0.905) 0.002 -0.122 0.080 -0.008 0.056 0.036 -0.001 -0.02 
InfProd2 (0.888) 0.026 -0.008 -0.080 -0.031 -0.067 0.086 0.016 -0.054 
InfProd3 (0.793) -0.031 0.148 -0.002 0.044 0.012 -0.137 -0.017 0.084 
InfOpin1 0.163 (0.869) -0.110 0.151 -0.127 0.067 0.027 -0.048 0.031 
InfOpin2 0.063 (0.871) -0.098 -0.132 0.141 0.043 -0.018 0.022 0.049 
InfOpin3 -0.230 (0.856) 0.211 -0.018 -0.015 -0.112 -0.008 0.026 -0.08 
CelAdm1 -0.091 -0.148 (0.763) 0.086 0.159 -0.139 0.223 -0.093 0.055 
CelAdm2 -0.016 0.131 (0.780) 0.108 -0.173 0.036 -0.169 0.130 -0.281 
CelAdm3 0.094 0.012 (0.871 -0.172 0.016 0.089 -0.044 -0.035 0.213 
AspLife1 -0.140 0.097 -0.046 (0.850) -0.256 0.027 0.103 -0.145 0.087 
AspLife2 -0.111 0.018 -0.023 (0.826) 0.140 -0.061 0.011 0.000 0.133 
AspLife3 0.022 0.096 -0.011 (0.804) 0.121 0.112 -0.084 -0.029 -0.123 
AspLife4 0.251 -0.226 0.087 (0.771) 0.006 -0.081 -0.037 0.190 -0.083 
AspRec1 0.071 0.006 -0.008 0.273 (0.808) -0.130 0.067 -0.097 0.066 
AspRec2 0.055 0.045 -0.004 -0.100 (0.806) 0.179 -0.131 0.053 -0.02 
AspRec3 -0.150 0.026 0.009 0.201 (0.746) -0.257 0.087 -0.119 -0.038 
AspRec4 0.014 -0.083 0.005 -0.395 (0.733) 0.208 -0.018 0.169 -0.002 
CelInsp1 -0.004 -0.025 -0.021 -0.062 0.048 (0.805) 0.110 -0.061 -0.035 
CelInsp2 -0.113 0.022 -0.070 0.080 -0.001 (0.784) -0.153 0.087 0.034 
CelInsp3 0.122 0.013 -0.069 -0.058 -0.043 (0.804) 0.205 -0.094 -0.107 
CelInsp4 0.089 -0.022 -0.120 -0.191 0.175 (0.741) -0.080 0.193 0.302 
CelInsp5 -0.095 0.012 0.284 0.230 -0.174 (0.762) -0.097 -0.113 -0.176 
CelTal1 0.113 -0.199 0.151 0.041 0.015 -0.054 (0.809) -0.017 0.372 
CelTal2 -0.054 0.189 -0.088 -0.037 -0.016 -0.111 (0.777) -0.046 -0.128 
CelTal3 -0.162 -0.076 -0.073 0.029 0.200 -0.048 (0.795) -0.067 -0.25 
CelTal4 0.112 0.105 0.006 -0.040 -0.226 0.240 (0.703) 0.147 -0.004 
CelLife1 -0.006 0.050 -0.131 0.065 -0.118 0.061 0.064 (0.862) 0.05 
CelLife2 -0.090 0.110 -0.001 -0.146 0.086 -0.007 0.071 (0.832) -0.103 
CelLife3 0.100 -0.167 0.142 0.081 0.038 -0.058 -0.142 (0.804) 0.052 
CelLook1 -0.119 0.079 -0.123 0.089 -0.084 0.006 0.056 -0.022 (0.769) 
CelLook2 0.013 -0.051 -0.158 -0.23 0.307 0.25 -0.123 -0.088 (0.749) 


















Table A5.16 – Combined loadings and cross-loadings (male congruence) 
 
InfProd InfOpin CelAdm AspLife AspRec CelInsp CelTal CelLife CelLook 
InfProd1 (0.901) -0.082 -0.020 0.146 -0.004 0.058 0.024 -0.018 -0.090 
InfProd2 (0.891) 0.052 0.038 -0.013 -0.050 0.017 -0.042 0.005 -0.012 
InfProd3 (0.831) 0.034 -0.020 -0.145 0.058 -0.081 0.019 0.015 0.111 
InfOpin1 0.122 (0.858) -0.126 0.034 0.099 0.013 -0.005 0.003 -0.119 
InfOpin2 -0.079 (0.840) 0.099 -0.145 0.024 0.084 -0.009 -0.005 0.068 
InfOpin3 -0.047 (0.817) 0.030 0.114 -0.128 -0.100 0.014 0.003 0.055 
CelAdm1 -0.089 0.037 (0.828) 0.173 -0.148 -0.063 0.067 -0.031 -0.048 
CelAdm2 0.081 0.061 (0.786) -0.020 0.029 -0.115 -0.105 0.075 0.048 
CelAdm3 0.013 -0.101 (0.777) -0.163 0.128 0.183 0.034 -0.043 0.003 
AspLife1 -0.040 0.084 0.080 (0.810) -0.202 -0.034 -0.039 0.088 -0.053 
AspLife2 -0.269 0.131 -0.117 (0.789) -0.030 0.056 0.065 -0.113 0.122 
AspLife3 -0.006 -0.001 -0.017 (0.803) 0.168 0.007 -0.035 -0.055 -0.044 
AspLife4 0.333 -0.228 0.056 (0.748) 0.069 -0.030 0.011 0.082 -0.025 
AspRec1 0.079 -0.047 -0.090 0.194 (0.800) -0.136 0.092 0.021 -0.024 
AspRec2 0.079 -0.093 -0.002 -0.132 (0.745) 0.022 0.025 -0.171 0.035 
AspRec3 -0.157 0.091 0.085 -0.090 (0.711) -0.136 -0.080 0.099 -0.011 
AspRec4 -0.017 0.065 0.020 0.011 (0.652) 0.290 -0.055 0.062 0.002 
CelInsp1 0.048 -0.157 -0.030 -0.073 0.124 (0.815) -0.041 0.119 -0.030 
CelInsp2 -0.064 0.096 0.110 0.150 -0.193 (0.761) -0.148 0.085 0.032 
CelInsp3 -0.046 0.116 -0.116 -0.027 -0.084 (0.686) 0.323 -0.155 -0.045 
CelInsp4 0.119 -0.111 -0.030 -0.040 0.039 (0.736) -0.056 0.036 0.091 
CelInsp5 -0.060 0.075 0.057 -0.009 0.099 (0.755) -0.046 -0.107 -0.047 
CelTal1 -0.079 0.002 0.105 0.058 -0.048 -0.019 (0.789) -0.058 0.007 
CelTal2 0.087 -0.045 -0.021 0.042 0.045 -0.055 (0.796) -0.033 0.187 
CelTal3 0.013 -0.098 -0.008 -0.036 0.101 0.071 (0.789) -0.032 -0.110 
CelTal4 -0.024 0.153 -0.082 -0.069 -0.106 0.003 (0.732) 0.133 -0.092 
CelLife1 0.069 -0.001 0.092 -0.108 -0.062 -0.140 0.024 (0.843) 0.052 
CelLife2 -0.023 0.097 0.004 -0.107 0.061 0.048 0.115 (0.792) -0.055 
CelLife3 -0.052 -0.098 -0.105 0.228 0.005 0.103 -0.144 (0.774) 0.000 
CelLook1 0.023 0.027 0.096 0.079 -0.107 0.012 0.080 -0.074 (0.824) 
CelLook2 0.037 0.027 -0.147 -0.279 0.185 0.224 -0.080 0.010 (0.762) 







Table A5.17 – Combined loadings and cross-loadings (female incongruence) 
 
InfProd InfOpin CelAdm AspLife AspRec CelInsp CelTal CelLife CelLook 
InfProd1 (0.913) -0.049 -0.158 -0.004 -0.010 0.063 0.041 0.010 -0.078 
InfProd2 (0.856) 0.032 0.115 -0.184 0.125 -0.041 -0.029 -0.005 0.006 
InfProd3 (0.852) 0.020 0.053 0.189 -0.115 -0.027 -0.015 -0.006 0.078 
InfOpin1 0.299 (0.857) 0.110 0.055 0.006 -0.014 -0.142 0.011 0.029 
InfOpin2 -0.014 (0.872) -0.171 0.049 -0.149 -0.024 0.061 -0.075 0.018 
InfOpin3 -0.293 (0.831) 0.066 -0.109 0.150 0.039 0.083 0.067 -0.048 
CelAdm1 0.114 -0.204 (0.791) -0.176 0.118 -0.084 0.078 0.137 0.041 
CelAdm2 0.017 0.129 (0.801) 0.150 -0.268 -0.108 -0.090 -0.059 0.036 
CelAdm3 -0.145 0.082 (0.712) 0.028 0.170 0.215 0.014 -0.086 -0.087 
AspLife1 -0.040 0.006 0.144 (0.864) -0.006 -0.082 -0.074 -0.019 0.051 
AspLife2 -0.171 0.138 0.003 (0.806) -0.101 -0.029 0.055 -0.272 -0.035 
AspLife3 -0.036 0.081 0.010 (0.812) 0.115 0.089 -0.084 0.213 0.035 
AspLife4 0.272 -0.245 -0.182 (0.742) -0.009 0.029 0.119 0.085 -0.061 
AspRec1 0.085 -0.127 -0.127 0.135 (0.825) 0.009 0.061 0.015 -0.045 
AspRec2 -0.020 0.021 0.253 0.219 (0.743) 0.015 -0.095 -0.126 0.065 
AspRec3 0.036 0.002 -0.059 -0.078 (0.775) -0.165 -0.032 0.049 -0.081 
AspRec4 -0.138 0.146 -0.062 -0.355 (0.602) 0.182 0.075 0.071 0.085 
CelInsp1 -0.052 0.005 -0.099 0.083 0.096 (0.746) -0.113 0.085 0.041 
CelInsp2 -0.013 -0.048 -0.142 -0.164 0.147 (0.838) 0.113 0.078 -0.086 
CelInsp3 -0.238 0.227 -0.015 0.154 -0.067 (0.770) 0.083 -0.168 0.133 
CelInsp4 0.095 -0.054 0.362 -0.138 -0.024 (0.671) -0.138 0.197 -0.140 
CelInsp5 0.240 -0.144 -0.054 0.070 -0.181 (0.703) 0.027 -0.187 0.047 
CelTal1 -0.030 -0.069 0.050 0.198 -0.084 -0.023 (0.829) 0.051 -0.120 
CelTal2 -0.040 0.088 0.055 0.057 -0.112 -0.025 (0.806) 0.064 0.069 
CelTal3 -0.065 -0.132 -0.128 -0.151 0.177 0.192 (0.673) -0.170 0.094 
CelTal4 0.140 0.093 -0.017 -0.179 0.083 -0.107 (0.681) 0.007 -0.016 
CelLife1 0.113 -0.020 0.121 -0.092 0.047 0.038 -0.140 (0.861) -0.070 
CelLife2 -0.085 0.043 0.109 0.021 -0.148 -0.015 0.092 (0.846) 0.008 
CelLife3 -0.034 -0.027 -0.272 0.085 0.117 -0.027 0.059 (0.724) 0.075 
CelLook1 0.054 -0.017 -0.054 -0.077 0.041 0.089 0.022 -0.048 (0.899) 
CelLook2 -0.053 0.070 -0.009 -0.025 -0.051 0.002 0.112 -0.057 (0.883) 



















Table A5.18 – Combined loadings and cross-loadings (cinema celebrities)  
 
InfProd InfOpin CelAdm AspLife AspRec CelInsp CelTal CelLife CelLook 
InfProd1 (0.894) -0.005 -0.099 0.085 -0.018 0.037 0.031 -0.034 0.014 
InfProd2 (0.876) 0.079 -0.038 -0.122 0.036 -0.025 0.068 0.021 -0.019 
InfProd3 (0.825) -0.078 0.147 0.038 -0.019 -0.014 -0.106 0.015 0.004 
InfOpin1 0.203 (0.879) -0.005 -0.012 0.031 -0.006 -0.039 0.005 0.001 
InfOpin2 0.017 (0.850) -0.066 0.040 -0.123 -0.092 0.076 0.000 0.039 
InfOpin3 -0.232 (0.831) 0.073 -0.028 0.093 0.100 -0.036 -0.005 -0.041 
CelAdm1 -0.035 -0.046 (0.769) 0.072 -0.112 -0.145 0.048 0.006 0.067 
CelAdm2 0.001 0.095 (0.776) 0.107 -0.060 -0.073 -0.071 0.045 -0.050 
CelAdm3 0.035 -0.052 (0.740) -0.187 0.180 0.228 0.024 -0.053 -0.017 
AspLife1 -0.042 0.111 -0.021 (0.850) -0.155 -0.062 -0.009 0.050 -0.029 
AspLife2 -0.110 -0.005 0.004 (0.781) 0.133 0.023 0.061 -0.047 -0.070 
AspLife3 -0.068 0.120 -0.045 (0.802) 0.143 0.012 -0.031 -0.009 0.061 
AspLife4 0.242 -0.256 0.070 (0.728) -0.119 0.035 -0.021 0.003 0.042 
AspRec1 0.044 -0.062 -0.081 0.189 (0.814) -0.074 0.081 -0.027 -0.095 
AspRec2 0.121 0.043 0.132 -0.038 (0.738) 0.100 -0.119 0.014 0.007 
AspRec3 -0.066 -0.023 -0.099 -0.018 (0.701) -0.182 0.023 -0.032 0.005 
AspRec4 -0.121 0.054 0.058 -0.175 (0.649) 0.177 0.008 0.052 0.105 
CelInsp1 0.030 0.000 -0.075 -0.047 0.092 (0.785) -0.035 0.078 0.091 
CelInsp2 -0.042 -0.017 -0.042 0.044 -0.078 (0.796) 0.046 -0.010 0.041 
CelInsp3 0.014 -0.001 0.013 -0.048 0.064 (0.775) 0.074 -0.090 -0.056 
CelInsp4 0.047 -0.001 0.031 0.018 -0.125 (0.751) 0.029 0.111 -0.099 
CelInsp5 -0.051 0.022 0.082 0.036 0.046 (0.719) -0.123 -0.094 0.019 
CelTal1 -0.104 -0.056 0.030 0.112 0.026 -0.073 (0.840) -0.082 -0.002 
CelTal2 0.096 0.055 0.073 0.044 -0.185 0.053 (0.811) 0.039 0.058 
CelTal3 -0.027 -0.026 -0.105 -0.116 0.162 -0.027 (0.759) -0.093 0.027 
CelTal4 0.047 0.035 -0.007 -0.064 0.008 0.061 (0.638) 0.169 -0.102 
CelLife1 0.021 0.003 -0.040 -0.052 -0.051 -0.020 -0.016 (0.828) -0.046 
CelLife2 -0.046 0.067 0.088 -0.097 -0.012 0.026 0.022 0.824) 0.010 
CelLife3 0.027 -0.077 -0.053 0.166 0.070 -0.006 -0.006 (0.741) 0.040 
CelLook1 -0.105 0.066 -0.064 0.075 -0.042 0.055 0.024 -0.048 (0.840) 
CelLook2 0.065 0.044 -0.109 -0.144 0.063 0.143 0.040 -0.046 (0.861) 








Table A5.19- Combined loadings and cross-loadings (television celebrities)  
 
InfProd InfOpin CelAdm AspLife AspRec CelInsp CelTal CelLife CelLook 
InfProd1 (0.907) -0.022 -0.087 0.107 -0.105 0.043 0.071 0.178 -0.093 
InfProd2 (0.879) -0.072 0.125 0.037 0.022 0.017 0.037 -0.073 -0.122 
InfProd3 (0.868) 0.097 -0.035 -0.150 0.087 -0.063 -0.112 -0.112 0.220 
InfOpin1 0.258 (0.861) -0.097 0.023 0.136 0.015 -0.013 -0.015 0.006 
InfOpin2 -0.057 (0.902) -0.114 -0.105 0.133 0.007 -0.028 0.012 0.049 
InfOpin3 -0.196 (0.870) 0.214 0.086 -0.272 -0.023 0.041 0.002 -0.057 
CelAdm1 0.185 -0.429 (0.803) -0.012 0.164 -0.032 -0.045 0.116 -0.142 
CelAdm2 -0.281 0.305 (0.802) 0.202 -0.282 0.073 -0.127 0.023 -0.096 
CelAdm3 0.093 0.122 (0.822) -0.185 0.115 -0.040 0.167 -0.135 0.232 
AspLife1 0.018 0.062 0.163 (0.830) -0.348 -0.095 0.107 -0.077 -0.026 
AspLife2 -0.184 0.064 -0.091 (0.845) -0.055 0.058 0.248 -0.384 0.148 
AspLife3 -0.115 0.155 -0.026 (0.810) 0.255 0.063 -0.132 0.165 -0.098 
AspLife4 0.292 -0.289 -0.046 (0.799) 0.161 -0.026 -0.239 0.319 -0.030 
AspRec1 0.135 -0.090 0.102 0.292 (0.795) -0.105 0.077 0.009 -0.198 
AspRec2 0.113 -0.197 -0.103 -0.026 (0.757) -0.027 0.146 -0.011 0.040 
AspRec3 -0.286 0.439 0.056 0.007 (0.810) -0.150 -0.078 0.022 0.016 
AspRec4 0.054 -0.185 -0.067 -0.300 (0.726) 0.310 -0.151 -0.022 0.158 
CelInsp1 0.174 -0.040 -0.015 -0.029 0.043 (0.777) 0.044 -0.052 0.129 
CelInsp2 0.240 -0.195 0.008 -0.106 0.080 (0.747) -0.340 0.241 -0.114 
CelInsp3 -0.382 0.396 -0.160 0.129 -0.210 (0.807) 0.253 0.032 -0.119 
CelInsp4 0.176 -0.392 -0.028 -0.208 0.339 (0.762) -0.194 0.130 0.013 
CelInsp5 -0.187 0.207 0.208 0.209 -0.243 (0.751) 0.218 -0.351 0.095 
CelTal1 0.208 -0.240 0.386 -0.049 0.078 -0.222 (0.777) -0.145 0.185 
CelTal2 -0.037 0.048 -0.248 0.057 0.205 0.033 (0.840) 0.012 -0.038 
CelTal3 -0.040 -0.194 -0.235 -0.007 0.192 0.063 (0.862) -0.137 0.062 
CelTal4 -0.125 0.412 0.145 -0.005 -0.525 0.119 (0.760) 0.290 -0.218 
CelLife1 0.081 -0.158 0.070 0.057 -0.076 0.164 -0.090 (0.862) -0.088 
CelLife2 -0.249 0.395 -0.053 -0.050 0.031 -0.255 0.302 (0.748) 0.103 
CelLife3 0.136 -0.187 -0.024 -0.014 0.050 0.057 -0.174 (0.855) -0.001 
CelLook1 0.111 -0.233 0.217 0.174 -0.160 0.087 -0.056 0.041 (0.747) 
CelLook2 -0.315 0.368 -0.240 -0.347 0.259 0.035 -0.020 0.042 (0.746) 







Table A5.20- Combined loadings and cross-loadings (music celebrities)  
 
InfProd InfOpin CelAdm AspLife AspRec CelInsp CelTal CelLife CelLook 
InfProd1 (0.895) -0.112 -0.058 0.029 0.067 0.079 0.050 0.015 -0.181 
InfProd2 (0.874) -0.059 -0.040 -0.159 0.139 -0.031 0.054 0.015 -0.063 
InfProd3 (0.801) 0.189 0.108 0.141 -0.226 -0.054 -0.114 -0.033 0.271 
InfOpin1 0.151 (0.841) -0.134 0.226 -0.134 0.047 -0.009 -0.036 -0.007 
InfOpin2 -0.046 (0.872) 0.013 0.023 -0.024 0.019 -0.057 -0.030 0.060 
InfOpin3 -0.104 (0.837) 0.121 -0.251 0.160 -0.067 0.068 0.067 -0.055 
CelAdm1 0.009 -0.031 (0.841) -0.060 0.097 -0.069 0.166 0.056 -0.072 
CelAdm2 0.076 0.073 (0.832) -0.020 -0.024 -0.035 -0.133 0.025 0.083 
CelAdm3 -0.084 -0.041 (0.845) 0.079 -0.073 0.103 -0.034 -0.080 -0.010 
AspLife1 -0.014 -0.031 0.132 (0.822) -0.129 -0.110 -0.021 -0.048 0.025 
AspLife2 -0.205 0.113 -0.032 (0.828) -0.182 0.061 -0.072 -0.054 -0.021 
AspLife3 -0.018 0.128 -0.013 (0.809) 0.081 0.076 0.011 -0.065 0.043 
AspLife4 0.244 -0.214 -0.090 (0.799) 0.240 -0.027 0.086 0.170 -0.047 
AspRec1 0.001 0.019 -0.104 0.303 (0.804) -0.105 0.070 -0.038 0.033 
AspRec2 0.036 -0.015 0.035 -0.013 (0.804) 0.071 -0.046 -0.164 0.039 
AspRec3 -0.095 0.005 0.187 -0.008 (0.736) -0.243 0.022 0.056 0.019 
AspRec4 0.061 -0.010 -0.124 -0.344 (0.661) 0.311 -0.055 0.183 -0.108 
CelInsp1 0.056 -0.185 -0.121 0.004 0.077 (0.827) 0.068 -0.021 -0.013 
CelInsp2 -0.136 0.028 0.051 0.035 0.018 (0.801) -0.116 0.094 0.011 
CelInsp3 -0.043 0.165 -0.030 0.022 -0.188 (0.715) 0.198 -0.084 0.073 
CelInsp4 0.135 -0.106 0.014 -0.304 0.349 (0.702) -0.076 0.242 -0.187 
CelInsp5 -0.001 0.113 0.093 0.216 -0.246 (0.766) -0.067 -0.220 0.106 
CelTal1 0.054 -0.062 0.086 0.048 -0.033 -0.048 (0.842) -0.037 0.085 
CelTal2 0.007 0.005 -0.165 -0.021 0.176 -0.098 (0.786) 0.028 -0.002 
CelTal3 0.000 -0.173 0.063 -0.222 0.191 0.123 (0.583) -0.061 0.013 
CelTal4 -0.070 0.204 0.029 0.143 -0.305 0.065 (0.721) 0.061 -0.107 
CelLife1 0.042 0.083 0.021 -0.021 -0.029 -0.139 0.131 (0.848) 0.019 
CelLife2 -0.019 0.057 0.015 -0.038 -0.043 0.093 0.047 (0.860) -0.058 
CelLife3 -0.024 -0.152 -0.040 0.065 0.079 0.049 -0.193 (0.781) 0.043 
CelLook1 0.016 -0.048 0.023 -0.015 0.008 0.025 0.113 -0.041 (0.857) 
CelLook2 -0.034 0.050 -0.045 -0.049 0.081 0.197 -0.086 0.007 (0.741) 
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